Alcoa Allocates 
20% of Ad Budget 
to New Foil Wrap 


PirtspurGH, Feb. 15—Alcoa 
a Wrap, a new aluminum foil upon 
ie which Aluminum Co. of America 

; will expend one-fifth its advertis- 
ing budget—largest budget in the 
firm’s history—makes its national 
debut Sunday on the NBC-TV 
“Alcoa Hour.” 

Promotion on the new product, 
designed for the household and 
industrial packaging fields, broke 
officially yesterday before some 
200 food editors at a press break- 
fast in New York. 

Ketchum, MacLeod & Grove will 

(Continued on Page 83) 
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INTO THE FRAY—Aluminum Co. of America, now entering the house- 
hold foil field, will kick off the print end of its introductory drive 


with this color spread in Better 


Homes & Gardens (March) and 


Life (March 5). Ketchum, MacLeod & Grove is the agency. 


‘Research’ Cited in Citroid Ads Tested Other AA Gathers Data 
Compounds, NBBB Says; Grove ‘Will Reply’ 


ay 


criticized Clayton Laboratories, St. 


a cold remedy, for failure to back 
up advertising claims for the prod- 
uct with factual proof. 

The NBBB said it has been un- 
able to obtain information on tests 
made with Citroid Compound from 
any source. In a four page letter 
to members, the NBBB also 
charged that the company’s ad- 
vertising has been misleading. 

Following are the major points 
made by the NBBB in its letter: 

Citroid Compound ads mention 
the isolation of “bioflavonoids” by 
Dr. Albert Szent-Gyorgyi, 18 years 
of research and 800 medical papers 
published on the subject of “bio- 
flavonoids.” NBBB believes that it 
may reasonably be inferred from 
Citroid ads that the product is the 
direct result of this research. 

NBBB points out, however, that 
the various research studies pub- 
lished to date relating to the ef- 
fects of bioflavonoid and ascorbic 
acid combinations on capillaries 
and respiratory infections were 


Louis, maker of Citroid Compound, | 


New York, Feb. 17—The Na- conducted with different viotla- ON 
tional Better Business Bureau has vonoids and their combinations | 


|from that used in Citroid. 


s Citroid ads cite tests started two 
years ago with industrial workers 
and other medical tests, which 
“proved” that many persons got 
relief from colds by using Citroid. 
| When NBBB asked Clayton for 


plied that it had “sponsored broad 
clinical investigations on the Ci- 
troid formula, with and without 
aspirin. 

“This work has proved very 
convincing in connection with sub- 
stantiating the therapeutic claims 
made in our advertisements and 
will be continued indefinitely. At 
the moment, however, the man- 
agement does not care to publish 
or release it to anyone,” the com- 
pany said. 

Clayton, in initial ads, offered to 
mail to physicians “literature cov- 
ering the  bioflavonoid-ascorbic 
acid combination and its effect on 
the capillaries.” When NBBB asked 
Clayton for copies of this litera- 

(Continued on Page 83) 


Average Age at Death 
Was 58.9, Nearly 11 
Years Below Par for U. S. 


Curcaco, Feb. 17—For the fourth 
year in the past seven, the average 
age at death of advertising men 
was below the 59-year mark in 
1955, according to a study of obit- 
uaries appearing in ADVERTISING 
AGE. 

In 1955 the average age at death 
was 58.9, a year and a half young- 
er than in 1954 and nearly a year 


younger than the average of the| 


In ‘55, Longevity Still Eluded Grasp 
of Average Adman, AA Obits Disclose 


More specific figures bolster the 
discrepancy. For in 1955, 2% of 
men in other businesses and 1.36% 
of men in related fields attained 
the age of 90, but among admen 
this figure was 0.4%. 

At the other end of the scale, 
/one adman died before he was 
|30, and 5.8% of admen’s deaths 
|last year took place below the age 
‘of 40. But in the other areas there 
| were no deaths below 30, and the 
/under-40 ratios for related fields 
j}and other businesses were 2.7% 
/and 2.1% respectively. 


Admen continued to lose ground 


past seven years. The median age | in comparison with American men 


at death was 58. 
For comparison, the average age 


|as a whole and with other occupa- 


tional groups. According to a life 


|copies of test reports, Clayton re- | 


Retail Sales 
by Metro Areas 


| Special Compilation 
From Census Figures 
Shows ‘54-'48 Changes 


| WASHINGTON, Feb. 16—Apver- 
| TISING AGE presents today the first 
| comprehensive tabulation from the 
1954 Census of Business highlight- 
ing retail sales trends by major 
lines of trade for the nation’s 
standard metropolitan areas. 

The material appears as eight 
'pages of statistics, beginning on 
Page 58 of this issue. 

While the Census Bureau has 
released a complete set of pre- 
liminary state bulletins from the 
1954 census, this specially pre- 
pared table groups the information 
for the first time, so that sales 


between 1948 and 1954 in any 
metropolitan area are readily com- 
pared with sales trends in other 
areas. 


for the 1954 census issued early 
this month showed that there were 
(Continued on Page 86) 


trends for principal lines of trade | 
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Who's Happy? Who's Lucky? ... 


| Ex-Adman Sues American Tobacco for 


$1,500,000 as Luckies Slogan ‘Author’ 


Exquisite Form 
Finds FTC Code No 
Veto: Resumes Co-op 


New York, Feb. 16—Exquisite 
Form Brassiere Inc. decided today 
to again help retailers defray re- 
production costs of cooperative 
newspaper advertising. 

The company is the first in the 
industry to resume such a policy. 
Since Jan. 1, when new FTC trade 
practice rules for the industry took 


effect, most manufacturers have | 


refused to pay any part of produc- 
tion cests. In retaliation, retailers 
in many areas have banded togeth- 
er and refused to accept their co- 
operative advertising. 

Exquisite Form, however, “has 
been advised by its legal counsel 
that it is completely consistent 
with the FTC trade practice rules 
to share production costs of its co- 
operative ads,” a company spokes- 
man said. 

“Where its retailers do not use 
its prepared mats, but prepare 
their own advertising to fit the 
style and format which they have 
found most effective for them, Ex- 
quisite Form feels that it is only 
fair that it bear part of the addi- 
tional cost,” he said. 


s To expand newspaper advertis- 
ing, the company has set up the 
following allowance schedule: In 
any three-month period, for one 
insertion (200-line minimum), 
Exquisite Form will pay 50% of 
space and production costs; for 
two insertions, 60%; for three, 
70%; for four, 80%. 


Juxtaposition ‘Natural,’ 
Says American; Besides, 
Castle Didn’‘t Free Lance 

New York, Feb. 16—Of all the 


thousands who have written to 


|American Tobacco Co. suggesting 


| the advertising phrase, “Be happy 


—go Lucky,” and of the many who 


'claim authorship, one—Brayton W. 
|Castle, of Terre Haute, Ind., has 
|sued the company, and this week 
‘it came up for trial in supreme 
| court. 


Mr. Castle is seeking damages 
of at least $1,500,000, which he 
says is equal to 15% of all ad- 
vertising American Tobacco has 
placed since 1950 using the phrase, 
“Be happy—go Lucky.” 

As the trial got into its third 
day, a stipulation was read into 
|the record which said that Amer- 
|ican Tobacco had spent more than 
$12,000,000, up until June, 1953, 
promoting the phrase, “Be happy 
—go Lucky.” 

According to his complaint, filed 
in 1951, Mr. Castle contacted 
| American Tobacco in March, 1933, 
suggesting the slogan and submit- 
ting several pieces of art work in- 
corporating the slogan. If it was 
accepted, Mr. Castle asked 15% of 
all billings in which “Be happy— 
go Lucky” was used, for his fee as 
“advertising agent.” : 


= On April 7, 1933, the defendant 
returned the material with a letter 
stating that it could not be used, 
because the company was not un- 
dertaking any additional adver- 


(Continued on Page 83) 


Cockfield, iawn Starts U.S. Drive 
to Vie with U.S. Agencies in Canada 


New York, Feb. 17—Cockfield, 


® The preliminary U.S. summary| Brown & Co. Ltd., Canada’s largest 


advertising agency, will soon 
launch a campaign for itself in the 
U.S. One of the prime purposes of 


Last Minute News Flashes 


Crosiey & Bendix Shifts from Ludgin to Compton 


_ CINCINNATI, Feb. 17—The Crosley & Bendix home appliances divi- 
sion, Avco Mfg. Co. is moving its appliance advertising out of the shop 
of Earle Ludgin & Co., Chicago, into Compton Advertising, New York, 
effective June 1. Ludgin was awarded the account last year (AA, 


March 28, 55). In August the advertiser appointed Compton to handle 
its tv and radio sets, and the current shift is explained as a move to 
| consolidate all Crosley & Bendix advertising in a single agency. 


agency. 


S&W Account Goes From FC&B to Honig-Cooper 


San Francisco, Feb. 17—S&W Fine Foods Inc. has appointed Honig- 
Cooper Co., San Francisco, to handle its advertising, effective May 1. 
The San Francisco office of Foote, Cone & Belding is the present 


Campbell Buys ABC Radio Station Breaks 


New York, Feb. 17—Every time the ABC Radio western network 
at death of men in fields related | ¢xpectancy table compiled by the | identifies itself these days, the break includes a five second announce- 
to advertising, as recorded in AA| Institute of Life Insurance from | ment to the effect that “Campbell’s soups are good.” The contract calls 
obits, was 65.1 in 1955, and the government figures, the average | for each station to carry at least 150 spots a week. This plan may be 


4 ; age at death of persons in other |U: S. white male in 1952 had a/| extended to the full network. BBDO is the agency. 
businesses averaged 66.3. 


(Continued on Page 8) 


(Additional News Flashes on Page 87) 


the campaign is to meet the grow- 
ing competition from American 
agencies operating in Canada. In- 
cidentally, the agency’s name is 
pronounced as though it were 
spelled “Kofield, Brown.” 

At the same time, the 27-year- 
old agency is changing its executive 
lineup. Twelve top executive ap- 
pointments are to be announced 
today through 250-line ads in 
Canadian newspapers. 

T. L. Anderson, who is succeed- 
ing the co-founder of the agency, 
G. Warren Brown, as president, 
told ApveRTIsING AGE about the 
forthcoming campaign in an inter- 
view here. He and several other 
Cockfield, Brown executives were 
in New York this week to work 
out the details of the campaign. 
Mr. Anderson reported that Amer- 
ican companies are becoming more 
interested in the Canadian market 
but he said there is a lack of 
awareness of the marketing facil- 
ities already available in the Do- 
minion. 


® Cockfield, Brown will try to 
foster such an awareness with an 
(Continued on Page 8) 
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“Russ Can't Kidnap Words’... 


‘People’s Capitalism’ Exhibit Hailed 
as Ad Council's Top Overseas Effort 


WASHINGTON, Feb. 14—With 
President Eisenhower heading the 
list of advance guests, the Adver- 
tising Council yesterday opened a 
nine-day public test of an exhibit 
which will be used by the U. S. 
Information Agency to explain the 
American economic system to the 
people of other nations. 

Hailed as the council’s most im- 
portant contribution to the over- 
seas information program, the 
exhibit uses the term “people’s 
capitalism” to describe the system 
that has evolved in this country. 
It explains that today’s capitalism 
differs from old-fashioned cap- 
italism in that today almost 
everyone is a capitalist. And the 
rewards of today’s capitalism are 
widely shared by virtually the en- 
tire population. 

U. S. Information Agency chief 
Theodore Streibert explained to- 
day that his agency is launching a 
world-wide program to explain 
how American capitalism has 
developed. 


@ “We do not suggest that the 
American economic system is ap- 
plicable to all other countries or 
should be adopted by them,” he 
said. “But we do believe it is 
worthy of study by all peoples 
seeking economic progress and 
freedom.” 

Mr. Streibert welcomed the 
council’s effort. “This story can- 
not and should not be told by 
government alone.” he said. “It 
is the responsibility of all Ameri- 
cans to do their part.” 

In the course of his special tour 


Mehlig Gets Chicago 
’ 

Women’s Adclub’s 

a . . > s 

Distinction’ Award 

Cuicaco, Feb, 14—The Women’s 
Advertising Club of Chicago last 
night named Mrs. Madeline F. 
Mehlig, home economics consult- 
ant, Chicago’s “Woman of Distinc- 
tion for 1956.” 

Now a free-lance home eco- 
nomics consultant and kitchen de- 
signer, Mrs. Mehlig is best known 
to Chicagoans as “Jane Foster,” 
director of home economics of 
Commonwealth Edison Co., where 
she served from 1944 to 1953. As 
“Jane Foster” she directed cooking 
schools and other home service 
activities. After resigning from 
Commonwealth Edison, she estab- 
lished her own consultant service, 
counseling such clients as the 
American Home Economics Assn., 
Utility Products Co. and several 
advertising agencies. 

Mrs. Mehlig also has taught at 
the University of Wisconsin and 
Texas State College for Women 
and has been director of home 
economics, Northwestern Univer- 
sity; director of the bureau of 
dietitian service, American Red 
Cross, and nutritionist, Wisconsin 
public welfare department. 

Author of the book, “Food Plan- 
ning for Victory,” written during 
the war, Mrs. Mehlig also has 
written bulletins for the American 
Red Cross, radio scripts and mag- 
azine articles. She is a member of 
the American Home Economics 
Assn., Home Economists in Busi- 
ness, Zonta and several honorary 
societies. 

Mrs. Mehlig was selected from 
nominees submitted by more than 
100 Chicago area clubs. Judges 
included C. E. McKittrick, busi- 
ness manager of the Chicago Trib- 
une; Howard L. Willett, exec vp, 
Wilet Co., and Harve Ferrill, 
Ha ve Ferrill & Co. 


this morning, President Eisen- 
hower offered several suggestions 
for pointing up information out- 
lined in the exhibit. His over-all 
comment was: “A good idea. I 
like it very much.” 

The “People’s Capitalism” proj- 


ect—and the term—are the result | 


of a six-month overseas trip by the 
council’s president, Theodore S. 
Repplier, on an Eisenhower ex- 
change fellowship last year. 

On his return he recommended 
that the U. S. face up to the need 
to provide people in other nations 
with understandable information 
about our economic system. 


® In championing the term “peo- 
ple’s capitalism,” he contended it 
is the most factual description of 
this system to come to his atten- 
tion. 

Mr. Repplier argued that 
nothing is achieved by avoiding 
the word “capitalism” in describ- 
ing a capitalistic system. He de- 
cried any tendency to let the 
Russians “kidnap ... good Ameri- 
can words like ‘people’s.’ ” 

Planning for the exhibit was 
handled by McCann-Erickson, 
with about a dozen important com- 

(Continued on Page 86) 


Dominion Stores 
Names MacLaren 


Toronto, Feb. 14—MacLaren 
Advertising Co. has landed the 
Dominion Stores Ltd. account— 
estimated at $600,000—W. Scott 
Feggans, director of advertising 
and public relations for the gro- 
cery chain, announced. 

In choosing MacLaren, Mr. Feg- 
gans stated that the agency is best 
qualified to handle the chain’s 
planned advertising and promo- 
tional campaign. He said his firm 
wanted an agency with strong 
public relations in western Can- 
ada, a good French-Canadian de- 
partment and top organization in 
Ontario. Newspaper, local televi- 
sion and some radio advertising is 
to be used in the campaign. 

The Canadian account was for- 
merly handled by Foster Adver- 
tising Ltd. - 


Kostka, Walker Combine 

Harry Walker’s Industrial News 
& Photo Service has combined 
with William Kostka & Associates, 
Denver public relations company. 
Mr. Walker will be vp in charge 
of the new industrial news serv- 
ice for Kostka. At the same time, 
Leonard S. Smith was promoted 
to vp and general manager of 
Kostka. 


States’ Rules on 
Health Insurer Ads 
Suffice, FTC Hears 


| WASHINGTON, Feb. 14—A Federal 
Trade Commission trade practice 
conference was told last week that 
stringent advertising rules devel- 
oped by experienced state authori- 
[ties are clearing up the contro- 
|versial copy which caused the 
commission to issue complaints 
against 40 health and accident 
insurance companies. 
Tom Pansing, insurance com- 
|mission of Nebraska and chairman 
of the group which drew up the 
state rules late last year, told 
FTC 30 states have adopted these 
rules. This, he said, “is the law,” 
so far as all the companies in- 
volved in interstate operations are 
concerned. 

“All the important companies 
are bringing their ads into line 


SPECIAL—Dexter M. Keezer, vp and 
director of economics, McGraw- 
Hill Publishing Co., examines the 
recording on recent advertising 
history which the company will 
distribute to help mark National 
Advertising Week. 


Ads Up Adds Up... 


we are concerned the matter is 


with these rules, and as far a8| ted on the CBS-TV network on | 


Advertising Age, February 20, 195 


‘Nothing to Buy’... 


Birds Eye Joins 
Dozen Advertisers 
in Contest Swim 


Companies Compete in 
Asking Consumers to 
Compete for Prizes 


Waite P.iarns, Feb. 15—The sec- 
ond annual Bermuda sweepstakes 
| contest being run by the Birds Eye 
division of General Foods Corp. 
is expected to exceed 1,000,000 en- 
tries. Last year’s contest had 750,- 
000 entries. 

This year’s contest, which star- 
ted Jan. 2 and is scheduled to run 
|through March 31, is being pro- 


“December Bride” and “Our Miss 


Ad Triumph Is 
Told in Keezer’s 
Ad Week Record 


New York, Feb. 15—To help 
celebrate National Advertising 
Week (Feb. 19-25), McGraw-Hill 
Publishing Co. is going to distrib- 
ute to 1,000 company presidents a 
recording recounting how advertis- 
ing helped counteract a business 
recession in 1954. 

The recording, made by Dexter 
M. Keezer, vp and director of Mc- 
Graw-Hill’s department of eco- 
nomics, will be accompanied with 
a small manually operated record 
player. 

In addition, the text of the re- 
cording will be published in ful! in 
seven daily newspapers and five 
business papers in the course of the 
week. 

By special arrangement with 
Radio Corp. of America, McGraw- 
Hill acquired a limited number of 
the experimental manually oper- 
ated plastic record-players, pro- 
duced recently at the suggestion of 
David Sarnoff, RCA chairman, for 
use in the cold war. The distribu- | 
tion next week will be their first. | 
It is expected that the small re- 
corders will be mass produced and 
distributed abroad to combat anti- 
American propaganda. 


® One side of the record carries an 
explanation of the purpose of the 
promotion, presented by Dave 
Garroway. The other side consists 
of a talk by Dr. Keezer, titled: 
“The Year Advertising Helped 
Kill a Business Recession.” 

He explains that in 1954 the 
business recession in the U.S. was 


well in hand,” he declared. 
Many of the more than 300 in- 
surance executives attending the 
meeting questioned FTC’s author- 
ity to establish rules applying to| 
companies which are subject to 
state regulation. However, Com-| 
missioner Lowell Mason, who pre- 
sided, made it clear that FTC was 
not willing to discuss jurisdiction | 
at the meeting. 


Brooks” and by several hundred 


s “This is not a town meeting, a 
legislature, an arbitration proceed- 
ing or a court,” he said. “We have 
invited you here to get your advice 
on the kind of advertising rules 
we should write. 

“Your presence here does not 
give us either more or less juris- 

(Continued on Page 69) 


P r Com ies | 
— . = [NO LABEL, NO ESSAY—Birds Eye is 
Hike Prices for 


pushing its 1956 consumer contest 
Magazine Stock 


in magazine ads like this one, and 
also in tv spots and on its own tv 

New York, Feb. 15—Kimberly- | shows. The company hopes the 
Clark Corp. will increase its con-|number of entrants will rise to 
tract base price for book paper for 1,000,000—33% more than in ’55. 
magazine publishers $7 a ton in 
rolls, effective April 1. Crown Zel- 
lerbach Corp. has made a similar 
advance of $6 a ton on the West! 
Coast. Prices on merchant stocks 
in sheets were advanced earlier 
this year $8 to $12 a ton by several 


tv spot commercials during the 
contest period. In addition, page 
ads are being used in Better Liv- 
ing, Everywoman’s Magazine, 
Family Circle, The Saturday Eve- 
ning Post, and Woman’s Day, plus 
mills. advertising mats and in-store pro- 
The newsprint market was agi-| motions involving posters, pen- 
tated yesterday by Sir Eric Bo- | nants and case cards. 
water, chairman of Bowater Paper | 
Corp., upon his arrival here from|s Many retaélers also are making 
England. He told reporters that) special offers of their own in their 
newsprint prices should remain local advertising to those who, 
unchanged for six months. It is| when they enter the sweepstakes, 
recalled that Sir Eric last October| write in the local store’s name 
predicted a newsprint hike, which and address on the entry tickets 
(Continued on Page 73) (Continued on Page 85) 


At NBP Dinner... 


(Continued on Page 35) 


Johnson 


Mehlig 


Raymond 


Silver Quill Winner Kettering Says 
He’s More at Home with Screwdriver 


ter, I probably would have been 
so involved reading history that I 
wouldn’t have had time to get any- 
thing done,” he scoffed. 

He was honored by NBP “for 
distinguished services to business 
and industry through research,” 


H. K. Porter’s Evans 
Calls for Graduated 
Corporate Income Tax 


WASHINGTON, Feb. 14—Charles 


F. Kettering last week advised |*" ‘ 
business men that the way to make | With an audience of 1,200—includ- 


progress is to keep looking ahead. | ing more than half of President 
After accepting National Busi-| Eisenhower s cabinet and many 
ness Publications’ Silver Quill| of the nation’s best known business 
award, the General Motors veter- | ¢xecutives—looking on. The award 
an executive said he was the kind| W@S presented by L. L. Colbert, 
of fellow who worked with a| President of Chrysler Corp. 
screwdriver instead of a pen. 


He emphasized his misgivings|" Earlier, Silver Quill guests heard 


brief reports on “the state of the 


WOMAN OF DISTINCTION—Genevieve Raymond, president of the 
Women’s Advertising Club of Chicago, presents the club’s annual 
Woman of Distinction award bracelet to Mrs. Madeline F. Mehlig, 
home economics consultant. Edna M. Johnson, director of this 
year’s “distinction” series, congratulates Mrs. Mehlig. 


about studies and reports, saying 
they usually just put off the day 
when you have to face facts and 
make decisions. 

“If I had been able to read bet- 


nation” from a dozen members of 
the cabinet and leaders of indus- 


try 


(Continued on Page 34) 


Uhr ee 


BS AR Oe ON NS ee ll el a= Te eS | 
ope ee aN RSG. a Ce eR REIN) Pe eR ed in reee aay pie Pee > Pe) i Senne 3 ee Re ee ii , mes ae ee: « —RSrer eS. 
het? vt Mig} NT tae ae ca Cae See “al i a al : i ae = Co Rinker |. ee s el a a ee a ete. iis ee hat — 
ane Pe POR ON SS r oe > * $ : ; pet Se 7 . : 
‘92 ieee < 5 i 
ie z : 
Reo ce > — bt 9 
= eel 

ay) ae 

i & 

pret see 

Par |e (Ai 2 es 

ee Thea. 
pnt Ti 

eee ‘ 

a 4 a — ———_ oui : 

oo “ee ee ‘ 

+ ene ge ag 

St nt “ee 

a3 ae on — i 
oe ae > me ie = a =? 

side ie” ‘ SS a 
Saar — be ce a » Se 
; m ; | 2.5 ie = Ee * . 

ene ee 

a ; 

:. & ae : . iy 
Mies Here ea Bey iby i 

(ae ee i, eg , 
as +) oa i a, ee Cree & vi 
By ye Pea ie Pi | 
a Pk fia = . 
let bah ant } a. Be "4 
ye ste a Sir. ™. 

u ie Ea 2 | 
? ne fe : . 
<a sea 

tt tag 

se 

See Be | 

re - | 

ST ae | 

ies | 

ale, ote | 

es a 

vies fe - 

pees) i | 

aah , 

eoree eee 

- 3 - ~ 

sé ay 
a ei Bien 

Vet aur BIRDS EVE . ~ 

et SWEEPSTAKES , 

; ate k : . be 

re . ; ee: # Bn 

ae ‘ ee oe 

apie ttt hc: j ‘ . = 

te . “ < ~ ; 

i ee | Mes: oP eal e * 

hr eee = oe nats {Ais 

bes eee ~ —_ weno me 

, r, af 4 
hoe eee 

Noe 

i tate 

- “ 90 FREE WacaTOms for PP. coccccruns ene 
ii. . oon =——e 

% a ’ > PomrneeD cers ot tee 
Sees : | th: CAST. Ramm wOFE 

ay Ret 

ae 
S ae 4 

\ ee Heres ail you do! 

Het ill 

ai be : < 00 auwes! § 
Se ei) 21 8 , 
ha ee 
Bia ai oatwn rae ree Ore SURE Eve wueey 
ye cemenes <a 
ee teeter. 

aa ; 

f peers by 

a 

fees 

Bee oe 

ye 

ee Poke 
rey 

<i " 

ares 

oe ag 

eee ct 

Fite: 

ane 

all a a 

Boe. 
gnats 
Be. 

5 oe. 

Ea 

aed 
fg 

Ae 

pia Wee 

gage? Blew 

igh 
bees : 

e ia : 
ore’y 4 

. J , 
aeons 
ee 

ee 

“fh K 

ie on 

Rs eel cy Tein eas 

ae Pe RS a ee 

gee 

oe FR: Po 

* en eae 

ey | 

she TT) TT ee 

ie 

aioe 2 an Foe t ) > : 

hype se ‘hue “ : : 

: pean ’ a ee : 7 

or : rs ts le Pa at wu, 

cE we — ae , 

cae tt 4 , : i ‘4 q : 

b A - —_ é | 

oe " s « cs 2 & qi . 

a3. .” 4 4 eq ‘ fe ; ath : 
ie ie : . ae ie asi 1 

i r “e ss ie 7 “a7 a 

* ts e 4 ere 2 i come a3 
e es oe all ee “ eS jie S| 

“ity i </ PoE pte ea Ss 

aS oe S| AS ee sh ‘ Ot a 

tp ye eh Aemetadens iy. BS eta 

Ta ae ait 2 - op Bree) aoe 

ae os a je 

ea ee ao: Se oor 3 

ig i eS Bs a's oo : Fe. aes * f= : 

ieee 3 Peete a es ai ae aN a ey ie cs oy ns F 

Bees... eee ae ae ie 
ae  e ~~. F 

ees a r | a 
oy gi 

ae ; 

ie | a 

ae “S 

arg hyet & , ; 

i Pie 5” eK 

3 al ee SO eae ele eee ee : , ? ae 

Py erat pieetiaad, Soe Sal SRE Sons OF Nn oe Ha alltg Ba aS em FL eos. a hee eee pS aS) Se eS “eR Telnaes aaa oR ea MG Wot a ee He ft 
hha Te SR AC oie oe ad sede get AUR” See’ ae eee iiviai: eee ae ee rs ee ee ee SEN H 


Adverti ing Age, February 20, 1956 


PBB Anti-Bait 
Ad Drive Gets 


Assist from Law 


Philly, Cook County 
Enforcers Hit Practice; 
St. Lovis BBB Also Acts 


Curcaco, Feb. 14—A drive is un- 
der way in Cook County to stamp 
out bait and other deceptive adver- 
using. 

The office of John Gutknecht, 
state’s attorney of Cook County, 
has mailed out more than 5,000 
letters to ad media, trade associa- 
tions and business men asking 
their assistance in curbing abuses 
in advertising and advising them 
of the state laws governing mis- 
jeading ads. 

Thomas Halpin, assistant state’s 
attorney, told AA that his office 
and the Chicago Better Business 
Bureau have received numerous 
written and oral complaints over 
a long period of time about bait 
advertising. Although no arrests 
have been made, Mr. Halpin said 
that violators of the state ad code 
will be prosecuted. 


® “The three types of businesses 
that we receive the most com- 
plaints about are car dealers (new 
and used), home appliance deal- 
ers and contractors who build new 
homes,” Mr. Halpin told AA. Ex- 
amples of deceptive ads have been 
found in newspapers and on radio 
and tv, he said. 

“For example, one dealer ad- 

(Continued on Page 84) 


Serta Manufacturer 
Tries Air Versions 
of Mattress Humor 


Los ANGELES, Feb. 14—Since 
mid-January, Superior Bedding 
Co., an associate manufacturer of 
Serta mattresses, has been making 
successful use of humorous car- 
toons in newspapers, and the com- 
pany will soon launch a heavy ra- 
dio and ty spot campaign using the 
same approach. 

Serta now is using two quarter 
or eighth-page insertions a month 
in Los Angeles and San Diego 
metropolitan newspapers. The new 
radio schedule calls for four or 
five spots daily on three Los An- 
geles stations and one in San 
Diego. 

Tv spots will be used on two 
stations in Los Angeles. Superior 
Bedding also gets promotion on 

(Continued on Page 84) 


Ireland 


Jerrold Announces 
Community Antenna 
Designed for Color 


PHILADELPHIA, Feb. 15—A new 
community antenna system de- 
signed specifically for color recep- 
tion and also adaptable for use in 
fringe areas for consumer groups 
will be introduced next month by 
Jerrold Electronics Corp. 

Milton J. Shapp, president of the 
company, which refers to itself as 
the first to install a_ television 
community antenna system—five 
years ago, in Lansford, Pa.—told 
the press about its new system. It 
is called PMA (Positive Match 
Antenna) and also can be used by 
apartment houses, hotels and de- 
partment stores. 

He said the company has been 
working on the color antenna sys- 
tem for some time, because the 
average roof antenna may show up 
well on some channels, but not on 
others. > 

Consequently, he said, many 
groups of consumers may want to 
cooperate in building a group color 
antenna system. This, he said, 
might be especially true of those 
living in fringe areas. 


@ Mr. Shapp also predicted that 
the arrival of color tv in large 
volume will outmode indoor an- 
tennas because, he said, they dis- 
(Continued on Page 30) 


OVER THE COFFEE CupS—After naming Doherty, Clif- 
ford, Steers & Shenfield as its new agency, Eugene 
L. Raymond and John Des Reis, executive director 
and advertising committee chairman, respectively, 


Raymond Egan 


From Sports to Women... 


Des Reis 
of the Cigar Institute of America lunched with 
agency executives, Harry Ireland, vp, James F. 
Egan, vp, and William E. Steers, exec. vp. The new 
ad program will break about mid-June. 


Steers 


New Agency Means New Advertising 
Audience for Cigar Manufacturers 


Build Female Tolerance, 
Cigar Institute Is Told 
by Doherty, Clifford 


By Charles Downes 

New York, Feb. 15—Cigar In- 
stitute of America is readying a 
new pitch on cigars. 

It will break about a week be- 
fore Father’s Day in mid-June. 
Indications are that it will develop 
some new variations on the time- 
honored theme of “never under- 
estimating the power of a woman.” 
The sports page appeal used for 
the past several years by the 
institute is being dropped. 

A new advertising program is 
being prepared for the institute 
by its new agency, Doherty, Clif- 
ford, Steers & Shenfield, appointed 
last Friday to succeed Benton & 
Bowles (AA, Feb. 13), which han- 
dled the account for the past six 
years. 


® The institute and B&B came to a 
parting of the ways last December 
by mutual agreement. The fact 


that the institute’s ad budget never 
climbed much above $200,000 


ence source for agency billings, 


Next Week—Advertising Agency Billings 


Next week ADVERTISING AcE will bring you its twelfth annual 
exclusive tabulation of advertising agency billings figures, cov- 
ering 1955 billings of some 300 agencies, from the largest to 
some of the smallest. In addition to this standard annual refer- 


feature—The Outstanding Advertising Campaigns of 1955, as se- 
lected by 25 of the nation’s leading creative men. 


the issue will contain a special 


fed 


(TS OT 186 Mamde, MADAM, IT'S THAT OLD MATTRESS! 
peTren tT 4 Serta “Pemrect SLeepER areaT amar! 
RMEMBER, FOU SLEEP 06 11-001 MIT! 


BADLY BENT—The vertebral problem 

of his patient, as disclosed by the 

fluoroscope, leads to this Serta 
mambo-mattress gag. 


during the last five years is under- 
stood to have been a stumbling 
block for the agency. 

How the institute went about 
selecting its new agency, and what 
it hopes to do about its budget 
were explained today by Eugene 
L. Raymond, executive director. 


® Mr. Raymond, with the insti- 
tute’s six-man advertising and 
public relations committee, select- 
ed a list of medium-size agencies 
with no tobacco accounts. After a 
number of phone conversations 
this list was cut down to seven 
agencies that expressed interest in 
the account. 

These were: Doherty, Clifford, 
Steers & Shenfield; Dowd, Redfield 
& Johnstone; Monroe Greenthal 
Co.; J. M. Hickerson Inc.; C. L. 
Miller Co.; Morey, Humm & John- 
stone, and Rockmore Co. 


= Mr. Raymond made appoint- 
ments and called on the principals 
(Continued on Page 89) 


60% of Direct 


Mail Spending Is 
Waste, Says Koob 


Consultant Hits Mail 
Advertising for Failure 
to Grasp Marketing Role 


CLEVELAND, Feb. 16—Joan M. 
Koob, a direct mail and sales pro- 
motion consultant, today estimat- 
ed that as much as 60% of the 
$1.25 billion devoted to direct 
mail advertising in 1955 was 
“wasted.” She blamed direct mail 
specialists for “the greatest waste 
of time, taient, manpower and 
money ever tossed out by adver- 
tisers.” 

Miss Koob, who delivered her 
stinging attack at the Idearama 
of the National Industrial Adver- 
tisers Assn. here, suggested that 
direct mail be regarded as a sales 
tool to be used in a marketing 
program, not as a unique business. 
She is a partner in Steiner & 
Koob, New York. 

“Sadly—there is nobody _ to 
blame for this waste but the direct 
mail people themselves (and I am 
one of them),” Miss Koob said. 
“We have tried for so long to 
make a mysterious craft out of 
direct mail advertising—with jab- 
berwocky and scientific double 
talk—that we have—instead of es- 
tablishing a unique place for our- 
selves—retarded the intelligent use 
of mail by most businesses and 
industries by 20 years. 

“And we have helped thousands 
of companies waste millions of 
dollars by not preparing their di- 
rect mail wisely or well—or mak- 
ing it look so complicated—that 
many companies don’t use it at 
all.” 


@ Many direct mail campaigns 
fail because persons in charge of 
them simply do not know the 
proper steps to take, Miss Koob 
said. She cited one company—a 
typewriter manufacturer—that 
used direct mail to produce in- 
(Continued on Page 84) 


He Sold Rug Cleaning with Lipstick. Sold 
Lipstick on TV; Now He Seeks New TV Uses 


Cuicaco, Feb. 14—Bill Gage, 
owner of Magikist Rug Cleaners, 
who increased his business from 
$53,463 in 1944 to $707,000 last 
year, largely through outdoor and 
television advertising, has diversi- 
fied and now is in the lipstick busi- 
ness. 

Magikist Kiss of Beauty lipsticks 
(in four colors) will be marketed 
in Chicago and suburban beauty 
shops about March 15. The lipstick 


Agency Representatives does New 
York tv chores for provincial 
agencies 
Testimonial ad causes furor over 
use of copyright name ..Page 29 
Three-column ad draws $10,000,- 
000 plant to Dade County, 
TPs 0 cwniieecten Eaves ven Page 36 
ABC will “delay” program broad- 
casting in daylight savings time 


Canadians scorn U. S. controversy 
on who has the best maple 
syrup 
Wastepaper users expect to re- 

claim 10,000,000 tons ..Page 49 
Fabric seller finds direct mail 

more effective than magazine 


Milner will spend $1,000,000 to 
publicize homemaker’s con- 


Western Locker, frozen food mag- 
azine, must be sold because of 
contract 

Soft drink makers hope to sell 
health qualities of pop ..Page 76 

Mothers’ testimonials will be used 
to sell children’s shows Page 76 

Senate sets up postal unit to 
check on cost-cutting possi- 
bilities 

American Flange uses business 


DEINE 6 dies 6 04s tees cate Page 80 
Liquor dealers lead an easy life, 
Carstairs ads show ..Page 78 


Admen from 40 lands will tour 


Highlights of This Week's Issue 


U. S. advertising scene Page 78 
Man in Gray Flannel Suit gets 
unusual merchandising promo- 
tion 
VHF-UHF problem will get 
top priority attention from 


SE ere Page 82 
REGULAR FEATURES 
Advertising Market Piace 00.0... BX 
Coming Conventi 78 
Creative Man's Commer ............ccccccecceneeneees 5A 
Editorials .... 12 
Getting Personal 16 


Looking at Radio & TV 
Looking at Retail Ads .... 
Obituaries 
On the Merchandising Front 
Photographic Review 


Preduction Tips 53 
Rough Proofs 12 
Salesense in Ads 54 
This Week in Washington ...... coven 


Voice of the Advertiser 


case design features bright red 
kisses on white enamel with gold- 
colored trim—a marked improve- 
ment over old style brass cases, ac- 
cording to Mr. Gage. 

The case was designed by Doris 
A. Greenwood, owner of D. A. 
Greenwood Advertising, Cicero, 
whose agency handles the rug 
cleaning account and also will han- 
dle advertising for the lipstick. The 


RUG PLUG—Pai Scot applies new 
Magikist Kiss of Beauty lipstick 
on “In Town Tonight” tv show. 


ad budget for the lipstick wiil 
amount to $150,000 this year—all 
in television—Mr. Gage told AA. 


® The lipstick originally was in- 
troduced to make people conscious 
(Continued on Page 30) 
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story. We here at Folger's believe in 


Newspapers form the base for our selling 


them as an advertising medium and 


as the only advertising medium which can 


really go to work and successfully 


99 


merchandise a product with the grocery trade. 


J. A. FOLGER & Co. 


FOLGER’S "owns" a 60% share of the 
coffee market in Kansas City. The No. 2 seller 
in the market owns somewhere in the 
neighborhood of a 5% share (and uses NO 
newspaper advertising.) 


FOLGER'’S share of the Kansas City market 


is more than ALL other brands combined. 


FOLGER'’S spends the MAJOR share of its 
Kansas City advertising dollar in The Star 
—and has for more than a quarter-century. 


HE KANSAS CITY STAR 


KANSAS CITY ‘CHICAGO _ 


Duggan, Chicago ‘Expose’ Jockey, Departs; 


Cuicaco, Feb. 17—Tom Duggan, 
local tv star and two-fisted verbal 
pugilist, took a walk last Thursday 
night—a 1,500-mile ramble which 
carried him, unemployed, to the 
West Coast and left ABC Station 
WBKB in about as deep a hole as 
you could find. 

On a few hours’ notice of res- 
ignation by Duggan, WBKB found 


itself without a performer for 9% 
hours of sold-out time weekly. In 
the plaintive words of Sterling C. 
(Red) Quinlan, station manager | 
and ABC vp: “I doubt if a single 
station has ever had such a pro- 
gram problem. 

“We have already had $4,000 a| 
week in business cancelations,” la-| 
mented Mr. Quinlan, “and we are 
trying desperately to come up 
with a program plan that will sat- 
isfy our viewers and our remain-| 
ing local and national advertisers. 
We also want to get back the busi- 
ness that walked out with Dug- 
gan.” 


| 
| 


= That was two days ago. As it} 
turns out, things are not quite) 
that bad, though still plenty con- 
fused. For one thing, the contracts 
canceled over the Duggan affair 
had, with one exception, only one 
to four weeks to run anyway. (So, 
for that matter, did one of Dug- 
gan’s shows.) The cancelling ad- 
vertisers included Oklahoma Oil 
Co., Silver Skillet canned meats, 
'a big-budget auto dealer, a slip 
cover maker and a stone housing 
exteriors contractor. 

But there was still the matter of 
filling two gaping crevices in the 
station lineup: A 50-minute late- 
night segment five times weekly 
which Duggan filled with chatter 
fand controversy, and five 55- 
minute afternoon periods weekly 
where he conducted a_ variety 
show. 

Both played host to a long list of 
spot purchasers; the current crop 
(those who have not cancelled) 
includes, in part: Carter’s pills, 
Continental Baking Co., Spic ‘n’ 
Span, Mennen Skin Magic, Glam- 
orene, Philco dealers, Ivory Flakes, 
Brylereem, Super Anahist, P&G’s 
Gleem, M&M candies, Dromedary 
cake mix, Minute Maid, Wine Ad- 
visory Board, Arrid, and Clorets. 


s In an effort to hold this busi- 
ness, or keep other advertisers 
coming, WBKB officials went into 
what must have been extraordin- 
ary session over the week-end. 
They came up with this: No fill- 
in for Duggan, it having been de- 
cided that he was “irreplaceable” 
to both his fans and his critics. 

Instead, the amiable Fran Alli- 
son, of “Kukla, Fran & Ollie” fame, 
was moved into the afternoon slot 
to present short film subjects and 
discuss “problems of interest to 
Chicago women.” And June Myers, 
described as a “lovely femcee,” 
went into the evening period to do 
a similar job with another film 
series. 


| Duggan’s career here started in 
1949 when he became a sports 
/commentator for NBC and its tv 
| outlet WNBQ. Before that, he had 
|done radio sports and sportswrit- 
| ing on the West Coast; still earlier 
| he had doubled in everything from 
semi-pro football to night club op- 
eration and corset selling. 
Duggan’s entry into the local) 
bigtime started about 1950 when) 
| he discovered an intimate relation- 
ship between “crusading” and high 
ratings. Soon he was assaulting 
one and all—James Norris and the | 
International Boxing Club, the| 
mayor, communists, night club en- | 
tertainers, sponsors, products and | 
himself. 
| The “expose” of the boxing club | 
| —producer of NBC’s Friday night | 
fights—brought Duggan headlines, | 
ratings and a threatened law suit. 


Leaves Nine Hours of Sold-Out Time Vacant 


It also brought acute embarrass- 
ment for NBC, which finally fired 
him (AA, May 4, ’53). 


= WBKB promptly snapped him 
up, gave him a lot more time and 
a “free hand.” During the next 
three years Duggan built himself 
into the station’s No. 1 sponsor 
lure, drawing a peak of $750,000 
in annual billings. His polemics 
and off-camera activities contin- 
ued to command headlines and 
provoke lawsuits; quite recently 
they reached such an _ intensity 
that the station became alarmed 
and a change of scene for Duggan 
was obviously in order. 

The capper came two weeks ago 
when the ex-footballer got into a 
fistic brawl at a tv awards dinner 
honoring him—and missed his eve- 
ning show. Just before that there 
had been a couple of slander suits 
against him, in one of which Dug- 
gan drew a ten-day contempt of 
court sentence. 

Duggan gave no reasons for his 
no-notice departure, except that 
he was nervous, rundown and “fed 
up.” Similarly, on his West Coast 
plans he only said that he is un- 
employed and that he’ll come back 
to serve the ten days. 

His departure was said to have 
brought WBKB a few popular 
mutterings but no torchlight pa- 
rades of protest. The station’s big- 
gest problem was to keep a reason- 
able portion of his ratings. On this 
it was optimistic, figuring that 
what it lost from Duggan admirers 
it would gain from his “detractors” 
—or from those who simply liked 
peace and quiet. 


Winckler & Smith 
Gets $1,500,000 
in Sunkist Suit 

GLENDALE, CAL., Feb. 17—Winck- 
ler & Smith Citrus Products, Ana- 
heim, Cal., was awarded damages 
of $1,500,000 in the suit against 
Sunkist Growers Inc. and other 
defendants by the jury in the U. S. 
court here. 

Other defendants were Tree- 
sweet Products, E. A. Silzle, 
Exchange Orange Products and 
Exchange Lemon Products. The 
latter two are a part of Sunkist. 
During the trial claims for damage 
against the “other” defendants 
were dismissed but they remain 
as “co-conspirators” in the charges. 

The plaintiff, which has been in 
bankruptcy, claimed that Sunkist 
and other defendants had in 1951 
sold oranges for juice to Treesweet 
and Silzle at approximately half 
the price they were paying and 
their bankruptcy resulted from 
such action. 


s After elimination of several 
charges the final complaint was 
that this action was in violation of 
the federal and state anti-trust 
laws and in restraint of trade and 
encouraged monopoly. 

Sunkist will first ask for a re- 
trial and if this is not obtained an 
appeal will be entered in the U. S. 
circuit court at San Francisco. 

The Sunkist defense is that the 
practice complained of is of 
long standing. 

The Sunkist position is it has the 
right to select the customers with 
which it makes such joint account 
arrangement and that its first ob- 
ligation is to customers with which 
it had had such accounts in the 
past on a satisfactory basis. 


SiMPSON-REILLY, LTD. 
Publishers Representatives 
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Heavyweight...or Overweight? 


1956. Twelve fast rounds in the battle for buyers. 
Where will your money ride? With Chopper Frank—or Flabby Jack? 


Sure, you know. But, believe it or not, there are folks who bet on bulk alone. They’re 
conned into believing that an edge in size means an edge in punch. 


Not necessarily. J 

Take our own arena, farm publishing. Should we put on weight, add circulation just for 

fun? What, and look like Jack there? He’s got lots of circulation, but most of it’s fat. 

No, we’re happy just as we are--the Champ of Mid-America. After all, there’s where 

the money is—the wealthiest farm country on earth. Capper Country! avmer 

But look, the battle’s under way. You say you’re on Chopper Frank? Smart money! 

Especially since the same long green that rides with Flabby Jack just a few rounds Topeka Kansas 


backs Chopper Frank the full twelve. 
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New Giant Art Handbook 3000 pro 
fessional Idea & Copy starting dray. 
ings & cartoons. Serving rec. 
Agencies, Natl. Advtsrs. ex- 
clusively. Users say “TOPS”. 

LOW FEES— FREE BROCHURE 
Stivers Studio+ 67 Main-Son Francisco 5 


‘TV Guide’ Names Lee 

Bob Lee has been named pro- 
motion representative of the 
northern California edition of TV 
Guide, succeeding Don Blum, re- 
cently promoted to advertising 
representative. Mr. Lee formerly 
operated his own agency in Las 
Vegas. 


Watch for the April Issue of 
SUPER MARKET MERCHANDISING 


for Advertisers. 
67 W. 44th St. 


— THE BIGGEST ISSUE IN ITS HISTORY — 
PRE-VIEWING THE INDUSTRY'S BIGGEST 
TRADE SHOW — SMI's 
CONVENTION IN MAY IN CLEVELAND. 


The April issue will be the best read of any 
food trade magazine—a wonderful opportunity 


New York 36 


GREAT ANNUAL 


MU 2-2180 


Weyerhaeuser’s ‘RD’ | 
Essay Is Biggest Ad 
by a Coast Advertiser 


Tacoma, Feb. 14—Reader’s Di- 
gest, which in its February issue 
carried the largest ad by a West 
Coast advertiser it has ever run, 
is sending 10,000 copies of the 
ad—for Weyerhaeuser Timber Co. 
—to editors, educators, and legis- 
lators for their reactions. 

The ad, which ran to eight pages 
and for which the space bill alone 
came to $241,000, consists of an 
illustrated editorial style essay on 
the development of the forest 
products industry. It points out 
that “both private industry and 
government agencies” have for 
many years taken an interest in 
“perpetuating timber as a valu- 
able natural resource.” 

Some of the four-color illustra- 
tions reproduced were used in the 
company’s institutional advertising 
over the past three years. 

The series of eight pages car- 


Buyership in Action! 


The value of the exclusive T. R. clientele can not be measured by mere numbers | 
of circulation alone. In terms of purchasing power of purchasing men who order, 
pay for, prefer and use it, T.R. circulation is more than double the circulation of 
any other such guide. When purchase is first contemplated, the fact that better 
than 60% of the total Industrial Purchasing Power of the U.S., consults T.R. 
for its exclusive, accurate, encyclopedic sources of supply, is exemplified by the 
growing number of new advertisers. The 11,648 Advertisers in the 1956 Edition, 
represents an increase of 326 advertisers over the previous edition who have 


judged T.R. on its power to produce sales. 


- 411,684 ADVERTISERS 


43;435 ADVERTISEMENTS 


in 1956 Annual Edition 


THOMAS REGISTE 


461 EIGHTH AVENUE * 


11,648 Aduertisens Can't Ge Wroug! 
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More Advertisers 
advertise in T.R. 
than advertise in 
all other industrial 
media combined. 


More than three times 

as many advertisers 

use T.R. than ever 

appeared in any other 
guide. 


FOunOED 109) 


Affiliated Publication - 
INDUSTRIAL 


EQUIPMENT NEWS 
Original "What's New" Monthly 


Advertising Age, February 20, 1956 


ried a minimum of reference to 
the advertiser itself. The first | 
page carried only the identifying 


Poe Deore ad 


> 


bottom line: “Presented by Wey-| © 


erhaeuser Timber Co.” Each of the 
next two spreads carried a line 


at the top of the right hand page | § 


to indicate that this was a Weyer- 
haeuser ad. Even the final page 
directed inquiries to other organi- | 
zations—for 
American Forest Products Indus- | 
tries, Washington, D.C., and for| 


ae 


literature to the|j 


dy 


free movies to show to organized | 


groups, to Modern Talking Picture | 
Service, New York. 


® Throughout the ad, emphasis 
was educational—letting people 
know about tree farming and 
what it means in conservation and 
in forest management. 

Weyerhaeuser’s 1956 magazine | 
schedule also lists monthly page | 
ads in The Saturday Evening Post | 
and U.S. News & World Report, 
every other month in Farm Jour- 
nal, and at other intervals in the 
following: Boys’ Life, Editor & 
Publisher, Field & Stream, Grade 
Teacher, National 4-H News, Na- 
tional Future Farmer, Outdoor 
Life, and Sports Afield. 

Cole & Weber, Tacoma, handles 
the account. 


Curtis Offers Five Colors 
in ‘SEP,’ ‘Home Journal’ 

Curtis Publishing Co., Philadel- 
phia, has made available five-color 
advertising in the Saturday Eve- 
ning Post and Ladies’ Home 
Journal. The five-color ads are 
available in standard and junior 
multiple page, full page and half- 
page units in regular and bleed 
dimensions. The fifth color, Curtis 
says, may be used to obtain special 
effects in backgrounds, display 
headings, and in reproducing 
packages, products and trade- 
marks. 

Rate for a standard page five- 
color ad in the Post is $29,215; 
rate for a similar ad in the Journal 
is $23,650. 


Parker Pen Names Parker 
George S. Parker II, grandson of 
the founder of Parker Pen Co., 
Janesville, Wis., has been named 
export advertising manager of 
Parker Pen, a new post. Mr. Park- 
er, who joined the company in 
1952, most recently has been a 
member of the export division’s 


advertising department. 


‘ons W. WINEGAR has been named 


creative director of Knox Reeves 
Advertising, Minneapolis. He for- 
merly was vp in charge of copy 
of Foote, Cone & Belding and also 
has been vp and copy chief of 
C. J. LaRoche & Co. and copy su- 
pervisor of Ted Bates & Co. 


Adopt Self Service, 
Canadian Hardware 
Retailers Are Urged 


Toronto, Feb. 15—Canadian 
hardware men were told last week 
to meet increased competition from 
chain stores and supermarkets 
with their own self-service sys- 
tems. 

R. G. Negri, of Dayton, O., told 
the Canadian Retail Hardware 
Assn. convention that retailers 
should let customers serve them- 
selves and pay for goods as they 
leave the store. He said: 

“Customers have been trained 
by the supermarkets to like this 
system,” he said. “They like to 
look around by themselves and 
pick out what they want. Clerks 
just get in the way and slow things 
down.” 

The self-serve system would in- 
Crease sales, reduce expenses, cut 
shop lifting and simplify training 
he declared. 


® General Manager Edward Mad- 
der said the association, represent- 
ing 1,800 dealers, will seek revision 
of resale price laws. The revision 
would bar manufacturers from 
setting the price a retailer may 
charge for products. The laws, he 
said, do not take into account man- 
ufacturers who also retail and re- 
tailers who double as manufactur- 
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Signs of 
low-cost Results! 


REFLECTIVE 


Thirsty for sales? Then pick the 


SCOTCHLITE bring fast, 


SHEETING 


medium that gets tremendously 


high readership and remembrance at lowest cost—brilliant, colorful 
highway signs of SCOTCHLITE Reflective Sheeting! Recent cost- 
per-thousand studies have proved that signs of SCOTCHLITE 
Sheeting are your best advertising buy! For a demonstration of 
the uieneda salesmen, write Minnesota Mining & Mfg. Co., 
Dept AA-2206, St. Paul 6, Minn. 


“SCOTCHLTE” Reflective Sheeting is a registered trad 


rk of M Mining & Mfg. Co. 
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If you watch a corner newsstand, you'll 
probably see more men than women 
buying magazines. But let’s look a 
little further. 

Check the news section of the aver- 
age drugstore and you'll find the pro- 
portion is pretty even. And in super- 
market magazine sections you'll notice 
there are far more women than men. 
The more you look into it, the more 
you see that single-copy sales are a 
fifty-fifty proposition. 

(This is particularly true in the case 


OP Gate & 
NEWSSTAND SALES 


LATEST ABC FIGURES 
500,000 1,000,000 1,500,000 
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“If they ever catch a whale on 
a fly rod—this guy will do it!” 


JOHN M. McEVOY, V. P. and Account Executive, Buchanan & Co., 
Inc., N.Y., previews “Uncanny Angler of the Keys” from this week's Post. 


Who buys the most single copies of 


magazines —men or women ? 


of The Saturday Evening Post. It is 
bought by both men and women—and 
read by both equally. 49.5% of the 
Post’s readers are men, 50.5% women.) 

Advertising men watch single-copy 
sales because no other yardstick so ac- 
curately measures the public appetite 
for one magazine as compared with 
another. When this test is applied 
to the general-weekly field, you'll 
notice that the Post leads its com- 
petitors by more than 50%! The Post 
gets to the heart of America. 


| ’ Z t> 
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r | 1 —— wus'ear By GARY COOPER 
Generel Ridgway s Own Repert 
on THE KOREAN WAR 
(Med 
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“They laughed when Jerry Coughlan 
showed up in Florida with a dinky 
fresh-water outfit . . . but when he 
started to fish! He’s landed tarpon 
over 160 pounds with this feather- 
weight rig and he’s bested deep-water 
men who use ‘hausers and telegraph 


poles.” It’s Jerry’s idea of the perfect 
vacation, but it sounds to me like 
hunting elephants with a flyswatter!”’ 
In all, 9 articles, 4 short stories, 2 serials 
and many special features in the Feb. 
25 issue of The Saturday Evening Post. 
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Mutual Offers Ee 
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ADVERTISING 


‘Guaranteed | 
Circulation’ | 


New York, Feb. 16—Mutual | 


Broadcasting System this week be- | 
came the first radio network to of- | 


. 22.4% 
14.1% 
6.7% 


2% 


fer advertisers a guaranteed cir-| 
culation. 

Mutual’s plan to take the “gam- 
ble out of network broadcasting” 
is effective immediately, Harry 
Trenner, vp in charge of sales, said. | 
The sponsor will be guaranteed a| 
specific cost per thousand homes 
delivered per commercial minute; 
if the network fails to deliver as | 


RELATED FIELDS 


0.0% 


22.4% 


25.8% 


7 
17.0% ae 


promised, it will make good with | 
additional time similar to that! 
cleared in the original contract. 
Mr. Trenner explained that the | 
cost per thousand guarantee will 
be worked out with the advertisers | 
and agencies to fit their particular | 
plans and problems; the guarantee 
will not be published on the rate 
card which is not affected by this 
sales innovation. 
0.0% 


® In other words Mutual will 
promise advertisers—each guaran- 
tee will be negotiated separately— 
only what its most scientific guest- 
imators think a particular schedule 
can produce. Mr. Trenner admits 
that the rules for this pioneering 
project are not hard and fast at 
this point and that there may be 
some adjustments where needed. 

The offer is designed primarily 
for advertisers planning a fairly 
long (for these days) run on radio. 
It is not for the in-and-outer, the 
brief seasonal sponsor or the short 
term saturation buyer. 

Nielsen reports will be used as 
the authority on whether a partic- 


(Continued from Page 1) 
other 49.7 years—a life span of 
69.7. This figure is nearly 11 years 
longer than the adman’s average 
last year. 

Further, the adman’s 58.9 com- 
pares unfavorably with 1949 fig- 


cians (67.2, Journal of the Ameri- 


ures for age at death for physi-| 


In ‘55, Longevity Still Eluded Grasp 
of Average Adman, AA Obits Disclose 


Admen’s average age at death 
was 62 when the first AA study 
/was completed in 1950, covering 
|1949 obituaries. It dropped to 57.5 
}in 1950 and to 57.3 in 1951. In 1952 
it rose to 61.3, then dipped to 58.8. 
In 1954 it again rose to 61.5 before 
falling to 1955’s 58.9. 


enn 
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Cockfield, Brown Starts U.S. Drive 


(Continued from Page 1) 


institutional drive which will “tell 
our story.” The agency, with five 
offices in Canada, has been enjoy- 
ing a phenomenal growth. Its bill- 
ings increased 400% from 1942 to 
1952 and it is now billing in excess 
of $25,000,000, with nearly 500 em- 
ployes. 

The Cockfield, Brown campaign 
will be directed at American com- 
panies which have branch opera- 
tions in Canada. It will consist of a 
series of small-space ads in a wide 
range of business papers. The 
starting date has not been set, but 
it will be launched in the near fu- 
ture. 


® This campaign follows on the 
heels of increased activity by 
American agencies north of the 
border. Only last week Pepsi-Cola 
Co. moved its Canadian advertis- 
ing to Kenyon & Eckhardt Ltd. 
This appointment followed K&E’s 
acquisition of the domestic account. 
Cockfield, Brown previously han- 
dled Pepsi in Canada and had 
helped to increase its sales sub- 
stantially in the past four years. 

Also, Bulova Watch Co. recently 
moved its Canadian television ad- 
vertising from MacLaren Advertis- 
ing Co. to McCann-Erickson. This 
followed McCann's appointment as 
the U.S. Bulova agency in 1954. 
| There have been reports recent- 
\ly of other American agencies 
| moving into Canada. 

Cockfield, Brown previously had 
a long-term working agreement 
with McCann-Erickson. This was 
broken in 1952, when McCann de- 
cided it wanted to have its own op- 
eration in Canada. It now has of- 


to Vie with U.S. Agencies in Canada 


| Cockfield, Brown business in the 
| year just completed, 1955 has been 
| the best of a continuous series of 
|outstandingly successful years for 
|our company, and our new execu- 
|tive organization is part of our 
over-all planning for further de- 
velopment. 

Others involved in today’s re- 
organization are all veterans of 
long service with the agency. All 
jare directors of the company. The 
‘new agency lineup is as follows: 

Chairman, G. W. Brown; presi- 
dent, T. L. Anderson; secretary- 
treasurer, A. Archibald; D. R. Mc- 
|Robie, exec vp in charge of the 
Montreal office; C. W. McQuillan, 
exec vp in charge of the Toronto 
office; F. W. Gross and J. E. Mc- 
Dougall, vps in the Montreal office; 
H. H. Webb and J. M. Pretty, vps 
in the Toronto office; H. E. Kidd, 
vp in charge of the Ottawa office; 
R. M. Turner and P. M. Downes, 
vps in charge of the Winnipeg and 
Vancouver offices, respectively. 


Schenley Sued for 
“$25,000,000 Loss’ 
by Park & Tilford 


WILMINGTON, DEL., Feb. 16—A 
stockholder of Park & Tilford Dis- 
tillers Corp. filed suit in federal 
district court here yesterday ask- 
ing that Schenley Industries pay 
treble damages to Park & Tilford 
for alleged losses and damages 
amounting to $25,000,000. A suit 
filed at the same time in the 
Delaware court of chancery asks 
for an accounting by Schenley to 
Park & Tilford stockholders. 

Marjorie D. Kogan, a P&T stock- 


ular schedule or show has reached | -qn Medical Assn.) and iron and|@ The figures cannot, of course,|fices in Montreal and Toronto. 


the promised number of homes. 


® The guarantee will be based on 


the total length of the contract. A 


steel executives (64.0, Steel) and be regarded as definitive, espe- 
also with 1950 figures for weekly cially for groups other than adver- 
newspaper men (65.5, Publisher’s| tising men. AA, naturally, carries 
Auziliary) and editorial workers fewer obituaries dealing with men 


show which starts slow may finish 
strong and deliver its guarantee on 
the basis of the average for the se- 
ries. 

Two sponsor categories—religion 
and politics—are not eligible for 
the guarantee. Mr. Trenner said 
these are exempt because it is not 
within the network’s province “to 
beef up” this type of programming 
if the audience doesn’t hit the ex- 
pected levels. 

Mr. Trenner feels that Nielsen’s 
sample tends to short change Mu- 
tual with its big lineup of small 
town stations. But he says MBS is 
using Nielsen data “because you 
play the crooked wheel in Reno if 
it’s the only game in town.” 


(66.1, Journalism Quarterly). 


on NBC-TV to Boost 
Its Trading Stamps 


New York, Feb. 16—Sperry & 

Hutchinson Co. has bought a 
heavy tv schedule to advise house- 
wives to do their shopping at the 
“stores that give you something 
extra.” 
’ These stores are the ones that 
give S&H green stamps, redeem- 
able in a wide choice of merchan- 
dise, for each 10¢ worth of goods 
bought. There are more than 60,- 
000 such stores throughout the 
country, including drug, hard- 
ware, department stores, gasoline 
stations and food markets. 


Govanus Joins ‘Look’ 
John Govanus, formerly with | 
W. L. Stensgaard & Associates as | 


outside of the advertising business, 
and the ones which are run tend to 


2 'be about persons who have at- 
S&H Will Use Spots |tained exceptional standing in 


their fields. 

In turn, these men are likely to 
be older on the average than would 
be the case if coverage were 
broader, as, of course, it is among 
advertising men. 

The figures, however, probably 
are indicative in a general way of 
the lack of longevity in the adver- 
tising industry. 

The obituaries included in the 
1955 study included those of 205 
advertising men, 147 in related 
fields and 48 in other businesses. 


Donnelley Names Harrington 
Chairman, Frank President 
Reuben H. Donnelley Corp., 


graphic arts and advertising man- 
ager, has joined Look as Chicago 
production manager. 


Sperry & Hutchinson, the oldest! 
and largest cash-discount trading | 
stamp company, has bought 180) 
participations on NBC-TV’s “To-| 
day,” “Home” and “Tonight.” The 
company is making its first splash | 
in network television with a $1,-) 
200,000 budget. The 
started this week. 

The commercials will emphasize 
the number of brand name items— 
more than 1,500—to be obtained 


ae 


campaign | 


Chicago, has named David L. 
Harrington, president and chief 
executive officer, chairman of the 
board. Mr. Harrington, who con- 
tinues as chief executive officer, 
succeeds Gaylord Donnelley, now 


vice-chairman of the board. Mr. | 
| Donnelley also is president of R. 


R. Donnelley & Sons Co., printer. 

Curtiss E. Frank, exec vp in 
charge of the directory publica- 
tions and business papers division 


® Explaining the reasons for the 
American campaign, Mr. Anderson 
told AA that Cockfield, Brown 
wants to make its name more well 
known in U.S. business circles. The 
agency fears that American busi- 
ness men are unacquainted with 
the depth of marketing facilities 
it has to offer. It feels also that 
American business men may be 
unaware of the changing marketing 
picture in Canada. 

He pointed out, for example, 
that Cockfield, Brown has pioneer- 
ed in the fields of public relations 
and market research. It has an ex- 
clusive arrangement in Canada 
with Gallup-Robinson. It has had 
long and extensive experience in 
handling Canadian radio shows. 
Mr. Anderson said the agency has 
even been working with “brain- 
storming” techniques for many 
years. 

The forthcoming campaign may 
also be expected to play up the 
special market conditions an ad- 
vertiser faces in Canada. There is 
/@ bi-lingual situation posed by 
French Canada and Mr. Anderson 
|/points out that Cockfield, Brown 
has the largest French department 
of any agency in the Dominion. 

Canada is moving ahead rapidly 
in many areas, Mr. Anderson says, 
and it is important for marketers 
to have local facilities and local 


holder, is plaintiff in both suits. 
She is represented in both suits 
by her husband, Nathan B. Kogan, 
as counsel. 

The federal court suit declares 
that P&T “has sustained loss and 
damage aggregating $25,000,000” as 
a result of alleged acts by Schen- 
ley charged in an anti-trust suit 
filed by the Department of Justice, 
Feb. 14, 1955. 


® The Kogan suit names as de- 
fendants P&T and Schenley In- 
dustries which owns about 88% 
of P&T stock. 

The brief contends that Schen- 
ley’s purchase of controlling stock 
interest in P&T, early in 1955 
(AA, Jan. 10, °55), forced P&T 
to lose the distribution franchise 
for Vat 69 scotch whisky, and 
Martel’s cognac moved to Browne 
Vintners Co., a division of the 
House of Seagram. Booth’s House 
of Lords gin also moved from P&T 
to W. A. Taylor Co. The Kogan 
brief estimates the damage to P&T 
from the loss of these brands at 
$25,000,000. 

The Kogan suit also asks that 
acquisition of P&T stock by Schen- 
ley be declared in violation of 
Section 7 of the Clayton Act, and 
that Schenley be required to di- 
vest itself of its P&T stock. 

At Schenley Industries in New 
York, AA was told that the com- 
pany had received no official 


in New York, will move to Chi-|Know-how to keep up with the 
documents in the case, and that 


has been 


BENJAMIN H. DANZIGER 
named manager of advertising and 
promotion of Climax Moiybdenum 
Co., New York. Mr. Danziger, for- 
merly manager of té@talyst and pig- 
ment development, succeeds Gor- 
don Weller, who has resigned. 


| by shopping regularly with retail-| cago as new president. James H. 


ers who distribute S&H green) ; 
| stamps. They will point out that | Evans, formerly loan officer of 


ere ss ‘ |Harris Trust & Savings Bank, 
—- “ = a oe A carer was elected secretary-treasurer to 


vantage of the stamps during the | a. Harry W. Warner, who is 
company’s long history. g. 
® Sullivan, Stauffer, Colwell & Biow Adds P&G Shampoo 


Hutchinson, which was sold on|Biow Co., New York, to handle 
the use of tv after watching a/advertising for a new shampoo 
closed circuit telecast showing | product to be test marketed “in 
how Dave Garroway (“Today”),| two or three months.” Biow cur- 
Arlene Francis (“Home”) and|rently handles Spic & Span, Lilt, 
Steve Allen (“Tonight”) would) Shasta, Fluffo and Party Curl for 
handle commercials for the stamps. ! P&G. 


Bayles is the agency for Sperry &| Procter & Gamble has appointed | 


|latest developments. 


|@ Mr. Anderson has been with 
| Cockfield, Brown for 35 years. He 
was appointed a vp and director in 
| 1928 and since 1942 has been man- 
aging director of the agency, with 
offices in Toronto. 

G. Warren Brown, co-founder of 
| the agency with the late Harry 
| Cockfield, has been president since 
1928. He is now stepping up to be- 
come chairman of the board. In a 
statement issued today in Canada, 
he said: 

“With the record volume of 


no comment will be made by the 
company until its officers have 
had an opportunity to study the 
matter completely. 

At Park & Tilford, Stanley L. 
Brown, president, declined to com- 
ment. 


Hardy Named Western A. M. 
Allen Hardy, who recently 


joined the sales staff of Sports 
Cars Illustrated, has been named 
western advertising manager. He 
will work in the Los Angeles of- 
| fice. 


eo it Sl ROE FBC re Ae te OE beg Be ee NS te ioe +. ear Oe ay ES ere Be Sm ee PN ee ee ee 
i pa PEE ss 3 ie ey apes Oa BCR, rN i cag ag Gt , Pee eh : a ae & eo oe ae es a oo: in = * hapraeee 
an oe N ‘e 7 wan A ous * z : ae 4 oe ae: see Rea 4 
spe ae = si 
need? _ 
ese 9 , ~~ a 
We Se. 
Aas Ps | 
fis eae 2 , 
4 ee es ee | 
tee “i / 
eae 
oa 
BAe : 
erat oa 
Bai 18% eee | 
a oe 
rs Me 53. ; 
Wine, ha 
ees, 5.8% 
BSc, 
4 4 0.4% 
ae 
Zee = 
ar at 
Si aes 
Ea 12.2% 
ae iy 
See k j 
Pats: 
ey: 2.7% 
ke Ree s i 
i ia hae 
Seg 
eae 35.4 ’ 
a 
Pte alll ane Me 
at ee R BUSINESSES 
at es 22.9% 
is a r 
eg = 18.7% : 
Er oe 14.6% ; 
<; ee A 4 
eae 
eee» 
oo): td 
oe 
aa : ot. 
ale ena 
aoa 3 - : 
ef ee RE, LSE RAE OS ee 
ey 
; opie - y 
a 
a ba ? 
Ge | 
a Boi" By’ 
aia * 
3 Si : | 
Mac Saee 
pes a 
oes Be 
% a 
m: 
a i. 
i N 
be fa 
1m oe 
se ; | 
> tails 
Bs 5 PE 
way CE 
Si: 
Pela ae i 
oe 
Ae 
rh ee 
bet ee 
" pits 
ae. Si: 
i ae 
Each 
i és 
ay sea 
ie | 
| Ae } 
r i 
he 
i L Ag H 
Cae | 
Me le 
ae | 
ca Tt 
steed 
He Ie | 
al + ie 
> fe, . 
rH ve | 
pain \ 
a tae 
~ P 1 
eae 
: : PY 
“ee 4 ] 
Bees 2 
- hippie | 
Pkt < ee. eee | 
eke | 
ae ae - 
ge, Basis ic a Se tes: fe ; 
weet fio a A eee Me hens 
aos Say Sas Veta ee, 
a fa vs Pas f ee ae hs . | 
ey. rae ts - a 
Pope 3° cae” Mis ‘ wD ork es, 
yee Noe Ee ‘ — 
} ees get ee aay pond 
sot ty = e 
naps Be <S een Pe 
| et tes ~ a : eae Ge 
i mee 4 i = > om, q 
Lee ‘ oe , a ag : 
m. > ~~ | 
+ ere y id 
‘ens la me 3 ayia 
a <4 i) : . ” 4 “a i} 
es _ adem el ecehag Fe -\ e | 
. _ % a pene ee i 
* 7 ed . ee ree 
a 
te — | 
2 
iets i 
Pie f 
SN 
He ee 
ro | 
“es 
} aN 
ae aahes te oka ae ry fron.” if ae 4 am * Pace ees eet 2 yi Oe poe bias ee Sk) 1. oy 5 x et See : 2 Ay i Ss 1 Ay hie Sana 3 + F oo pe “ ‘ 
Ree Se oe me Se at Se i Fee : = See fe ene fo ee ea ee eee ee Re ee aa i 
oT 4 E a Bel aie * See Ne RWS Ce Ska apnea ; ee oe Se ee f SS arn 4“ © ona ee a ee — re - aa - — ” 


JANUARY 


REPORT 


How TV Can Improve Your Bowling 


LOCAL PROGRAM LISTINGS 
WEEK OF FEBRUARY 18-24 


Jimmy 
Durante 


— 


National Advertising Office 


400 N. Broad St. NEW YORK 
Phila. 1, Pa. 10 Rockefeller Plaza 
Rittenhouse 6-1600 JUdsen 6-4300 


ADVERTISING 


wv 


America’s Television Magazine 


Advertising Offices in 28 Cities Including: 


CHICAGO DETROIT 
6 N. Michigan Ave. 76 W. Adams Ave. 
RAndolph 6-9470 WOodward 2-5115 


You'll find some interesting new information 
in the PIB service this month. For the first 

time, the report for January will include data 
on TV GUIDE advertising. 


You'll see that in January, TV GUIDE’s gross 
revenues were up 28% over January 1955, 


a five-issue month. Issue against issue, 
TV GUIDE’s gain was 60%. 


You'll note the use of TV GUIDE during the 
month by these national advertisers: 


American Home Products Corporation 
American Tobacco Company 
Borden Company 
Chrysler Corporation 
Ford Motor Company 
General Electric Company 
Hallmark Cards, Inc. 
Lewis Howe Company 
Liebmann Breweries 
Look Magazine 
Miles Laboratories, Inc. 
Oldsmobile Division, 

General Motors Corporation 


Pontiac Motor Division, 
General Motors Corporation 


Quaker Oats Company 
Radio Corporation of America 
Radio Corporation of America, 
Household Appliance Division 
Radio Corporation of America, Tube Division 
Seagram Distillers Company 
Texas Company 


U. S. Steel Corporation 
Whitehall Pharmacal Company 
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...is, simply, one of SERVICE . . . helping 
people to help themselves to a more 
comfortable, more meaningful life 


A 100% service editorial philosophy explains the growing 
number (now more than 4,250,000) and the intense loyal- 
ty of Better Homes & Gardens reader-families. 


The same service philosophy—tailored to the specific 
business, home, family interests of the nation’s best farm 
families—accounts for the stature and devotion Success- 
ful Farming enjoys among its 1,300,000 reader-families. 


But, though we start with service to readers, that’s not 
the end! 


Service to advertisers, manufacturers, processors, whole- 
salers and retailers—in many lines besides home furnish- 
ings—can be measured at the point of sale. It explains the 
alacrity with which these groups participate in Meredith- 
initiated promotions, the enthusiasm they show for 
Meredith-sponsored ideas and events. 


We're happy about our “double Dorothy Dawe.” And, as 
America lives better today, we are proud to have played 
a part, editorially and in the market place, in these im- 
provements in American family living. 


Meredith Publishing Company 


Des Moines 3, lowa 
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Successful Farming, 
BHaG TIE for 1955 
Dorothy Dawe Award! 


e 


* 


Both magazines cited for 


outstanding service to 


home furnishings industry 


CHICAGO—Breaking a 
7-year precedent, the 
American Furniture Mart 
has given the 1955 Doro- 
thy Dawe Award for distin- 
guished editorial coverage 
of home furnishings to two 
winners in the magazine 
category. And both win- 
ners are publications of the 
same publisher! 
Successful Farming is 
the only farm magazine to 
be honored in the history 
of the Dorothy Dawe 
award. With this year’s tie, 
Better Homes & Gardens 
receives for the third time 
the industry’s top acco- 
lade for outstanding home 
furnishings editorial cover- 


a 

In nting the award, 
Neil - Regan, Mart direc- 
tor of public relations and 
spokesman for the award 
committee, gave these rea- 
sons for choice of Success- 
ful Farming: 

“Our first winner had a 
splendid year of overall 
achievement in bringing 
news of home furnishin 
to a special readership 
group that has often been 
neglected in the past. Par- 
ticularly significant was 
her technique of writing 
home ishing stories in 
good taste, yet geared to 
the practicality of the 

of her audience. She 
consistently maintained 
her editorial emphasis on 
good home furnishings in 
general, not the tricky or 
the unusual, and also made 
sure it could be obtained 
in the areas where her 
readers live. Her magazine 
coverage was one of a def- 
initely superior nature. 

“But t was not all. 
As she covered the market 
last summer, she prepared 
a script and pictures of this 
market coverage which ex- 


Ninian 


tended the editorial service 
of the magazine to 38 tele- 
vision and radio stations 
plus 20 newspapers, all in 
the magazine’s circulation 
area. For this outstanding 
promotion topping her 
consistently thorough 
work in the past, the 
judges are happy to pre- 
sent the Dorothy Dawe 
award to Betty Fisk, Asso- 
ciate Editor and Director 
of the Home Furnishings 
Department of Successful 
Farming magazine.” 
Mr. Regan cited these 
reasons for the award (for 
the third time) to Better 
Homes & Gardens: 
“The story of our next 
winner is the story of 
owth. It is a magazine 
ong a leader in the field of 
home furnishings, that has 
made such significant new 
progress as to merit this 
award. It has, for instance, 
a record of strong coopera- 
tion with stores and manu- 
facturers and has just 
completed 10 years of 
special home peoneae 
center service which offers 
facilities to 92 stores. It 
cooperated with the entire 
industry at home fashion 
time, as ame as 1500 
stores ordering blowups of 
its cover to dramatize the 
occasion. Among its many 
special projects in the 
recent past was its ideas 
home of the year which at- 
tracted more than 2% mil- 
lion visitors. Its gifts for 
the home at Christmas 
promoted nearly 4 million 
sales. Its themes are re- 
placement buying, stress- 
ing of products available 
in stores across the country 
and action to get families 
to visit stores. ‘The winner, 
Miss Florence Byerly, the 
magazine, Better Homes & 
Gardens!” 
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Business Paper Editorial Measurements 


When we first saw the results of the study of business paper 
editorial content made by Marsteller, Rickard, Gebhardt & Reed, in- 
dustrial advertising agency, we were considerably disappointed. We 
had the idea that this was considerable to-do about very little, 
and we were also vaguely uneasy about an advertising agency at- 
tempting to set up yardsticks for the editorial measurement of 
business publications. 

But the notion has gradually seeped through to our conscious- 
ness that the study is a good thing, and that the Marsteller agency 
deserves a good deal of credit for going through with it. 

The purpose of the study was to explore the possibility of de- 
veloping one or more sets of yardsticks by which editorial per- 
formance of business papers might be evaluated in an impartial, 
objective manner. And our initial disappointment stemmed from 
the fact that the research (at least in our opinion) has not been 
successful in setting up any really usable yardsticks. 

Even though most of the lines of inquiry which were pursued 
led down blind alleys, however, the study has already served a 
useful purpose in calling attention to the problem and in indicating 
that it may be possible to develop certain sets of criteria under 
which editorial content can be objectively, and reliably, evaluated. 
Even the initial work has demonstrated quite clearly that there are 
considerable differences among business papers in editorial ap- 
proach and scope; what has not been demonstrated is exactly how 
to weigh these differences on a value scale. 

We are still a little uneasy about any attempt to evaluate the 
merit of business.paper editorial content on the basis of empirical 
judgments by outside experts, no matter how competent they may 
be in their own areas; it is our settled conviction that the very 
best authority on the value of any particular business paper is 
that paper’s reading audience—not someone in an advertising 
agency or even a board of professors. But even so, the checklist ap- 
proach might provide a partial solution to a difficult problem. 

At any rate, the attention of the field has been taken away for 
a while from circulation and advertising volume figures, and the 
spotlight has been turned on the meat of the coconut—exactly what 
the reader gets out of his business paper. 

We hope the inquiry is not allowed to die. We'd like to see the 
general idea pursued a good deal further. 


Confusion At Its Worst 


We are not ordinarily in the habit of calling attention to the 
editorial content of our contemporaries. But we do want to call 
our readers’ attention to a dissertation which appears in the Feb. 13 
issue of Broadcasting-Telecasting, under the title, “Man on a Gray 
Flannel Couch.” 

This, according to Broadcasting-Telecasting, “is a penetrating, 
lucid, unrestrained analysis by an advertising agency executive— 
Charles Harrell, supervisor of radio and tv production for Lennen 
& Newell—on manners and mores of Madison Ave.” It was ex- 
cerpted, the publication says, from a talk Mr. Harrell made at 
the opening session of the New York U.-Guild Films’ forum series 
on “Careers in Radio and Television.” 

We wil! agree, without the slightest quibble, that this material 
is “unrestrained.” But we have some trouble agreeing that it is 
either “penetrating” or “lucid.” Indeed, Broadcasting-Telecasting 
seems to us to have hit the nail squarely on the head by labeling 
it “Man on a Gray Flannel Couch.” This seems to describe exactly 
the feeling of wooly fantasy which the writer seems to be attempt- 
ing to talk his way into, or out of. 

Maybe Mr. Harrell is right, and we are wrong. Maybe his apology 
(or justification) for being a “professional salesman” is sensible. 
But we hope with all our heart that there are people in this busi- 


ness who feel somewhai differently. 


Gladys the beautiful receptionist 


iMod a uo 


—Bud Wellman, Johnstone & Johnstone Inc., Detroit. 


“He waited for over an hour, then he said to me, ‘Isn’t it beautiful 
our growing old together?’” 


What They're Saying 


Discovery of Motives Only 
a Start in Selling Process 

In spite of the fact that a great 
deal of publicity has been given to 
the discovery of consumers’ mo- 
tives, the mere discovery of these 
motives is not sufficient for the 
advertiser to increase the sales of 
his product. In addition to the dis- 
covery of motives of consumers— 
whether they be obvious or latent 
—it is necessary to teach the con- 
sumer that in order to satisfy his 
motives, he should purchase the 
advertiser’s brand. It is in this, the 
teaching process, where advertis- 
ing media have their prime func- 
tion. An advertising medium car- 
ries messages from the advertiser 
to the ultimate consumer. In order 
to take full advantage of a medi- 
um, an advertiser should under- 
stand the learning process in the 


human mind... 
—Lester R. Frankel, vp and technical 
director, Alfred Politz Research Inc., 
speaking before the Radio and Tele- 
vision Executives Society. 


Book Publishers Arise 

Men of the book publishing 
business, arise. It is time to strike 
back. The recent Christmas season 
saw advertisements featuring both 
radios and whisky packaged to 


look like books. Perhaps we should | 
be flattered that these two prod-_ 


ucts seized on books for their pres- 
tige value, but there is danger here. 
Picture the unwary soul who 
thinks he is about to curl up with 


attack for Christmas, 1956. How 
|about it, Mr. Knopf, why not put 
| out “The Vintage Mencken” dis- 
| guised as a decanter of wine? The 
|collected poems of Robert Burns 
_would attract the Scotch drinkers. 
| Anyone have any other sugges- 
tions? 

—Fon W. Boardman Jr., in the Febru- 

ary issue of “Essential Books.” 


Public Service a Must 
for American Business 

... both in general support of 
the Advertising Council, and in 
support of the American Heart 
Assn., there are those who do not 
take part, do not share this re- 
| sponsibility in informing the pub- 
lic, or aid in soliciting funds. 

This is not right. A vigilant 
leadership in American business 
must not delegate so vital a policy 
decision as support of this public 
service down the line. If a com- 
pany does not wish to participate 
with the Advertising Council, let 
the head of that company say so, 
and say why. And to those who are 
relatively new to American com- 
munications like the producers of 
film shows for television, let me 
remind them that they have en- 
tered the big time now, and that 
| their attitude toward public serv- 
ice, such as leaving time in filmed 
series for Advertising Council 
| messages like that of the American 
Heart Assn. cannot be fulfilled by 
arguments about technical diffi- 
culties or policy complications or 


a copy of “The Decline and Fall of | any cross breeding of such exur- 
the Roman Empire,” only to find|panite double talk. These shows 
that it is a fifth of Old Crumb |too must carry public service mes- 
Bum. The next morning, head | sages as part of the information 
throbbing, he says, “It was so in-| system of the country. 

teresting I just couldn’t put it —Sylvester L. Weaver Jr., chairman, 
down.” 

Let’s start planning a counter- 


Advertising Age, February 20, 1956 


Rough Proofs 


Avid fans of whodunits and 
other mystery fare will no doubt 
be surprised to find among the pa- 
perback tomes such Scientific 
American titles as “Automatic 
Control” and “Atomic Power.” 


Radio and tv followers of “The 
Lone Ranger” have learned from 
the movie publicity after all these 
years that “kemo sabay” means 
“faithful friend.” 

. 


Kraft Foods, which is offering 
|private-line phones to teen-agers 
|in a new contest, is smart enough 
ito know that the prizes will make 


jan even bigger hit with the moms 
and dads than with the kids. 


Susie the sociable secretary says 
she sees the Elks are going to have 
a special fishing issue, and she 
always thought it was the otters 
who were so good at fishing. 


“Between graduation and World 
War II, Herman Wouk wrote radio 
gags for Al Jolson, Lou Holtz and 
Fred Allen.” 

Sounds like the perfect prepara- 
tion for serious writing. 

* 


“I am of the same opinion still,” 
says Jim Woolf, the sage of Santa 
Fe, even if he isn’t a woman con- 
vinced against her will. 


Speaking of libel insurance, Em- 
ployers Reinsurance Corp. reminds 
us that if it was printed, broadcast 
or televised, one can’t unsay it. 


“We recognize,” says Sunbeam, 
“that recent competitive reductions 
in distributor and dealer margins, 
to accomplish lower list prices, 
may be a good thing. Time will 
tell.” 

And maybe Electrical Merchan- 
dising also. 


The Philadelphia Daily News 
says its columnists “run the gamut 
from Earl Wilson to - Bishop 
Sheen.” 

The gamut might be even wider 
without the good bishop’s sense of 
humor. 


AA report: “President Harlowe 
Curtice predicted a 7,500,000-car 
year in 1956, said automotive 
credit is in a healthy condition.” 

What does the president of Gen- 
eral Motors Acceptance Corp. have 
to say? 


An agency looking for a writer 
talks encouragingly of its “pleasant 
suburban location.” 

The flight from the ulcer belt 
seems to be continuing. 


A point of sale producer has an 
opening for a salesman who has 
“access to substantial business.” 

Access by the front door or the 
back? 


The Old Professor says the 
best way for a newspaper to in- 
furiate its Republican readers is 
to print “Democratic” with a cap- 
ital D, when it should take a low- 
er case. 

Copy Cus. 
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Advertising Linage is the Final Measure 
of a Newspaper’s Sales Power 


SP a 


(or anette - 


How do 

general 
advertisers 
rank 


Philadelphia 
hewspapers? 


First in National Advertising 


First in Retail Advertising 


First in Classified Advertising 
First in TOTAL Advertising 


Linage Source: Media Records 


TOTAL GENERAL ADVERTISING 


1955 


INQUIRER 
5,937,000 lines 


In 1955, The Inquirer published the largest volume of general 
advertising ever carried by any newspaper in the history of 
Philadelphia— 5,937,000 lines . .. a gain of 340,000 lines over 
1954; a leadership of 700,000 lines over the second newspaper. 


1955 marked the 7th consecutive year that general advertisers 
have made The Inquirer their first choice for sales in Delaware 


Valley, U.S.A. 


BULLETIN | 
5,236,000 lines | 


Che Philadelphia Pnguirer 


Constructively Serving Delaware Valley, U.S.A. 


Exclusive Advertising Representatives: 

NEW YORK—ROBERT T. DEVLIN, JR., 342 Madison Ave., Murray Hill 2-5838; 
CHICAGO—EDWARD J. LYNCH, 20 N. Wacker Drive, Andover 3-6270; 
DETROIT—GEORGE S. DIX, Penobscot Bldg., Woodward 5-7260. 


West Coast Representatives: 
SAN FRANCISCO—FITZPATRICK ASSOCIATES, 155 Montgomery St., Garfield 1-7946; 
LOS ANGELES—FITZPATRICK ASSOCIATES, 3460 Wilshire Boulevard, Dunkirk 5-3557. 
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N 1954 we had a business recession in the 

United States. Sales fell about 4% during the 

year. If management had followed the historic 
pattern of business ups and downs, advertising 
volume would have fallen much further. 

But in 1954 the volume of advertising did not fall. 
It increased over 5%. Every effort was made to stimulate 
Sales when sales were needed to sustain prosperity. 

This was something entirely new under the sun. 
It had a powerful influence in making the reces- 
sion of 1953-54 one of the mildest on record. It 
helped greatly to speed business on to the record- 
breaking levels it has attained today. 

There are several reasons why America’s business 
management attacked this decline in sales with 
more advertising. One of them grew out of the 
greatly strengthened position of the American con- 
suming market. Consumers’ income after taxes has 
been rising an average of over $10 billion a year 
since 1946, and this rising income is more widely 
distributed than ever before. Furthermore, consum- 
ers have piled up reserves of about $215 billion in 


es ell se 


cash or its equivalent. These reserves offer a new 
and powerful inducement to increased selling and 
advertising effort even in the face of a possible 
decline in consumer income. 


Taking the Longer View 


However, the principal reason why a sales decline 
was attacked with increased advertising is manage- 
ment’s new-found conviction that good advertising 
is essentially an investment in the development of 
a market. Successful development requires sustained 
investment.The inclination of business management 
to take this longer view is, of course, motivated by 
the fact that the American market, with over 3 
million consumers being added annually, is growing 
at a prodigious rate. 

Ten yeats ago only a handful of companies had 
plans for investment in new producing facilities 
extending beyond the current year. Today almost all 
leading companies have investment programs run- 
ning some years ahead. And keeping pace with these 
long-range business investment plans has been the 


McGraw-Hill | 


@ PUBLISHING COMPANY, INC. 
330 West 42nd Street, New York 36, N.Y. 
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development of sales and advertising programs to 
reach tomorrow's greatly expanded markets. 

This crucial role of advertising in providing 
driving power for our economy is gaining greater 
recognition every day. In his recent book, “People 
of Plenty,” Professor David M. Potter of Yale 
University remarked: “Advertising is not badly 
needed in an economy of scarcity, because total 
demand is usually equal to or in excess of total 
supply, and every producer can normally sell as much 
as he produces. It is when potential supply out- 
strips demand—that is, when abundance prevails— 
that advertising begins to fulfill a really essential 
economic function.” 


Advertising’s Key Role 


Today abundance so completely prevails in the 
United States that it has been conservatively esti- 
mated that as much as a third of everything offered 
for sale falls in the realm of “optional consumption.” 
That is, consumers can “take it or leave it” without 
any immediate personal inconvenience. But if they 


decide to “leave it,” a terrific economic depression 
will not be far behind. In such circumstances, 
advertising —in which, in all of its forms, we are 
now investing about $9.2 billion annually—clearly 
is of crucial importance to our continued prosperity. 

In performing its key role in past years, American 
advertising never realized its full potential. It 
successfully promoted sales. But it never was called 
upon to promote an overall economic stability as a 
direct outgrowth of increased sales. 

By successfully promoting both sales and eco- 
nomic stability, as it did in 1954, advertising surely 
has added new strength to the American economy 
It has also added a great new and constructive 
dimension to advertising itself. This accomplish- 
ment makes the celebration of our first National 
Advertising Week (February 19-25) a particularly 
notable occasion. 


One of the surest means of expanding your sales 
volume in today’s $150 billion industrial market is 
through dominant advertising in the publications di- 
rectly serving your major customers and prospects. 
McGraw-Hill’s business and technical publica- 
tions can give you quick access to the men who 
initiate, specify and approve the purchases of in- 
dustrial products and services. Because all are 
leaders in their respective fields, you are assured a 
maximum return on your investment when you 
specify a McGraw-Hill publication to carry your 
advertising to your most important markets. 
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ELKS AVERAGE 


2,164 MILES 


ef 


VACATIONS! 


81% of 1,065,630 Elks 

(ABC Dec. 31, 1954) travel while 
on vacation. Of these, 93.9% 
travel in the United States. 
Average distance— 2,164 miles. 
Average vacation period — 

19 days. 


New Company Does | 
N. Y. TV Chores for | 


Agencies Elsewhere 


New York, Feb. 14—Out-of- 
town advertising agencies which 


need someone on the scene in New 


| 


York to supervise their tv commer- | 
cials can get that kind of service 
in the future from a new company 
called Agency Representatives. 

Principals in the organization, | 
which has offices at 113 W. 57th) 
St., are Lee Davis, formerly of| 
American Broadcasting Co., Jack | 
Miller of Keeshan-Miller Enter- 
prises and Marvin Josephson, | 
formerly of the Columbia Broad- | 
casting System’s legal staff and/| 
head of Broadcast Management. | 

Agency Representatives already | 
has signed its first client—Clinton | 
E. Frank Inc., of Chicago. The) 
company will provide in-studio 
supervision of commercials for 
Frank clients on “Arthur Godfrey’s 
Talent Scouts,” “Godfrey & His 
Friends,” the “Perry Como Show,” 
the “Garry Moore Show” and) 
“Valiant Lady.” 


® Agency Representatives will) 
check the handling of filmed com- 
mercials—their integration in the 
show, etc.—as well as supervising 


the production of live commer- 
cials. The company also will fur-| 
nish personnel to be on hand for 
the production of film commer-| 
cials in New York for agencies re- | 
quiring this service. 


To sell this mass market of family men 
with class incomes, 


schedule 


Largest circulation 
of any fraternal magazine! 


MAGAZINE 


New York + Detroit - Chicago - Los Angeles 


Spadetti Joins ‘Mobile Living’ 

O. Spadetti, formerly field rep-| 
resentative of the Mobilehome 
Dealers National Assn., has joined | 
Mobile Living, Chicago, as adver-| 
tising manager. 


THE 
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ARE YOU 
HALF-COVERED 


| 


IN | 
NEBRASKA’S OTHER BIG MARKET? 


‘oF . = 
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42-COUNTY 
LINCOLN-LAND AREA TELEPULSE 
Shore of Audience — September, 1955 


KOLN-TV delivers Lincoln-Land—a 42 county area, | 
95.5% OF WHICH IS OUTSIDE THE GRADE “B” AREA | 
OF OMAHA! This big, important market is as independent | 


“ece ust becedeest fer complete peried ond the shave | 
of d “ss dj d for this ; | 


- eg greg weeny of Omaha as South Bend is of Fort Wayne . . . Hartford is 

denne ll FAD PSS itl of Providence . . . or Syracuse is of Rochester. 
ies! ~ hg a ee ee oe Lincoln-Land has 200,000 families—125,000 of them un- 
6:00 — 11:00 p.m 53 adhY erat Totals duplicated by any other TV station! The latest Telepulse | 
satay — 52 oa | ts . shows the significance of this “unduplication”. It credits | 
6:00 — 11:00 p.m. 50 13 1s v7 | KOLN.-TV with 138.1% more afternoon viewers than the | 
SUNDAY: } next station, 194.4% more nighttime viewers! 
1:00 — 6:00 p.m. 34 36 13 16° | 
4:00 — 11:00 p.m 35 22 | 14 | 23 | Ask Avery-Knodel for full facts on KOLN-TV, the Official | 
CBS-ABC Outlet for South Central Nebraska and Northern | 
| 


Kansas—“Nebraska’s other big market”. 


CHANNEL 10 © 316,000 WATTS © 1000-FT. TOWER 


KOLN-TV 


COVERS LINCOLN-LAND —NEBRASKA’S OTHER BIG MARKET 


ae: 


The Petyer Hations 


WKZO.TV — GRAND RAPIDS KALAMAZOO 
ADIO — KALAMAZOO-BATTLE CREEK 


Avery-Knodel, Inc. 
Exclusive National Representatives 
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Advertising Age, February 20, 1956 ’ 


Getting Personal 


Don S. Mitchell, radio-tv director of Watts, Payne—Advertising, © 
holds the title, “Tulsa’s Most Outstanding Young Man of 1955.” 
He was chosen from 11 nominees in various businesses and pro- 
fessions, who had been prominent in Tulsa civic affairs last year. 
He’s vp of the local Jaycees and a board member of the state 
group... 

Lee H. Bristol, president of Bristol-Myers Co., is national chair- 
man of the annual National Negro College fund drive... Clinton E. 
Frank, president of Clinton E. Frank Inc., Chicago agency, has been 
elected to the board of managers of the YMCA of metropolitan 
Chicago... 


A | > 


TOP HATTERS—To celebrate successful completion of Minneapolis 
$5,000,000 public bond drive to finance a new stadium designed to 
accommodate major league baseball, Knox Reeves Advertising pre- 
sented this topper to co-chairmen Gerry Moore (center) and Bill 
Boyer (right). Presentation was made by Dick Burbank (left), vp 
of the agency. The stadium will be ready for the start of the 
Minneapolis Millers’ American Assn. schedule in April. 


Miller Brewing Co. has been given the Milwaukee County His- 
torical Society’s annual award of merit for the events staged dur- 
ing the brewery’s 1955 observance of its centennial. Mack Kehoe, 
Miller’s director of community relations, accepted the award at the 
society’s annual dinner... 

Ben H. Cowdery, publisher of the Omaha World-Herald, has 
been appointed to the board of governors of Ak-Sar-Ben, the 60- 
year-old non-profit organization devoted to public service in Ne- 
braska, western Iowa and surrounding area... 

A testimonial dinner was given in Detroit Feb. 8 for George 
Taubeneck, editor and publisher of Air Conditioning and Refriger- 
ation News, in recognition of his 25 years of service to the air 
conditioning and refrigeration industry. Chairman was Cecil 
Boling, president of Bush Mfg. Co... 


RANCHERS—On a three-week holiday at Desert Willow Ranch in 
Tucson are A. S. Gourfain Jr., president of Gourfain-Cobb & Asso- 
ciates, Chicago, and his wife, Joyce. 


The January issue of American Salesman carries an article titled 
“I Used a Giant to Get Me In,” by Otte Bremers Jr., account exec- 
utive of Loomis Advertising Co., St. Louis. It tells how his 11x21” 
business card attracted the attention of receptionists and their 
bosses and earned him distinction as “the man with the biggest 
calling card in St. Louis”... 

Harold Lund, Pittsburgh vp of Westinghouse Broadcasting Co., 
has been named man of the year in the entertainment field by 
the Pittsburgh Jaycees... 

Mr. and Mrs. Briggs Baugh announce the birth of a daughter, 
Anne Sherburne, Feb. 7. Mr. Baugh is station relations representa- 
tive, ABC Radio, New York. 

John P. Cunningham, president of Cunningham & Walsh, has 
been named chairman of the public relations committee for the 
1956 New York Heart Assn. campaign. Emerson Foote, exec vp of 
McCann-Erickson, will direct fund solicitation in the advertising 
and pr fields... 
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It’s a delightful fact that a happy multitude of 
Americans now enjoys a new leisure. They* have 
more time, fatter incomes, more mobility—and an 
enthusiastic new interest in entertaining, travel, 
sports, hobbies, the arts and creative loafing. 

Only one magazine has come into being to in- 
terpret—and to guide—this new leisure. The first 
issue of HoLipay—a magazine created “for those 
who seek more sheer living out of life itself” — 
was published in March, 1946, 

Ten years and almost one hundred million copies 
later, Hotipay has become the “Oldest Living 
New Magazine” in America. It’s the most suc- 
cessful new magazine of our times. 


These pages of pictures from Houtpay present 
what we think are some of the reasons for this 


success, 


*Not all Americans, of course, but millions of them. 
And the cream of these are Hotipay’s 850,000 families. 


A Gallery of 
HOLIDAY 


writers, artists, 


photographers 


These are some of the 
world’s leading authors, 
photographers and artists 
whose work appears in 
HOLIDAY. Writers who 
report with the skill 

and feeling of poets, 
novelists and dramatists. 
Photographers who 
translate with depth 

the values of people and 
places, Artists whose 
paintings and drawings 
richly complement great 
writing and make HOLIDAY 
one of the most beautiful 


magazines published today. 
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Travel and the thrill of discovery are as much a part of 
the new leisure as its golden hours. Many Americans are 
traveling more often, faster and farther than ever before 
in our star-spangled history . . . poking their noses into 
far and near places . . . discovering new pleasures. 

No magazine whets the appetite for mobility like 
Houtpay. No magazine is read more avidly by travelers 
than Houtpay. 

And their experiences are filling the minds of 
Ho tpay readers with happy notions that make their 
at-home living fuller and more rewarding than ever. 
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The Holiday Gallery 
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Houipay uncovers the whole, wide world of the 
arts—high-brow, low-brow, in-between — antic 
and otherwise. For a new look at music... 
painting... sculpture... the theater... books... 
no magazine is more stimulating than Houipay. 
And Houipay has pioneered a new kind of writing 
about the arts— taking them off the pedestal and 
demonstrating their vital part in the enrichment 
of the cultures and customs of the world. 

How readers love it! Just reading their favorite 


| magazine puts carbonation into their living . . . 
: a and sparks new ideas for creative, active use of 
their other leisure hours. 


James Michener 
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For Houtpay’s “‘live-it-up” audience, Houtpay living is 
no two-weeks-with-pay-affair, but stretches all fifty-two 
weeks of the year. Any service or product that gives 
pleasure in use—or creates new leisure—lights up 
their eyes. The new wonders that industry has made 
possible for better living . . . the new comforts and 
beauty for the home, in furnishings, in equipment . . . 
all these are part of the new leisure in America. And no 
magazine portrays them more excitingly than Houipay. 
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Irwin Shaw 


Arthur Miller 
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People in the 


...an unparalleled sales opportunity 


Jor any advertiser whose 
gives people more leisure... 


or more pleasure / 
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Holiday Mooc 


product or service 


In America’s new age of leisure, as you have seen, HOLIDAY is reporter, interpreter, encourager, leader . . . 
and salesman. * HOLIDAY stimulates people, puts them in a spending mood. Not a word or a picture ever 
shocks, angers, worries or distracts a reader from his responsive HOLIDAY mood. * Through ten testing 
years, Houipay has become one of the outstanding editorial and advertising forces in America. The 
public and industry have invested more than $75,000,000 in this magazine. Advertising revenue has 
increased 568% since 1946, and 1955 was the best by far. * In 1946, a new kind of magazine for a 


delightful new way of life. Today, America’s oldest living new magazine. * Not only living — but thriving. 


leads the New Life of Leisure-and.... 
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Charter Oak Whisky | 
Ad Does Vanishing 
Act in N. Y. Dailies 


New York, Feb. 14—An in-| 
corsement ad for Charter Oak 
curbon appeared, backfired, and 
cisappeared from newspapers here 
last week. 

Continental Distilling Corp., 
Philadelphia, a Publicker subsi- 
ciary, ran 1,000-line ads Feb. 7 
in the Journal-American and the 
World-Telegram & Sun, for its 
Charter Oak bourbon. The ads 
were an endorsement of the brand 
by Igor Cassini, who writes a 
society column for the Journal- 
American under the name of 
Cholly Knickerbocker which is 
copyrighted and owned by the 
newspaper. 

Charles L. Gould, advertising 
director of the Journal-American, 
told AA that he first saw the ad 
when it appeared in the early edi- 
tions Wednesday. He learned that} 
the newspaper’s management had_| 
given no clearance to Mr. Cassini'| 
for using the Cholly Knicker-| 
bocker name for advertising pur- 
poses of any kind. 

Mr. Cassini explained that he 
was represented by Endorsements | 


Inc. as Igor Cassini and that he) = 


had not given permission to use 
the Cholly Knickerbocker name 
in any ad. 


® At Endorsements Inc. it was) 
said the organization does not rep- 
resent any individual for book- | 
ings. It is called in by advertis- 
ers or their agencies to negotiate | 
arrangements for endorsements) 
with specific personalities. On the 
use of the Cassini and/or Knick- 
erbocker name, AA was told: “It. 
is a moot question that we do not 
care to discuss. The deal was set) 
up for a one time shot. It has been | 
done, and that is the end of it, as! 
far as we're concerned.” | 

The ad was scheduled to run in 
the New York Times Feb. 9 
and was cancelled by the Times 
when it learned that the use of 
the name Cholly Knickerbocker 
was copyrighted by the Journai- 
American. 

Mr. Gould emphasized that his| 
sole concern was the misuse and/| 
misappropriation of newspaper 
property by an employe. “Despite 
any reports to the contrary,” he 
said, “we have received no com- 
plaints from any distiller about 
the ad. Of course, the Continental 
people don’t like it,” he said, “but 
under the circumstances, there’s | 
little else we could do.” 

The ad was scheduled to run in| 
the Daily News Feb. 10, but did not. 
Other newspapers are understood | 
to have declined to use the ad. 

Al Paul Lefton Co., Philadel- 
phia, is the agency. 


Publishes Rate & Guide Book 

Morlock Advertising Agency, 139 
N. Clark St., Chicago, has pub- | 
lished its 12th annual “Advertisers | 
Rate & Guide Book.” The book in- | 
cludes a listing of newspapers, | 
general and specialized magazines, | 
radio and tv stations and covers 
rates, circulation, closing dates and 
other information. Special sections | 
deal with mail order publications, 
shopping pages in newspapers and 
magazines, and direct selling. It is 
available from the agency at no 
charge. 


CARTB Adds New Members 

Five stations and three associ-| 
ate members have been added to! 
the rolls of the Canadian Assn. of 
Radio & Television Broadcasters, 
Ottawa. Full members are CHRD, 
Drummondville, and CHLN, Three | 
Rivers, Que.; CKLY, Lindsay, and | 
CJIC and CJIC-TV, Sault Ste. Ma- 
rie, Ont. Associate members are 
MCA Canada Ltd., Canadian West- 
ington Ltd. and A & F Educational 


Film Corp. 


The Chicago American carries 
more retail food advertising 3 
than both Chicago morning 

newspapers combined! 


In 1955 Chicago retail grocers placed 1,873,409 lines — 
of advertising in the American—30.9% more than the 


combined total carried by the Tribune and Sun-Times. 


Retail grocers place their advertising where it produces the most sales ...and their 
continuing investment in the Chicago American is proof, backed by performance, 
that they get results from our responsive readers. Just look at the retail food linage: 


@ 442,235 more lines (30.9%) in the American in 1955 
than in the Tribune and Sun-Times combined! 


e 1,873,409 lines of retail grocery advertising in the 
American during 1955—largest linage in our history! 


@ 347,170 line gain for the American in 1955—largest 
linage gain of all four Chicago newspapers! 

@ 22.7% linage gain in 1955— largest percentage 
gain of all four Chicago newspapers! 


@ 1,100,000 + lines of retail grocery advertising in 
the American every year for the past six years! 


Food manufacturers sell their products through retail stores. It’s just sound sales 
sense to coordinate manufacturers’ advertising of their products with local retailers’ 
promotion ...in the newspaper the retailers use... The Chicago American. 


Source: Media Records. 


Excludes zone linage. 
Represented Nationally by Hearst Advertising Service 


. 7 i. : 4 - — ie 
| Ate ” t ; , ei aoe! z= E 
et | Cee 2 
| SS +, =~ a # — 2. eS s 
Cee aa eer : 
‘ a . ; " - s. seal » = 4 
| | ) ql oe ie | 
Bail Seer ‘ ch) 
| “ ve sh < | } ? re | + ; , Z 4 ._ oo. = ‘SE: ra Ga 
t ‘ +i < hd .. i $ ‘ . | - E oe : < 
| ye Rae ie 7 6A _ ee om ; 
as bis oy eee as, 7 > ae ‘4 : 
. 8 ~ ir yu a ih ™ - me \ © het . 
: roth . NS Pee “hes aaa 
| 9) gin YS IS 
ioe YS f = “ BD Se — a ‘ 
Ie ar Ct ‘Sis 
a ‘“y > "ita ™ = . - | ; 2 | bk ean, ey ie ‘if i = 
= at : ea oa =i le : 24 Ja “Ee sg Py Y é = 
| “a a... ~ 3 “7% ¢ hace ! : ; a 
| 22 eA ee) “a 3 
5 5 i * : j ri i 
; N ‘% ‘ sie a See: a ‘ : 
2) 4 a | 
al! : ee ie , —. wo 
me ae - 
| mm 
| x 
ee : 
3 a ee | 
os , bine : 
Get the WSS of Chi ’s largest evening home-delivered circvlation — 


Harold E. Grace, 
‘Charleston Gazette’ 
Ad Director, Dies 


CHARLESTON, W. Va., Feb. 14— 
Harold E. (Doc) Grace, 61, adver- 
tising director of the Charleston 
Gazette, died Feb. 8 in Memorial 
Hospital after a long illness. 

Mr. Grace joined the Gazette 
staff June 18, 1919. Before being 
named advertising director two 
years ago, he had served as ad- 
vertising manager. 

Mr. Grace was born in Idaho 
Springs, Colo., and came to 
Charleston in 1918. He was mar- 
ried in 1923 to Nellie Smith, sister 
of Robert L. Smith Sr., president 
of the Daily Gazette Co., and pub- 
lisher of the Gazette. 

Mr. Grace was secretary of the 
board of directors of the Daily 
Gazette Co. He was a member of 
the Charleston Press Club, a char- 
ter member of the Charleston 
Lions Club and the Old Man Heck 
Club, a company organization for 
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employes with more than 15 years 
service. 


MAURICE L. MORRISON 

TORONTO, OntT., Feb. 14—Maur- 
ice Leonard Morrison, 45, adver- 
tising manager of the Campbell 
Soup Co. Ltd., died Feb. 2 in St. 
Joseph’s Hospital. 

Born in England, he came to 
Canada in 1931 and joined the 
soup company two years later. He 
was named advertising manager 
four years ago. 


NED HULLINGER 

New York, Feb. 15—Ned Hul- 
linger, 43, regional manager of 
American Broadcasting Co.’s tele- 
vision station relations depart- 
ment, died last night of a heart 
attack. He had served in his pres- 
ent position since 1953. Before that 
he had been manager of station 
relations for ABC’s western divi- 
sion in Los Angeles for three 
years. He had also been ABC’s 
director of publicity on the Pacific 
Coast and assistant promotion 
manager. 

He was graduated from North- 
western University in 1934 and 
worked as a reporter on several 
midwestern newspapers before 
entering the radio field. During 
World War II he served in the 
Navy as a lieutenant commander. 


WILLIAM N. SOUTHERN 

INDEPENDENCE, Mo., Feb. 14— 
William N. Southern, 91, founder 
of the Independence Examiner 
and publisher for 53 years until 
@) his retirement in 1951, died at his 
fijhome Feb. 11 after an illness of 
several weeks. On his retirement, 
Mr. Southern and Frank Rucker, 
co-owner, had sold the daily to 
Stauffer Publications, Topeka. For 
many years Mr. Southern wrote 
a weekly syndicated Sunday school 
lesson which ran in more than 40 
newspapers in various sections of 
the country. 


HOWARD W. ANGUS 

FaLL River, Mass., Feb. 14— 
Howard W. Angus, 65, retired ad- 
vertising agency and radio broad- 
casting executive, died in a hos- 
pital here Feb. 11 after a short 
illness. 

Mr. Angus became an assistant 
to David Sarnoff at Radio Corp. of 
America in 1923. Later he was an 
account executive with Batten, 
Barton, Durstine & Osborn for 
several years. He left the adver- 
tising field to become assistant vp, 
general manager and director of 
personnel of National Broadcast- 
ing Co. 

He resigned in the course of 
World War II and served in the 
Army. After the war, Mr. Angus 
became owner of the Tuvache Per- 
fume Co., Barrington, R. I. He 
sold out and retired several years 
ago, but retained an interest in 
the business. 


DANIEL MEBANE 

New York, Feb. 10—Daniel 
Mebane, 64, publisher of Antiques, 
and former publisher of the New 
Republic, died yesterday at St. 
Barnabas hospital as the result of 
a stroke. 

Born in New Albany, Ind., he 
was graduated from Indiana Uni- 
versity in 1916, and was an assist- 
ant instructor in English there for 
the following year. After several 
business associations, he joined the 
New Republic here shortly after 
World War I. He was treasurer of 
the weekly from 1925 to 1935, and 
its publisher from 1947 to 1953. 
From 1935 to 1951, he was treas- 
urer and a director of Editorial 
Publications Inc., publisher of the 
New Republic and Antiques. He 
resigned as publisher of the 
former publication when it adopt- 
with Antiques, 


its connection 


publish. 
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ed a new fiscal policy and severed) 
| will think of Magikist when the 
which Mr. Mebane continued to) time comes to have rugs cleaned.” 


FACTORY-FRESH 1956 CARS 
AT DEALER COST! 
ONLY AT CLIFFORD MONROE 


Announcing the First Sale of Its Kind in Automotive History! 


LOOK! HERE'S PROOF «in simoe 
arithmetic! 200 cars just arriving trom the factory 
The carrying costs te us on each car, including in- 
terest, storage and insurance. is $1 00 

per day—or « total of 
$200.00! 1 we keep 
them 30 days, the cost 
to us Is $6,000.00! 


HERE'S WHAT WE MEAN: 


1638 
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So 


Advertising Age, February 20, 1956 


THIS IS NO TRADE SECRET ! susiness is siow 
wow and before the spring upsurge we have decided te Liquware 
TWESE CARS at once to save carrying charges! 

WHY 7 oun voss os cess w we seu at ceaen 
COST THAN WF WE PAY CAREYNG CHARGES 
FoR 30 bars! This ts The Time Te Act! 
There Has Never Been —Te Our Know! 
edge — Such A Sensational Sate! 
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ro | Dodge Coronet 8 Lancer Hard Top 


Plymouth Savoy 8 Sport Cpe. Hard Top 1876 
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Plymouth Belvedere 8 Sport Cpe Hard Tow 
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“Sones > hl a 
equipment eptional equipment can be purchased at deste: 
cost (Hf you wish). 

Every car will be fully prepared end serviced before and 
after delivery We will sell te smyone inctuding deaters but 
we reserve the right to withdraw this offer without notice. 
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our 23rd year 
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CAR BARGAINS—Clifford Monroe, 


dealer, ran this ad in the Feb. 6 New York Daily News and New 


York Times. The remainder of 
swamped. “The carrying costs to 


cluding interest, storage and insurance, is $1 per day, or a total of 


$200. If we keep them 30 days, t 


business is slow, the dealer said, 
dealer cost than if we pay carrying charges for 30 days.” Monroe 
Greenthal Co. 


if YOU CONTEMPLATE A 1956 CAR ANY 
TIME THIS YEAR now i the time to buy at these 
‘ow sensetional prices) 


We heave buyers waiting with cash ter your used car— 
bank terms up te 36 months to suit your convenience 


(MO PHONE CALLS PLEASE our limited sates force will be 
unable to answer them — 


onistenenios to 
Orestes tees MONROE 


Flushing, N.Y., Dodge-Plymouth 


the week, the show room was 
us on each car,” the ad said, “in- 


he cost to us is $6,000.” Declaring 
“Our loss is less if we sell at 


is the agency. 


He Sold Rug Cleaning with Lipstick, Sold 
Lipstick on TV; Now He Seeks New TV Uses 


(Continued from Page 3) 

of the Magikist name. The response | 
has been so good since it was first 
advertised six weeks ago on “In 
Town Tonight” (WBBM-TV) that 
the lipstick may be distributed and 
advertised nationally, depending 
upon its reception in the market 
here. 

The lipstick also is advertised on 
“Your Figure, Ladies” (WGN-TV) 
once a week. More than 5,000 lip- 
sticks have been sold this year 
through the two tv programs. Later 
this year, 10 and 20-second tv spots 
featuring actress Pat Scot will be 
used. 

“We originally brought out the 
lipstick as a promotion for our rug 
cleaning business,” Mr. Gage told 
AA. “People are much more con- 
scious of items they use and sec 
every day. They are more inter- 
ested in commercials for lipsticks, 
soaps, deodorants, etc., than for) 
rugs, which are cleaned no more} 
than once a year. Rug cleaning is 
not an accepted way or part of 
living.” 
® Magikist has applied for patents 
for the lipstick, and a subsidiary of 
the cleaning company will be or- 
ganized when the patents are is- 
sued, Mr. Gage said. He is buying 


the lipstick itself from the Solo} 


Laboratories, Chicago, and the) 
cases from Scoville Mfg. Co., Wa-| 
terbury, Conn. 

Will the lipstick help boost the 
rug cleaning business? 

“I feel that we will add many 
new customers through lipstick 
sales,’ Mr. Gage said. “If the wom- 
en who buy our cosmetics are 
satisfied with them, they probably 


Mr. Gage, who has been in the 


|Tug cleaning business for 27 of his 
47 years, has other ambitions. Con- 
vinced that tv is the most effective 
ad medium, he would like to be on 
it five days a week. Since he feels, 
however, that rug cleaning and lip- 
stick volume would not warrant so 
much tv time, Mr. Gage told AA 
that he may go into the laundry, 
dry cleaning and diaper service 
businesses. 

“The owners of service establish- 
ments have not kept pace with the 
times,” Mr. Gage said. “Most of 
them do little or no advertising. I 
feel that if advertising can bring 
me steady increases each year, ad- 
vertising can also be employed to 
boost business in other services.” 


West to Merrill, McEnroe 
Merrill, McEnroe & Associates, 

|has appointed Thomas W. West 

|copy chief. Mr. West, a free-lance 


| writer in Chicago for the past 18 
‘months, formerly was with the 
|Miami Herald and also has held 
|advertising and public relations| 
positions with the Crosley and| 
Bendix division of Avco Mfg. 
Corp., Sylvania Electric Products | 
jand Bell Aircraft Corp. | 


‘McCall's’ Names Rockwell 
Homer M. Rockwell, formerly | 
with the executive sales staff of | 
Esquire, has been named fashion | 
‘advertising manager of McCall’s, 
|New York. He succeeds William 
|F. Fine, recently named general 
manager of McCall’s’ West Coast 
office (AA, Jan. 30). 


Kahn Joines Lennen & Newell 
Bernard D. Kahn, formerly 
group creative supervisor of Biow 
Co., has joined Lennen & Newell, 
New York, as a copy supervisor. 
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Jerrold Announces 
Community Antenna 
Designed for Color 


(Continued from Page 3) 
tort color. New roof antennas, 
however, will have to be designed, 
he added. 

He predicted the field for these 
color antenna systems primarily 
will be in department stores, which 
will have to demonstrate color sets 
in order to sell them. 

Reason for developing the PMA 
system, he explained, is that color 
reception is vastly more compli- 
cated than black and white—parts 
must be better matched. 


= Mr. Shapp also revealed that his 
company is developing a subscrip- 
tion tv system which operates 
over wires. He said it soon will be 
put into operation, but he would 
not disclose where. 

He also predicted a hig future 
for the use of closed circuit tv by 
municipalities to control traffic in 
congested areas. 

Predicting a $10-11,000,000 gross 
income by Jerrold in 1958, Mr. 
Shapp said the fiscal year ending 
Feb. 29 should see an income of 
about $3,700,000 for the company. 
This, he said, compares with $3,- 
400,000 in the preceding year. 


MILTON E. WISE 

San FRANCcIsco, Feb. 14—Milton 
E. Wise, 69, vp of Long Advertis- 
ing, San Francisco, San Jose and 
Fresno, died here suddenly Feb. 8. 
He had been associated with Long 
since 1948. For several years prior 
to that date he had been advertis- 
ing manager of the Owl Drug Co. 


AUGUST SUNDINE 

Mo.ineE, ILu., Feb. 14—August 
Sundine, 73, co-publisher and ex- 
ecutive editor of the Moline Dis- 
patch, died of a heart attack 
Feb. 8. He suffered a_ stroke 
four years ago and had been con- 
fined to his home since that time. 


Canon Cameras to Fitzgerald 
Fitzgerald & Associates, San 
Francisco, has been appointed to 
direct promotion for Canon Cam- 
eras of Japan. The Tokyo com- 
pany plans to expand its U. S. 
promotional effort via newspapers 
and magazines. The company pro- 
duces the 35mm Canon camera. 


Wheeler Elected Director 

Frederic C. Wheeler, a vp of 
Fidelity-Philadelphia Trust Co., 
has been elected a director and 
a member of the executive com- 
mittee of Triangle Publications, 
succeeding the late James L. Bu- 
chanan. 


SPARK EVERY PROMOTION 
with Genuine 


GLOSSY PHOTOS 


The PHOTOMATIC Co. 
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“more than any other publication 
crossing my desk...” 


the showplace of advertising 


SHOWS THE PRODUCT HERE 
SHOWS THE PROSPECT HOW 
SHOWS THE BUYER WHERE 
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There’s only one way to cover the impo}, 
and that’s through “U.S}. 


HERE ARE 
76% of “USN&WR” subscribers do not subscribe to Time.... }t 
83%. of “USN&WR” subscribers do not subscribe to Newswe}e 
90%. of “USN&WR” subscribers do not subscribe to Nation’s } 
91% of “USN&WR” subscribers do not subscribe to Business } \ 
92% of “USN&WR” subscribers do not subscribe to Fortune.|. 


at 
gy ‘ _ , : eee ne . 
eS oe oo eee aes Pa ee ne) a ‘ F tt tat Aes ty en Beas ce fo : 


Now more than 775,000 net paid circul]; 


AN ESSENTIAL MAGAZINE...ESSENTIAL TO MORE AND MORE READERS...ESSENTIAL TO MORE AND MORE & y 


*Full research reports on non-duplication and other advertising data available at any advertising office: 
30 Rockefeller Plaza, New York 20, N. Y.; Boston, Philadelphia, Cleveland, Detroit, Chicago, St. Louis, 
San Francisco, Los Angeles, and Washington, D. C. 
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i rtant"U.S.News &World Report” market 
1.News &World Report” 
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THE FACTS 


Eight separate studies in the 


that’s 589,000 subscr | bers seven-year period since 1949 confirm 
and reconfirm these findings.* 
efek...that’s 643,250 subscribers Dey snstetiepa hes rere mennne it 


more than one of these magazines. 


. ’ . Some prefer one, some another. 
Business...that’s 697,500 subscribers il casi sien 


business friends (not in advertising) 


we 


| Week...that’s 705,250 subscribers how many of the six major news 
and management magazines they read 
| ’ . regularly. Their answer will jibe 
4..that’s 713,000 subscribers ca ecinieiaa 
AD ges 
i m This is one of the many basic reasons why 
atio ry s Y Pte ial wae Report” is becoming 


ESSENTIAL 


to advertisers aiming their messages at 
high-income people of importance in business, 
industry, government and the professions. 


ADVERTISERS 
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Wykes Joins Gruneau | Downing Adds Steel Tube ‘Bazaar’ Moves to Lewin 
Neville George Wykes, formerly | Formed Steel Tube _ Institute, Harper’s Bazaar, New York, has 
market research manager of Phil- | Cleveland, has appointed Downing | named Lewin, Williams & Saylor 
lips Industries Ltd., has joined Industrial Advertising, Pittsburgh, | to handle its advertising account. 
Gruneau Research Ltd., Toronto,| to handle its advertising and tech-|The magazine formerly was with 
as a project director. nical publicity program. Bozell & Jacobs. 


Pets 
e Cams. 
business 


Colbert Harper Choate Kettering 
Quiti AWARD—L. L. Colbert, president, Chrysler Corp., presents 


the 1955 Silver Quill Award of National Business Publications to 
Charles F. Kettering, of General Motors Corp. Looking on are €* en @eaRwrs. : 


Robert E. Harper, president, and Rufus Choate, board chairman, 
of NBP. 


Silver Quill Winner Kettering Says | 
He's More at Home with Screwdriver te a Li var th yw 


(Continued from Page 2) count for 30% of the sales and ‘gp 
assets of the nation’s 500 largest. y 


Many of the guests were taken | larges Sukie 
by surprise when a business man| “To preserve the capitalistic Ye 
on the reporting panel stood up to system for our children’s or grand- ee ; 
propose that Congress adopt a_| children’s time, it seems to me that <= 
graduated corporate income tax to/ one of the most important things m 
curb expansion of large corpora-| Congress can do is make it possi- 
| ble for more individuals to become 


tions. 

| capitalists,” he said. “This cannot 
= Standing on the same platform be done if the larger corporations 
with top executives of such com-|@re allowed to grow without re- 


panies as General Motors, Du Pont | Straint.” = 
and U. S. Rubber, T. M. Evans, | = sa 
president of H. K. Porter Co., said,| ¥ Government officials participat- 


“I think everyone will agree that ing in the program included the 


the merger of two small or medi-| Secretary of Health, Education 


um-size, relatively weak concerns | 2nd Welfare; the Secretaries of the 
into one stronger concern is a| Navy, Army and Air Force; the 
|Deputy Postmaster General; the 


constructive one. ee 
“Our problem,” he said, “is to| Deputy Secretary of Commerce; 
curb the concentration of control | the Under Secretary of the Interi- rie | % ce ig : 


2 


a 


_ 


in our extremely large corpora- °F and the chairman of the Atom- 


tions.” He said bills now before|i¢ Energy Commission. 


Congress do not get to the real| In addition to Mr. Evans, busi- 
source of the problem. |mess men reporting on “the state 


The most practical and simplest Of the nation” included C. H. ae 
solution, he contended, would be a| Greenwalt, president, E. I. du Pont 
which would eliminate the incen-| Phreys Jr., president, U. S. Rubber 
tive for large concerns to merge. C°-; L. Russell Kelce, president, 
Sinclair Coal Co., and Charles Al- 


Citing Fortune magazine, he said ‘ 
10 large companies already ac- len Thomas, president, Monsanto 
| Chemical Co. Rufus Choate, pres- 


‘ident of Scott-Choate Publications ie ; 
3s : |Inc. and chairman of the board j 
nis™ of NBP, was master of ceremonies. 


T 
pyRiGH || Madison Named Ad Manager 
aS PRIVAC 4 Roger P. Madison has been 
Touchy readers get ideas that Adver- named advertising manager and 


¢ 

t 
tisers or Agencies have invaded the . ‘ : 
rights. When a claim is filed, you ||director of creative services of ' | 
ned out ‘Courier-Journal Lithographing ... a great and growing market 

‘7 


weno te eae Co., Louisville. Mr. Madison was 


devised especiaily to take the sting 


out of these cases. It's su | 
mexpensive and it does "the bob formerly . be 4 of Fred R. Becker 
ednmunbahe Advertising Agency, Louisville. or your pr 0 ucts 
% 


WRITE FOR DETAILS AND RATES 


EMPLOYERS REINSURANCE BMiQuosO mCi 

og. : CORPORATION. Pee Fletcher S. Udall of Fletcher a? i 
"INSURANCE EXCHANGE | Udall & Co. has been named West x oe 
“KANSAS CITY, MISSOURI Coast advertising representative of = 


The Reporter. 


Watch for the April Issue of 

SUPER MARKET MERCHANDISING 
— THE BIGGEST ISSUE IN ITS HISTORY — 
PRE-VIEWING THE INDUSTRY'S BIGGEST 
TRADE SHOW — SMI’s GREAT ANNUAL 
CONVENTION IN MAY IN CLEVELAND. 
The April issue will be the best read of any 
food trade magazine—a wonderful opportunity 
for Advertisers. 
67 W. 44th St. New York 36 MU 2-2180 


A Major American Market Where One Daily Newspaper 
Combination Reaches 99% of the People 
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Corning Advances Brown Weber Heads Weco Weber joined Weco, manufacturer 

James M. Brown, director of the| John J. Weber, 37, has been|Of Dr. West’s toothbrushes, in 
Corning Glass Center, Corning,/ elected president of Weco Prod-/|July, 1954, as vp and assistant to 
N. ¥., since 1951, has been ap-| ucts Co., Chicago, succeeding John | the president. Prior to that he was 
pointed director of the company’s|T. Woodside who died of a heart|vp and general sales manager of 


Christopher Names Orenstein 

Carol Orenstein, formerly with 
the sales department of Printers’ 
Ink, has been named copy chief 
of Allen Christopher Co., New 


new division of public affairs. 


attack Jan. 28 (AA, Feb. 6). Mr.} McKesson & Robbins, New York. 


York. 


HENRY FORD II 

President, Ford Motor Co. 

“The fact that we have invested 
many millions of dollars to enlarge 
our facilities in Louisville affirms 
our high opinion of this important 
sales area and its strategic position 
in the heart of the Midwest." 


CAPTAIN EDDIE RICKENBACKER 
President, Eastern Air Lines 
“Louisville's dramatic growth has 
been primarily responsible for the 
fact that Eastern Air Lines is flying 
sixty-four per cent more passengers 
in and out of Louisville than we did 
in 1951. Yes, Louisville is literally 
and figuratively flying places today 
... 1 can see no limit." 


JOHN L. McCAFFREY 

President, 

International Harvester Co. 

“The $60,000,000 investment our 
shareowners have made in Inter- 
national Harvester Louisville Works 
. .. is our largest single investment 
in a manufacturing plant. The many 
industries that have moved to Louis- 
ville since 1946 more than attest to 
Louisville's many advantages and 
encouraging future." 


_ 381,468 Daily Combination «¢ 
Represented Nationally by The Branham Company 


CHARLES K. RIEGER 

Vice President, General Electric Co. 
“We decided to locate Appliance 
Park in Louisville (because) we 
were looking for a location near a 
city large enough to absorb the 
social and economic impact of 
Appliance Park. The more we 
learned about Louisville, the more 
we were convinced it was our log- 
ical choice." 


M. LEWIS 

President, 

Brown & Williamson Tobacco Corp. 
“Today, Louisville is one of the 
largest cigarette manufacturin 

cities in the world, and four out o 
the six largest cigarette companies 
in America operate plants here. | 
would say that Brown & Williamson 
is a good example of Louisville's 
remarkable industrial growth and 
progress in the past three decades."’ 


LEE B. THOMAS 

President, Thomas Industries, Inc. 
“Thomas Industries now directs its 
far-flung operations from Louisville 
(because) Louisville was the best 


natural distribution center for the 
entire American market. Our ex- 
perience indicates that Louisville, 
and Kentucky, have more to offer 
the small manufacturer engaged in 
a national operation than any city 
or state in the nation.” 


BILL CORUM 

President, Churchill Downs 

“Every year the Derby brings me 
in contact with business leaders 
from all over the United States. Vir- 
tually all of them express amaze- 
ment at Louisville's growth. Take it 
from me—or any of the 60,000 out- 
of-town racing fans who attend the 
Derby — Louisville is larger than 
you think.’’ 


GEO. GARVIN BROWN 
President, 
Brown-Forman Distillers Corp. 
“Since 1870 we have grown and 
benefitted from Louisville's vigorous 
industrial expansion, until toda 
our employees total 1,234, wit 
an annual payroll of near eight 
million dollars, The city's excellent 
air, rail and water transportation 
facilities make it an ideal location 
of industry."’ 


E. ENDTER 
President, 


Devoe & Raynolds Company, Inc. 


“The increasing importance of 
Louisville as a business and indus- 
trial center placed it on the top of 
the list of suitable areas for our 
Executive Offices. All of the advan- 
tages we anticipated, and many 
more, have materialized since we 
made the move to Louisville.” 


GEORGE 0. BOOMER 

President, 

The Girdler Co. and Tube Turns 
“Our executive offices and main 
plants are located in Louisville for 
the soundest of reasons. Electrical 
energy and natural gas, required 
in our manufacturing operations, 
are in abundant supply. Addition- 
ally, Louisville offers ample room 
for our future expansion.”’ 


DAVID REYNOLDS 

Vice President, Reynolds Metals 
“Reynolds Metals established a 
general sales office for all major 
pm ge divisions in Louisville (be- 
cause of) Louisville's central, mid- 
western location. Louisville's well- 
balanced economy and vigorous 
growth made it a favorable testing 
ground for many of our products. 


JOHN E. TILFORD 

President, 

Louisville & Nashville Railroad Co 
‘As a key junction between the Mid- 
west and the South, Louisville today 
is a principal distribution center 
and industrial metropolis situated 
on the threshold of these two im- 
portant areas. The city’s economic, 
social and cultural achievements in 
the past few decades have provided 
a sound foundation for continued 
growth and prosperity.”’ 


e Conrier-Zournal se. . 
THE LOUISVILLE TIMES 


314,966 Sunday 
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‘Ad Triumph Is 
Told in Keezer's 
Ad Week Record 


(Continued from Page 2) 
halted because advertising was 
maintained, and actually increased 
by more than 5%. 
| The principal reason a sales de- 
‘cline was attacked with increased 
advertising. Dr. Keezer says, was 
because of “management’s new- 
found conviction that good adver- 
tising is essentially an investment 
|in the development of a market. 
| Successful development requires 
|sustained investment. 
| “The crucial role of advertising 
|in providing driving power for our 
|economy,” Dr. Keezer says, “is 
gaining greater recognition every 
day. 
| “In performing its key role in 
|past years, American advertising 
| never realized its full potential. It 
successfully promoted sales,” he 
says, “but it never was called upon 
to promote an over-all economic 
stability as a direct outgrowth of 
| increased sales. 


s “By successfully promoting both 
sales and economic stability, as it 
did in 1954,” Dr. Keezer says, “ad- 
vertising surely has added new 
strength to the American economy. 
It has also added a great new and 
constructive dimension to advertis- 
ing itself.” 

Publications that will carry Mc- 
Graw-Hill ads featuring the text 
of Dr. Keezer’s recorded talk in- 
clude: Boston Herald Traveler, 
Chicago Tribune, Cleveland Plain 
Dealer, Dallas News, Detroit Free 
Press, Houston Post, Los Angeles 
Times, The New York Times, New 
York Herald Tribune, Philadelphia 
Bulletin, Pittsburgh Press, San 
Francisco Examiner, St. Louis 
Post-Dispatch, Tulsa Tribune and 
World, Washington Star, and a 
number of business publications. 

Fuller & Smith & Ross handles 
McGraw-Hill’s institutional adver- 
tising. 


Wesley Aves Adds Two 

Wesley Aves & Associates, Grand 
Rapids, Mich., has been appointed 
to handle advertising for Electric 
Sorting Machine Co., Grand Ra- 
pids, and Habitant Shops Inc., 
Bay City. 


WHAT'S BLACK AND LIGHT 
AND READ ALL OVER? 


It’s a dispiay or billboard done in 
“Blak-Ray” black ligist! Indoors or 
outdoors, its super-colorful fluores- 
cence makes shoppers stop—and re- 
member longer. Units come in all 
sizes, from a compact 9-inch width 
all the way to the big weather-proof 
outdoor fixture that brilliantly flu- 
oresces a 10-foot-wide area (four of 
these activate a 40-foot billboard). 

Many interesting, revealing facts 
are jammed into new Case History 
No. 11A. 

Other Case Histories now avail- 
able are “110A Visual Aids for 
Sales Meetings”; “14A Theatrical 
Effects”; “116A Invisible Coding 
Inks”. 

Black Light Corporation of 
America, Distributors for Ultra- 
Violet Products, Inc., 5114 Walnut 
Grove Avenue; San Gabriel, Cal- 
ifornia. 

Distributors in principal cities. 
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TIME ENOUGH AND PLENTY 


to plan and prepare the right kind of job for this only-one-of-its-kind oil marketers’ desk- 
top reference book. 

Don’t wait till the last minute and then make do with whatever's to hend. 

Start the wheels turning now so the Factbook can help keep sales rolling the rest 
of the year 

Advertising in NPN’s Factbook issue must meet the quick product information 
demands made of it the year around by oil & TBA marketing management men in major 
oil companies and among independent oil jobbers. It should supply informative, specific, 
complete catalog-type coverage of equipment for the storage, transportation and mer- 
chandising of petroleum products, as well as for tire, battery and automotive accessory 
product lines sold through oil marketing channels 


NPN’'s Factbook is the 13th and only special 
issue of National Petroleum News and has 
the same all-paid audited circulation as the 
monthly issues of the McGraw-Hill maga- 
zine of oil marketing plus many extra 
single copy sales. 


National 
te 1956 Petroleum 


News FACTBOOK i«- 


ADVERTISING CLOSING DATE including the WEB&A Directory 


APRIL IGth and Buyers’ Guide 


WILL BE PUBLISHED IN MID-MAY 


RCA Complies with FTC Rule 
RCA Victor has revised its ad- 
| vertising program for tv receivers 
| to designate the number of square 
inches of viewing in each set, in 
accordance with Federal Trade 
Commission regulations (AA, Aug. 
1, 1955). Actual screen size con- 
tinues to be used, however, to avoid 
public confusion. The company 
has complied with the new rules 
for advertising copy referring to 
cabinet composition for more than 
a year, so no change was necessary 
there, a company spokesman said. 


Dow Pushes ‘Shoe Saver’ 

Dow Corning Corp., Midland, 
Mich., is planning a special spring 
promotion for its “Shoe Saver,” a 
silicone water repellent and leather 
preserver for home application to 
shoes. The program includes two- 
color, one-column ads in The Sat- 


urday Evening Post, regional cam-,| 


paigns using radio, tv and news- 
papers, and point of sale materials. 
Church & Guiswite Advertising, 
Midland, handles the Shoe Saver 
account. 


330 W. 42 St., New York City 36... Longacre 4-3000 


Whos on First ? 


In the rural Southwest, one farm maga- 
zine* leads the field in “firsts” when it 
comes to subscriber service. Not the least 
of these coveted “‘firsts” is livestock interest. 


Only the Farmer-Stockman, of maga- 
zines with wide circulation in Oklahoma 
and Texas, has a livestock section. It is 
produced in each state by a full-time live- 
stock fieldman! In our part of the country 
that’s important because livestock 
brings these farmers and ranchers more 
than a billion dollars in NEW wealth each 
year ... almost as much as comes in from 


all crops combined. 


The 99% 
homa and 82% in Texas prove that this 


coverage of farms in Okla- 


and many other Farmer-Stockman “firsts” 
pay off... both in readers of the Farmer- 
Stockman and in sales for you! 


* the Farmer-Stockman 


426,083 subscriber families in the Southwest 


(Texas — 243,625 . 


The Farmer-Stockman 


DALLAS 


OKLAHOMA CITY « 


. . Oklahoma — 117,733) 


The Farmer-Stockman is owned and operated by The Oklahoma Publishing Co. 
—— Oklahoman * Oklahoma City Times * WKY Radio * WKY-TV + WSFA Radio * WSFA-TV 


Represented by Katz Agency 
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3-Column Ad Leads 


to $10,000,000 Plant 
in Dade County, Fla. 


Miami, Feb. 14—Anybody who 
'traces down the origin of the de- 
cision of the General Portland Ce- 
|}ment Co., Chicago, to start a $10,- 
|000,000 cement plant in this area 
will ultimately arrive at a three- 
|/column newspaper ad. 

| The ad, prepared for the Dade 
‘County advertising department by 
|August Dorr Advertising, ap- 
peared several times during the 
past few months in New York 
dailies and national financial pub- 
lications. It recounted the growth 
of a little industrial plant into a 
big one—“from six employes to 
$6,000,000 in sales in five and a 
|half years.” 


= One reader of the advertising 
was Smith W. Storey, president of 
General Portland. He clipped a 
coupon which wound up with 
Philip W. Moore, president of First 
Research Corp. of Miami and a 
member of the county’s advertis- 
ing advisory board. Mr. Moore 
told Mr. Storey some facts about 
making and using cement in 
Florida. 

Now Mr. Storey has indicated 
|his company’s plant here will oc- 
|cupy nearly 2,500 acres on a tract 
19 miles from town. It will have a 
capacity of 1,250,000 barrels a year. 

The story that interested Mr. 
Storey? It was about Adams En- 
gineering Co., headed by Charles 
Silvers. Adams, started in the 
rear of a Miami laundry, now 
distributes AEC glass jalousies 
‘and other aluminum products all 
jover the world. 


70% of U.S. Homes Have TV, 
Says ‘Television Factbook’ 

About 70% of U.S. homes have 
tv sets, according to the 1956 
|spring-summer edition of “Tele- 
|vision Factbook,” a semi-annual 
|published by Television Digest. 
The 22nd edition of “Factbook” 
| Teports 37,000,000 sets in use here, 
|half of them with 19” and 21” 
| screens. It says 10,370,000 sets are 
in use elsewhere in the world. It 
reports the U. S. has 475 stations 
and the rest of the world about 
200. 

Data on facilities, rates, person- 
nel is included for all U.S. and 
Canadian stations. Among the oth- 
er directories in the factbook are 
networks, complete with their ex- 
|ecutive personnel, tv program pro- 
ducers and syndicators, and man- 
'ufacturers. The book is available 
‘at $4.50 from Television Digest, 
| Wyatt Bldg., Washington. 


| 
Zaret Joins Barry & Enright 
Song writer Hy Zaret has joined 
with Barry & Enright Productions, 
|New York, to set up a subsidiary, 
Bez, at 667 Madison Ave., New 
/York, to produce animated films 
lranging from tv commercials to 
|industrial movies. 


j 


PRESS CLIPPINGS 
News items, editorials, advertisements 
Make Authentic Records 


| You can check results promptly and base 
| decisions on accurate facts with service by 


(sTasU STD 88 
PRESS CLIPPING BUREAU 
BArcley 7-537! 


165 Church Street New York 7, N.Y. 


And to keep these records for reference 
we offer sturdy, handsome, indexed 


| Loose Leaf File Books 
in two practical sizes; rubber cement; 

plastic laminating if desired. 

BURRELLE’S 


| PRESS CLIPPING BUREAU 
| 165 Church Street © New York 7. N. Y. 
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now! \ 


STRIKE IT RICH | IN ’56 


FLORIDA'S 


NOW 1 3/4 BILLION BIG 
AND PLANNING BIGGER! 


* $10,000,000 Portiand Cement Plant to be built in 
Greater Miami 


* $18,000,000 Resort Hotel announced by John R. 
Hearst for Downtown Miami 


* $200,000,000 Interama Center for Latin Trade now 
receiving construction bids 

* $1,808,000,000 Effective Buying Income up 9°% 
in a year s 

* $1,500,000 Industrial site bought near Miami's ~ 
International Airport 

%* Howard Hughes selects site for industrial and re- 
search center in Greater Miami 


YOU can hit dirt the low-cost of The 
Miami Herald, which ee ne the entire Gold Coast market. 
See your SB&F man 7 


JOHN S. KNIGHT, Publisher STORY, BROOKS & FINLEY, National Reps. 
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38 Advertising Age, February 20, 1956 
Carter Joins Board |Co., Needham Heights, Mass., un-| Brown Issu j i i 
, , , es Ad Rate Guide — ati lse TV 
William L. Carter, director of|derwear manufacturer, has been i Be Grows Adverting Agen-| National Nielsen Ratings of Top Shows 
advertising, promotion and publi- named a member of the company | cy, 20 N. Wacker Dr., Chicago on | Two Weeks Endin g Jan. 21, 1956 
city programs of William Carter | board. published its “1956 ‘Advertisers ; 
——| Rate & Data Guide,” the 31st an- | All figures copyright by A. C. Nielsen Co. 
nual edition. The 56-page booklet | Ni * 
. elsen Tota e 
T : lists rates, circulation, closing and | otal Audience 
, OPS IN LEGWORK! issuance dates for general, farm, | TOTAL HOMES REACHED 
mail order and direct selling mag- Homes 
— azines. Shopping sections of na-| Rank Program (000) 
tional magazines and metropolitan! 1 Peter Pan (Ford, RCA Victor, NBC) ..ncccccccccccccccsssssssssssssssssssssssssssssenevnes 18,077 
newspaper rotogravure magazines, 2 Ee es I aa raitcteeatnntctadeattraecstreseennndssdnsdcoianacis 17,620 
are listed, and daily and Sunday | 3 Ed Sullivan Show (Lincoln-Mercury Dealers, CBS) .........cccccccccccsescseeseee 16,918 
display rates of newspapers and 4 Disneyland (American Motors, American Dairy, Derby Foods, ABC) ...... 16,041 
——— of more than 50,000 popula-| 5 1 Love Lucy (General Foods, Procter & Gamble, CBS) .o.........cccccccccccseeeee 15,374 
lon are included. The booklet,! 6 Dragnet (Chesterfield, NBC) ......cccccccccssssusssssssssssssssnsssseveseessseenueeeen 
as f at 5 which is available to advertisers} 7 jock Benny Show (Lucky Strike, CBS) ..0.000000--ccccccccsssssssson 
USIC’s ever-expanding nationwide survey research field without charge, also includes class-| g You Bet Your Life (DeSoto-Plymouth, NBC) c.---eccccceeec......, 
organization is now in 655 cities and towns. Call USIC for ified advertising information for) 9 ford Stor Jubilee (Ford, CBS) .......... . Senne 
fast, efficient service—regardless of scope, location, or con- leading newspapers. 10 wet as. . 
tent of your survey. All interviews are: 
PROGRAM POPULARITYT 
Done Right - Edited + Validated Fred Niles Opens Studio ne 
Fred A. Niles Productions Inc. 
Guaranteed Useable beer moved into a_ three-story re Suis ton abn ee Pregres (%) 
ee : building at 22 Ww. Hubbard St. | eter Pan ( ‘ord, A ictor, NBC) Gnoubeceeunsecnsncsnannsuasenbennsendereretcondeuscnenneocsteees 54.4 
b y ’ Som 
Write for free handbook of services ‘Chicago. Before forming the com. | 2 $64,000 Question (Revlon, CBS) -.cnnsemrsentnnnntnnemnstnnnsnninentnenin 52.2 
UNITED STATES INTERVIEWING CORP. pany, Mr. Niles had been for nine : p beer we ape pd Dealers, CBS) weccncesecoosoooooooccoosessoscesoeocese 50.7 
years exec vp of Kling Film Pro- eylan ( merican tors, American Dairy, Derby Foods, ABC) ecccscesoose 47.3 
141 W. Jackson Bivd. * Chicago 4, til. + Webster 9-4000 | auctions. | 5 1 Love Lucy (General Foods, Procter & Gamble, CBS)... 45.2 
| 6 Ey ry I arctic cetinenniistceeticsisincnennnsnmstiaseennttanennmis 
| 7 Jack Benny Show (Lucky Strike, CBS) 
| 8 ee ae See i: CI Bieri iaicccisiencctiienniistaatthiesteitiantensinillmemasiatiiesetaddaasth 
| 9 You Bet Your Life (DeSoto-Plymouth, NBC) ...........cccccccccsccsssececcesseeseeeeseeseee 40.2 
| 10 Perry Como Show (Several sponsors, NBC) .................. 40.1 
Nielsen Average Audience** 
TOTAL HOMES REACHED 
Rank Program 
1 SR Crates Cea ID  ececeiencintichiasitreciattiniaalataaiaielaentiarienistcsisnicetaniais 
2 1 Love Lucy (General Foods, Procter & Gamble, CBS) 
3 ee Se ee eeetintincncitciseinctneenncaticccnatocsenlasentionniitainrcanannatin 
4 Peter Pan (Ford, RCA Victor, NBC) ............ 
You get 5 Disneyland (American Motors, American Dairy, Derby Foods, ABC) ........ 13,654 
6 Ed Sullivan Show (Lincoln-Mercury Dealers, CBS) .............ccccccseeseeeeeeeeneee 13,419 
WAY SUPPORT 7 You Bet Your Life (DeSoto-Plymouth, NBC) ..........c.ccccccccccccsseeseeeceeeeenenes 12,952 
8 Rent, Geta Gt ae es GE ceetirnisrcsesicsiesinsrecvtenssactasteonnntsitmans 12,917 
9 fi ERNE a EE a ieee et er we oO 12,601 
for your 10  Pebvatie Soevetery (lusay Strtlea, CBG) cccccenccsccccnccccsensccsccessccccsnseceerens 12,145 
i PROGRAM POPULARITYT 
oes Rank Program (%) 
“he 1 a a 
. 2 I Love Lucy (General Foods, Procter & Gamble, CBS) .............cccccceccesnseene 43.1 
' 3 MR RE a ean 41.1 
WORLD-HERALD 4 Dene: Cee, FERED erceeiterictnrsetertiereccceniemnincsnntasvitiiemmnansinnnmennenys 41.0 
re ‘ ‘ 5 Ed Sullivan Show (Lincoln-Mercury Dealers, CBS) ..........ccccccssssereeeseneeeserene 40.8 
Sa ft +e he 6 Disneyland (American Motors, American Dairy, Derby Foods, ABC) ........ 40.2 
Ss 7 Jack Benny Show (Lucky Strike, CBS) . 389 
$ > 8 You Bet Your Life (DeSoto-Plymouth, NBC) .......ccccccccccssscsscvsuvevsveesseseeseneeeeeees 38.0 
— ee RE ell, SS RS ea 36.9 
tm ' 10 December Bride (General Foods, CBS) ...........cccccssccecesesseescsnrerereeeseneeessenes 36.4 
: | os Bee eo *Homes reached by all or any part of the program, except for homes viewing only 
: ee one to five minutes. 
es es **Homes reached during the average minute of the program. 
S 3 tPercented ratings are based on tv homes within reach of station facilities used by 
each program. 


Trendex TV Ratings 
Feb. 1-7, 1956 


Rank Program 
L! is read 1 Ed Sullivan Show (Lincoln-Mercury Dealers, CBS) 
The World Herald a by 2 $64,000 Question (Revlon, CBS) .......ccccccsccsreeeccererseeeereenes 
ili i ras 3 Perry Como (Several sponsors, NBC) .........-cv::ssssessessessessnenne 
3 out of 5 families = Neb ka 4 1 Love Lucy (General Foods, Procter & Gamble, CBS) ..........00» 
este mar 5 December Bride (General Foods, CBS) ..........cccccccceesseerseeseeeeeennenenens 
—— edvertising and Western lowa...a ket 6 Arthur Godfrey's Talent Scouts, (Lipton, Tomi, CBS) .....ccssccesooceusee 
tathg appeats. a illion peo i 7 You Bet Your Life (DeSoto-Plymouth, NBC) 
x of 1%-million ple with 8 Red Skelton Show (Pet Milk, Johnson’s wax) 
illi a 9 What's My Line (Jules Montenier, Remington Rand, CBS) ..........0-ssseees 
2-billion dollars to spend 10 Disneyland (American Motors, American Dairy, Derby Foods, ABC) 
For complete market information and de- 
tails on the Omaha World-Herald 103 Plan, Glidden in Drive Highlighting on fp ~~ Setitoen, The am 
’ ; hemi al Co. our are lurkee amous s, 
contact oO Mara & Ormsbee or write the ‘ as C ~ Co. | Southern Chemical, Chemurgy and 
National Advertising Department of The idden Co., Cleveland, has|,, «3+ meldrum & Fewsmith is the 
World-Herald launched a corporate promotion | agency 
» program built on the theme, | ‘ 


“Growing with the Horizons of) 5 ssican Window Glass 


Chemistry,” relating Glidden’s 
growth from a local paint com- Appoints Agency, A.M. 


pany into an international and| American Window Glass Co., 

diversified chemical organization.| Pittsburgh, has appointed W. S. 
Omaha The program is using a four-color | Walker Advertising, Pittsburgh, to 
series in Fortune, Newsweek and'handle its advertising. Albert P. 


WV U. S. News & World Report and|Hill Co. formerly handled the 
orld-Her ald a b&w series in Analysts Journal, | account. 


Sunday Barron’s, Financial World, Forbes,| American Window Glass also 
oat my 262,462 Journal of Commerce and the/has appointed Richard K. Laurin 
O’Mora & Ormsbee, National Representatives Wall Street Journal. advertising and sales promotion 
Publisher's Statement fer September 30, 1985 The color ads highlight Glid-|manager, a new position, as “part 

New York + Chicago + Detroit + Los Angeles * Sen Francisco den’s chemicals-pigments-metals|of the company’s expansion pro- 


division. Ads in both series will| gram.” Mr. Laurin formerly was 
carry the slogan, the Glidden|assistant advertising manager of 
trademark and will list the com-! Rockwell Mfg. Co. 


ice aie oa 4 ey , Deere) ara * So . 2 ih Roe ied gs Ta. ¥; — : 7 bis a: a4 
| Re ee ee ae ie ee a = . =p ree i A 
| Lec oa = : “hy 
dies 
A eat 
ca 
mas . 
Bee 
. sy ‘ 
Jkee 
Pe ‘* 
a. hy 
Tair Be: 
oN SS 7 
ue 
dats! VCs 
Ne 
4) cf 
iss 
E whe ni 
es) * Phe i 
Mig. } 
ae 
ae 
eee? 
ie Katt 
ature 
moe or 
mae 
5 See 
oe 
3 HE (a 
ngs a 
aha ie 
peas 
‘iat —. 
2 rae 
RE i a 
ay Se 
OT ig 
ieee 
red re 
ates? i 
Pee a 
swage’ 
he . 
“a 
meee 
Bean 
ieee 
vet 
Rae 
Oa 
age. | 
aoe Soe 
he ee 
aa 
ne 
Bee: J 
Ee eas 
ae 
ts Niry | 
os Pe a 
‘G Di: 
? —_ 
ag | 
a 
Seater 
Ye 
as 
ae 
ee j 
ea 
: ee ns. . 
pets. ; TS erhsing. pone 
Sere 1 
Foo: ' 
Sat 
is ; : . 
tee 
gay. 
hy Mae 
Bare) 
ie a 
Sue 
are 
ius 
ee 
ea 
Pee. 
ep E 
wee 
sare 
Pio 
pal be 
oak 
Be 
gt fs 
mi m 
Ve 4 
bar: a 
Bah 
ae 
48 Seesang wate orb oT) 
ot = eee 
- oe 
te WANS 
¥ a == — 
Ps = se=pe 
yh Es oN se. Se Rr 
lg aoe Neate ‘ 
ae a gcc? % 
ek meses C8 
get oy . 
iy 
2 eee 
sae 
a 
t ~ 2 : . q 4 } Y 
gt See te. Dt ea ee oy s GREE Fadel oe ae. eee a me a ae el Se ee EN So — oe = Sew “ vs ¥ . 
1. hat SEE int ie ea: | | | ai - is 5S eR eT i 
Shamet A Sr oeaat ie Sage ds ea ee oom ie SS Sl 


x 


; 


Peet 


* 


‘succeeds like success! 


nothing 


ES 
Es 


OUT IN FRONT 
4°" 

CHANNEL G is rated 
29% more often than Channel B 
90% more often than Channel C 


Monday thru Friday—2:00-11:00 PM 
... the heart of the TV day. 


MORE PEOPLE watch CHANNEL 6 MORE OFTEN 
than any other Philadelphia TV station. 


*American Research Bureau, December, 1955 


AFLANGLE SSN 


WFIL-TV 


PHILADELPHIA, PENNSYLVANIA 


CHANNEL & 


ABC-TV ¢* BLAIR-TV 
Radio-Television Division—Triangle Publications, Inc. 
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1955 Advertising Expenditures 
in Farm Publications 


poultry and classified, as well as commercial) was $53,843,101, 
compared with $52,540,220 in 1954. 


In the following tabulation prepared by Farm Publication Reports 
Inc., advertisers who spent $25,000 or more during 1955 in 39 farm 
publications measured by FPR are listed in the order of their ex- 


penditures. Total dollar volume for the year (including livestock, | *esder O8 Compeny 


General Mills, Ime. 2... 
R. J. Reynolds Tobacco Co. .... 
The Massey-Harris Co., Inc. .... 
Harry Ferguson, Inc. ............ 
Rexall Drug Co. .......... 
Be i A saiterterttarticncorrsee 
Quaker Oats Co. ..ccccccccecccenes 
Chrysler Corporation ............. 
Western Auto Supply Co. .... 
Aveo Mfg. Corporation 


of Indiana 


as | American Telephone & 


ee 


373,734 
364,548 
356,494 
352,568 
333,850 
332,445 


331,421 


331,286 


414,687 | Oliver Corporation 
413,495 | American Tobacco Co. 


398,114 | Phillips Petroleum Co. ..... 


389,437 
Allied Chemical & 

Dye Corporation 
Nutrena Mills, Inc. 


U. S. Rubber Company 


Thoresen Direct Sales 


Johnson & Johnson 


New Holland Machine Co. .... 


Champion Spark Plug Co. .... 


DeKalb Agricultural Assn. .... 


Socony-Vacuum Oil Co., Inc. .. 
ko ee 


Advertising Age, February 20, 1956 


323,019) E. |. Du Pont 
319,442, de Nemours & Co. ............ 
313,487 Eli Lilly and Co. ............. 
305,382 | National Steel Corporatio: 

| State Farm Insurance Co. ........ 
304,822 Morton Salt Co. ... 
301,377 Carnation Co. ........... a 
284,808 | Moorman Mfg. Co. «2.0.0.0... 
275,085 | Lion Oil Co. .......csscsecssecseseneeees 
259,602 | Colgate-Palmolive GIG witntivnevtet 
257,364 | Standard Brands 


252,644 | Studebaker Corporation 


7 238,927 | Murphy Products Co. ............ 


220,361 | B. F. Goodrich Co. ................ 


217,826 
214,617 
211,752 
204,948 
204,461 
203,331 
202,943 
200,911 
194,099 
184,266 
179,910 
179,495 
178,895 


General Motors Corp. ............ $2,490,946 
Gt . ena 1,375,812 
Internctional Harvester Co. .... 979,806 
Chas. Pfizer & Co., Ine. ........ 879,217 
American Cyanamid Co. ........ 853,457 

General Foods Corporation .... 824,577 

General Electric Co. ............ 816,843 

Allis Chalmers Mfg. Co. ........ 582,275. 
Minneapolis-Moline Co. ........ 557,406 

U. S. Steel Corporation ........ 543,559 

Firestone Tire & Rubber Co. . 512,217 

John Deere Plow Co. ............ 479,637 | 
I I soi, bo coats tatcaeidndieats 


Goodyear Tire & 
OE Gag FRG. ccaccrccccccecne 


Serves Management 
On Direct Advertising 


To keep pace with the growing 
use of direct mail, Advertising 
Requirement’s 21,000 readers 
count on AR for tested ideas on 
getting more leads for salesmen, 
more direct sales, better public 
relations pieces at less cost. Fol- 
lowing are typical articles which 
brought enthusiastic responses 
from readers utilizing direct ad- 
vertising : 
“101 Tips for Direct Mail 
Advertising” 
“Cutting Catalog Costs” 
“Building Business Through 
Direct Mail” 
“How To Prepare Effective 
Mailings” 
“The Wonderful Letters from ae 
Story Book Village” a oe 
“A New Approach to Gadget oe 
Mailings” 4 
“A New Look At Direct Mail” 
“The Miller Story” 


Sells Management 
On Direct Advertising 


To get a larger share of this es- 
timated $600,000,000 market, 
foremost producers and suppliers 
to direct mail are capitalizing on 
AR’s editorial service by placing 
their sales messages in its “Direct 
Advertising” section. Among re- 
cent advertisers relying on AR’s 
selling power are: 
The Appleton Coated Paper Co. 
Reuben H. Donnelley Corp. 
Thomas Collators, Inc. 
Allen Hollander Company, !nc. 
American Mail Advertising 
Cupples-Hesse Corp. 
R. L. Polk & Co. 
Du-Plex Onvelope Corp. 
Publishers Book Bindery, Inc. 
James Gray, Inc. 


_ 178 REQUESTS FOR 
4,444 REPRINTS 
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Whether direct advertising rep- 
resents your problems or your 
products—turn to AR for results ! 


CHURCH BUILDING BOOM — Ii’s a material sym- 
bol of America’s religious resurgence . . . a major 
factor in the building industry's prosperity. Since 
1950, we've spent $3 billion to construct houses of 
worship. This year, a 15% jump to a new $850 
million annual high is expected. Read “New Age 
of Faith Sparks Church Boom”, starting Page 92, 
February Nation’s Business. 


LABOR IN POLITICS — In 1956 labor will spend 
$3 million and put thousands of politically trained 
people to work. Objective . . . to elect a pro-labor 
administration and Congress. Here are the unions’ 
plans, strategy, aims . . . plus suggestions for con- 
structive action by business. Don't miss “Labor's 
Political Machine Goes to Work”, starting Page 70, 
February Nation's Business. 
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50,167 REPRINTS 


1963 — 
in the swcond to quarter of 1985. prea 242.000 
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wealth well bekow our Preneny, “ton oh remem: FOr the 25 to 45 your 80 Toe? wis be like diame 
Johnson, vice president OPN * or ates that persona! from now Good 
T Walter Thompean Company SOON Coe IT per cent | (UN Ms ecarce phood, swent ant 
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in 1955...3,303 businessmen 
t 680,447 reprints from 


bough 


WHAT EMPLOYEES WANT IN AN EXECUTIVE — 
That's the title of Nation’s Business interpretation 
of the comprehensive nationwide survey by the 


National Office Management Association. This 
article interprets the survey . . . evaluates questions 
and find 


2 izes the conclusions. See the 
results from this informative study, starting Page 
30, February Nation’s Business. 
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Sinclair Refining Co. .... 


176,086 | J. A. Folger & Co... 161,026 | The Sherwin-Williams Co. ........ 136,034 | Sheli Oil Co. o....cccccccccceene 
Delaval Separator Co. 175,912 | Corn Products Refining Co. .... 154,808 Procter & Gamble Co. ........ 135,708 Virginio-Carolina Chemical 
' American Home Products Western Condensing Co. ........ 154,572 | Aluminum Company of a aan 
f CII ccenenssicicermmsens 174,651 | Armour & Company ................ 150,414 EE 134,688 | Association of American 
Food Machinery & New York Life Institute of Life Insurance .... 130,730 | IIIS sisceinicanneasninlotiiaent 
174,243 | Insurance Co. ......cccceeceeees 146,850 | International Minerals & | Merck & Co. Ine. 
gt EE 146,279| Chemicals Corporation ........ 127,847 | Radio Corporation of 
171,077 | McCulloch Motors ................ 146,119 | Homelite Corporation ............ CE 5 I i ices 
Willys Motors, Inc. ..... 169,988 | Butler Mig. Co. ...cccccccccceseeees 140,978 | Portland Cement Assn. ........ 126,823 | Gulf Oil Corporation 
Weyerhaeuser Sales Co. ........ 169,860 | Equitable Life Assurance Mathieson Chemical Corporo- | Borg-Warner Corporation .... 
Caterpillar Tractor Co. ........ CF en VBBBBD | — HO crcceccscccceveescereeserescerseeees 125,678 | Vick Chemical Company ........ 
Continental Oil Co. ..... 169,478 | Atlas Supply Co... 138,540 | The Andrew Jergens Co. ........ 120,900 | Consolidated Products Co. 
Dow Chemical Co. ..... 167,847 | Keystone Steel & Wire Co. .... 137,831 | Eaton Mfg. Co... 
Babson Bros. Co. 164,639 | Cities Service Co. .........cceccccceee 


119,300 | Borden Co. ooiccascsscccsssssssssesees 
136,277 | L. P. Gas Service 
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Authoritative, on-the-button, profitable reading! 
Timely articles like ... America Needs A Million 
Salesmen—What Makes An Executive—Success 
Won't Save Your Business generate action among 
business owners and administrators. Read any 
of these interest-prodding reports . . . you'll see 
why 3,303 executives bought a total of 680,447 
extra reprints of Nation’s Business articles 
in 1955. 

Here is significant, timely reporting that 
750,000 businessmen value as a helpful guide in 
planning the future of their business. Here are 
comprehensive, authoritative articles which dig 
out the facts, weigh the trends, analyze and 
interpret . . . and take a positive stand on vital 


issues important to management plans and deci- 
sions. Here is business jourfialism of a calibre 
that executives respect .. . that’s read intensively, 
reprinted in the thousands by popular demand, 
quoted and talked about in board rooms, front 
and branch offices across all business and in- 


Nations Business 


dustry. Nation's Business is edited, and edited - 
exclusively for top management. tions Business 
Top management? Look at the figures! Over Na yo 2 
550,000 of its 750,000 subscribers are presidents, er 
owners and partners . . . “business owners” who 
set plans and policies, make basic buying deci- 
sions for their companies. Moreover — Nation's 
Business has 250,000 subscribers in cities with 
50,000 or better population—500,000 in communi- 
ties 50,000 and under, more than double the 
totals for the next two business books combined. 
More and more advertisers are recognizing 
Nation’s Business as a good place to do business 
. .. marketers of office equipment, air condition- 
ing, communications, building materials, plant 


750,000 PAID CIRCULATION 

— Read by 75,000 executives of 
business members of the National 
Chamber of Commerce and...675,000 
other leaders of the American business 
community who paid for their subscrip- 


, tions at the annual rate of $6.00. 
sites, transportation . . . every product or service deo: congress w= 
management buys! These heads-up sellers know Here's how 12 psoas to work vase = 
. .. action-in-business results when you advertise Labor's political —, tor schOO!S rest # 
to business in Nation’s Business. Washington — We don't need YOST Seam 
New York — Cleveland — Detroit ~ Los Angeles = 
— Chicago — San Francisco. 
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- 118,690 Dr. Salsbury’s Lobs. ............ 103,931 
Norwich Pharmacal Co. ........ 102,998 
‘ 118,101 | Sterling en 102,932 
Timkin Roller Bearing Co. .... 101,780 
. 117,784! California Spray Chemical 
eidemabenininhat 117,141 | Corporation .......cccece nee 101,690 
Armco Steel Corporation ........ 100,495 
116,169 | Bristol-Myers Co... ‘ 100,400 
113,716 | Allied Mills, Ime. occ 97,05} 
112,224 | Wolverin Shoe & 
109,196 | Tanning Co. oc... 96,918 
109,083 | Northrup, King & Co. ............ 95,597 
PE PE, TIIB. « ccecccscrneccsscesevcesseses 95,530 
106,165 | Honeggers & Co. o.oo 94,084 
Ralston-Purina Co. oo... 93,894 
American Agricultural Chemi- 
Cal Company ..........0.s0cs0000000. 92,895 
2 eNOS 92,864 
Pioneer Hibred Corn Co. ........ 89,860 
Se re 89,812 
American Electric Light & 
Power Company ................ 89,050 
ee IU IL Saveccecccecsccnees 88,858 
a en 85,333 
Fairbanks Morse & Co. ........ 85,046 
Revere Copper & Brass, Inc. .... 84,200 
Pfister Associated Growers .... 83,646 
Singer Mfg. Co... ‘ 83,480 
Simmons Company ................ 82,590 
Funk Bros. Seed Co. ............. 81,924 


FIRST IN A SERIES 


WW HAT 


makes a 
radio station 


Ask the listener. He'll say: 
good listening. 

Ask the advertiser. He'll say: 

results. 
The radio station that pro- 
vides good listening and result- . 
ful advertising has achieved the ec 
hallmark of greatness by the 
standards of America’s system 
of radio broadcasting. 

On WFAA, the great radio a 
station of North Texas, resulés 
mean a tremendous volume of 
sales, year after year. Adver- 
tisers use WFAA to sell suc- 
cessfully everything from bacon 
to automobiles 
shaving cream. 
That's because more people 
in 111 counties listen to WFAA a 
than to any other radio station.” 

They like old favorites like the 
Early Birds. They like WFAA’s 
fresh new ideas in program- 
ming So they keep listening. . . 
and buying. iis 
See your Petry man. ef 


... flour to 


*Source: 1955 Whan Study — A. C. 
Nielsen N. 5. |. 


| 
THE 
EARLY 
BIRDS 
%* Now completing its 26th consecu- 


tive year. Oldest live talent break- 
fast hour show in the U 


American radio station 


Edward Petry & Co., Inc., Representative 
eees@eas@eece@ateee¢es6 


GREAT? § 


‘Poe 
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Rheem Mfg. Co. oo... 
Electric Auto-Lite Co. ............ 
Reynolds Metals Co. ............ 
Siegler Enamel Range Co. .... 
Dr. Hess & Clark, Inc. ............ 
American Potash & 
Chemical Company 


Pillsbury Mills, Inc. ................ 
BRS FAs Gee iceccsiorecceisceece 
Granite City Steel Co. ........ 
Olin Industries Inc... 
Pittsburgh Plate Glass Co. .... 
Wisconsin Motor Corpora- 
tion 

Gehl Bros. Mfg. Co... 
Warren Petroleum Cor- 


Crecmeries, Ine... 
Stark Bros. Nurseries & 
Orchards Co. 
Tampax, Incorporated 
Rileo Laminated Prod- 
Container Corp. of Americe .... 


A TECHNIQUE FOR 
PRODUCING IDEAS 
Where do the moneymaking ideas 
come from—those ideas which 
make success novels, radio and | 
television programs, moving pic- 
tures, sales campaigns and busi- 
nesses? 


James Webb Young, one of the 
highest paid idea men in the ad- | 
vertising business, set out to an-| 
swer this question for his students | 
at the University of Chicago. The 
result is a little book which you | 
can read in an hour but will re- | 
member the rest of your life. 

In the simplest and clearest of | 
language Mr. Young hassucceeded 
in describing the way the mind 
works in all creative people. He | 
gives ycu the formula which they | 
consciously or unconsciously fol- | 
low in producing ideas. He shows | 
you how to train your mind so} 
that idea production is, as he says, 
“as definite as the process by 
which motor cars are produced.” | 

Enthusiastically endorsed by | 
sales managers, editors, entiege | 
professors and students, poets, ad- | 
vertising men, salesmen and busi- 
ness executives who have read | 
it. Send for your copy of A’ 
TECHNIQUE FOR PRODUCING 
IDEAS now. Only $1.25 postpaid. 


ADVERTISING AGE 
200 E. linois St., Chicago 11, Ml. 


Gentlemen: 

Please send me on 10-day money- 
back guarantee. . . . copies of “A 
Technique for Producing Ideas.” 


Advertising Age, February 20, 195 


61,160 | Phillips Chemical Co. ............ American Chemical Paint Co. 

. Cargill, Inc. 60,730 | Kellogg Eb: setrmnicmnremtiemnseinie American Foundati 
Philip Morris Co., Hanson Chemical Equip- RS eee Fox River Tractor Co. ............ 

Ltd., Inc. ment Co. 59,792 | Quaker State Oil Co. ............ American Radiator & 
H. D. Hudson Mfg. Co. ........ Spencer Chemical Co. ............ 59,391 | Dairy Association Co., Inc. .... Standard Sanitary Corp. .... 
F. F. Myers & Bros., Co. ........ Wheeling Corrugating Co. .... 58,295 | Commercial Solvents Cor- Rust-Oleum Corporation 
Kaiser Aluminum Chemical Colorado Fuel & Iron poration The Gland-O-Lac Co. ............ 
Corporation 57,986 Sunray Oil Corporation a 
Motor Products Corporation .... Western Land Roller Co. 57,273 | Thos. Leeming & Co., Inc. .... Church & Dwight Co. Inc. .... 
Oelwein Chemical Co., Inc. .... Armstrong Cork Co. 56,988 Thomas J. Lipton, Inc. ........ 
Clorox Chemical Co. ............ |Cannon Mills, Inc. 56,500 | Perfect Circle Corporation .... 
W. F. Young, Ine. ..c.cccccceeeeseons 62,039 | Alabama Flour Mills 56,495 Armstrong Rubber Co. ........ 
Brillion Iron Works, Inc. ........ 61,472 | Illinois Farm Supply 56,279 E. R. Squibb & Sons 
Johns Manville Corporation .... 61,338 | Natural Gas & Oil Co. 56,032 | Corn Products Refining Co. .... Snowdrift Sales Co. ............ 


During the summer season, NBC’s three great network television participation pro- 


grams—TODAY, HOME, TONIGHT-offer exsra savings for advertisers through the 
T-H-T SUMMER INCENTIVE PLAN 


This plan, in effect from May 30th through September 2nd, offers bonus T-H-T 


participations in addition to regular discounts . . . means that you can earn up to 
50% in dividends on your summer advertising. . . and guarantees you T-H-T’s year- 


round, high-quality programming at summer prices. 
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© Coy wcshtiiina tained 48,991 | Dairy Equipment Co. ............ 44,740 | Stone Mountain Grit Co. ........ 42,197 | Motorola Inc. 39,896, 
Brewers Founda- Ray-O-Vae Co. ......cceccerenenseeenee 44,696 | Hartford Fire Insurance Co..... 41,812 | Mayrath Inc. 39,792 | 
Inc. 48,153 John W. Eshelman & Martin Steel Products Corp. .... 41,785 | Babcock Poultry Farm ............ 39,609 | 
' to Coast GA GAD. cenecterettinlionttissinin 44,432 | Oyster Shell Products Corp. .... 41,243 | Purolator Products Inc. ............ 39,370 
Rug CO. seen 47,509 | Hammond Organ Co. ccs. 44,318 | Sylvania Electric Products National Lead Co. .cccjceece 39,300 
or Serum Co. 46,975 | Glidden Ey pisnhasbaieaniatanicees 44,200 | Inc. 40,800 | O-Cedar Corp. ............ 39,300 
Dedge Laboratories Inc. 46,807 | Maytag Co. ..ccececcevesesereeeseseses 44,036 | Alfalfa Concentrate Inc. ........ i 38,564 
Royster Guano Co. ....... 46,789 | Campbell Soup Co. ........00.000 43,800 | Florida State Advertising Dempster Mill Mfg. Co. ........ 38,524 
“«stinghouse Electric Corp..... 46,129 | Tide Water Associated CoMmMissION ..-..cc..-eeesevseseeee 40,234 | Brown & Williamson 

Hu! neq GR MEMRs - ccutnae ctvenbsecioens GS. GET socincinnssteembactcas 43,458 | Hotpoint Co. .cccceccccsseeeeneoes 40,224| Tobacco Corp. 2.0.0.0... 37,950 

Mm 45,039 | Tappan Stove Co. .........ccecs00 43,010 | Aluminum Goods Mfg. Co..... 40,180 | National Board of Eire 
Best FRITS: cnchscngiecheninsivsinses 45,000 Cooperative Golf Ex- SL 40,060; Underwriters ....................... 37,600 
American Foresting Insurance Eg ean 42,875 | Emerson Radio & Warp BrE8. .nccco.c.rece..0000 37,452 | 
GI Siccrncininhtbteestibiedend 44,965 | Midwestern Industries ............ 42,254 Phonograph Corp. ............ 39,986 National Gypsum Co. ............ 37,251 

; * 
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+ ¥ we 
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Last year 28 national advertisers used this money-saving plan. This year 31 (with 


| many repeaters) have already signed up, and the summer buying season has hardly 


begun. Your NBC Sales Representative can tell you about the Summer Incentive 


Plan and how you can cash in on the tremendous personal selling power of the 


Exciting things are happening on 


NBC TELEVISION 


a 


service 


of 


oe 


three great T-H-T stars, Dave Garroway, Arlene Francis and Steve Allen. 


Mullins Mfg. Corp... 37,184 
DRIIIIEE SGIDY ccsvevanscetencveeccecccseee 37,106 
Magic Chef Inc. ...... sasieedMects 37,059 
BG DEED CR. cevtetnescesesco ence 36,744 
Ada Milling Co... 36,422 
Sudbury Laboratory ......0-00..-+ 36,417 
Crown Zellerbach Corp. ........ 35,950 
Gooch Feed Mill Co. ............ 35,754 
International Milling Co. .... 35,698 
ee Be ene 35,665 
A. O. Smith Corp. «0.0.0.0 35,521 
Dierks Lumber & Coal Co..... 35,373 
H. W. Gossard Co... 25,300 
Carlon Products Corp. ............ 35,107 
Stewart-Warner Corp. ............ 34,510 
Jacuzzi Bros. INC. ......66ccceee 34,453 
Pfaff Sewing Machine ............ 34,402 
Sunkist Growers Inc. ............ 34,000 
Carey Bee Ge. nn ccrcsccceccsssceee 33,901 
Pineapple Growers Assn. 

i. eer en 33,900 
Red Owl Stores .......ccseen 33,848 
Bape GHD cedtcsceccerscescese00s 33,729 
Monsanto Chemical Co. ........ 33,619 
Greyhound Information 

ES ntenciiceceteyseptmenssccce 33,590 
Whaca Gun Co. ...cccccccscessees 33,230 
Block Drug Co. ..........0- nat 33,100 


Big... Bigger... BIGGEST! 
Big ideas go over even bigger with 
the help of KLEEN-STIK—the 
“big gun” of P.O.P. display. This 
moistureless, self-sticking adhesive 
makes big things happen at the 
point-of-purchase—like these big 
examples of merchandising inge- 
nuity, for example: 


World's 
BIGGEST 
Kleen- 
Stik 
Display! 


This giant outdoor piece, measuring 
a huge 27” by 44’, does a giant 
romotion job for ATLANTIC 
EFINING CO. Printed on all- 
over gummed FLEX-STIK “B”, 
its weatherproof qualities make it 
ideal for use at Atlantic stations, 
with the same easy peel-and-press 
a as smaller KLEEN- 
K pieces. Atlantic’s big-think- 
i sales Promotion trio of JI 
YEAGER, FRANK NATALE and 
ED WHITE fostered this jumbo 
idea, with HARRY MAZUR and 
BOB KRAIN of DISPLAY CO. 
OF AMERICA doing the dig print- 
ing job. 


World’s Biggest DIXIE Cone! 
Everything’s big in Texas—even a 
15-inch ice cream cup! This king- 
size SLIDE-STIK display creates 
super appetite appeal for DIXIE 
CONE Mra. CO., of Houston. In- 
genious die-cut consiruction “pops” 
out in lifelike 3-D, with husky stri 
of KLEEN-STIK “D” Transfer 
Tape to hold it firmiy on any smooth 
surface in dealer outlets. ADIE 
MARKS of GULF STATE ADV. 
AGENCY “‘scooped” up the idea, 
silk-screened with mouth-watering 
realism by the MURRAY CO., 
Houston. 

What’s your big KLEEN-STIK 

idea? It doesn’t have to be as. big 

as these, of course—KLEEN-STIK 
gets big results in any size! Ask 
your regular ee or lithographer 
to show you his big bag of KLEEN- 

STIK tricks . . . or write for your 

free “Idea-of-the-Month”~—a_ big 

help. 


KLEEN-STIK PRODUCTS, INC. 
7300 West Wilson Avenue * Chicago 31, Ili. 
Pioneers in pressure semsitives for Advertising and Labeling 
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Formfit Co. 33,000 | Inter-State Nurseries Inc. ........ 30,155 
Kelly-Springfield Tire Co. 33,000 United States Independent 
McGraw Electric Co. 32,850 Telephone Assn. 29,800 
Lehn & Fink Products Corp. .... 32,798 | Wirthmore Feed Co. 29,674 
Staley, A. E. Mfg. Co. 32,736 | Lehigh Portland wee Ge....- 
Russell-Miller Milling Co. 32,607 | International Salt Co., 
\Kohler Co. 32,260 Corning Glass Works 
Clay Equipment Co. ................ 32,174 | American Dairy Assn. ............ 
|Minnesota Farm Bureau Sisalkraft Co. 
| Service Co. 32,160 | Clark Grave Vault Co. 
| Hazel-Atlas Glass Co. 32,124 Inland Steel Products Co. .... 
y’ Wiss, J. & Sons Co. ....... 32,120 | Speed Queen Corp. .........--.-- 
Industry's Best Ad-Buy J Bethlehem Steel Co. ................ 32,029 | Whirlpool Corp. 
Reach buyers in the “Heart” of Industry—in their Washington BR. Ges wretsnnicss 31,876 | Hastings Mfg. Co. 
: . Vineland Poultry Labs. 31,864 | Strunk Equipment Co. .. 
BIG one! M.P.A. ROSTER (directory) lists the Redle Stest 31,815| Wyott Mfg. C 
P.A.’s, their firms and addresses —cross indexed. |, ° 3) ° ee eee 
“s 4 “ - - - Union Oil Co. of Calif. 31,656 | Canadian Government 
Here's year ‘round value in one issue. High national | percyles Powder Co. 31,510 
rating at low regional rates—no increase. Plan now |ferm Bureau 31,459 | Ex-Lax Ine. 
to get your sales message in for the April M.P.A. | Masonite Corp. ...........000-000-- Crane Co. 
ROSTER issue before March 20 deadline. Best |Congoleum-Nairn Inc. .... White Products Corp. ............ 
positions to “earlybirds”. Write for rates and data. | Nicholson File Co. Tidy House Products Co. ........ 
Comfort Equipment Co. Kendall Mills Div. of 


The Midwest Purchasing Agent Rock of Ages Corp. ............... the Kendall Co. ................ 
Papec Machine Co. ................ Pittsburgh Forgings Co. 


647 Penton Bldg. = Cleveland 13, Ohio (7.7 °° maa tet 
MAin 1-7441 | Kasco Mills Ine. ...........0cc0sses0e0 ; Ruberoid Co., 

Goulds Pumps Inc. ................ 
Eversmon Mfg. Co. «20.0... 
ee Excelsior Institute 

=a Aas Polk Miller Products Corp 


NEW U. S. GOVERNMENT BUSINESS [iia 


Black Sivalls & Bryson, Inc. .... 
Cudahy Packing Co. 
Combustion hacen 

Inc. sone 


Zenith Radio Corp. ............0 
Thompson Products Inc. ........ 
West Coast Lumberman’s 
Marlin eee ‘Co. 

Murine Co. 

Power Products Corp. ............ 


Paxton & Gallagher Co. ........ 
Hubbard Farms 

aM sh ale? Cc 

Hydraulics Unlimited 
Gamble Stores 

Lewis Mfg. Co. .... 

Penick & Ford 


Cocktield, Brown Boosts Two; 
Conway, Hammond Retire 
H. R. (Roy) Conway is retiring 
as manager of the media division 
of Cockfield, Brown & Co. Lid. 
 s after more than 30 years with the 
° ° . 7 Canadian agency, affective July 1. 
51% Gain in Furniture and He will remain as a consultant 
‘ ° ‘a. until the end of the year. Succeed- 
Appliance Retail Sales [aoe ing Mr. Conway is Hugh M. Find- 
Se lay, manager of the Toronto media 
The biggest gain among the 6 major N. C. cities f department since 1952. Mr. Find- 


CITY CORPORATE LIMITS 1948 1954 % Gain mis ie lay, who will move to the agency's 


WINSTON-SALEM $5,426,000 $ 8,208,000 51 % yA. SRE. Montreal office April 1, joined 
Charlotte 8,730,000 10,305,000 18 Cockfield, Brown in 1946 as -as- 


Asheville 4,653,000 4.896.000 5 sistant to Mr. Conway. J. C. Wil- 

gto; poe, son, assistant manager of the 
mea pee eee pe 4A Montreal media department, will 
weed = r nee f wf succeed Mr. Findlay as Toronto 
Greensboro 8,451,000 6,389, —3¢ : office publications media manager. 


NOT AN ESTIMATE — FIGURES from U. S. Government 1954 oars ied G. C. Hammond has retired as 


Census of Business Preliminary Report a vp of Cockfield, Brown, but 
4 ninate remains a director of the agency. 


: He has been in charge of the Mon- 
Among the 6 major N. C. cities, Winston-Salem shows the biggest rate of gain in: i. : treal office since 1942. 


Retail Furniture & Appli ive Gasoline Total 


rr 


Food Sales Retail Sales Retail Sales Retail Sales Retail Sales _ | SEE h ADiset 
<> shed = aay = ow matic 
0 SS Al Lf) ee can tell your story 

: with color slides 
North Carolina’s No. 2 city In Tras | 


Guy 
WINSTON-SALEM ; Noth Carolina's fastest a + tales osings 


> 
growing market 
Attract more 
Prospects, boost 
sales. Admatic 
shows a new slide 
every 6 seconds 
— projects a 
continuous 


: 30 slide show 
Twin city with BIG, BRIGHT 


JOURNAL and SENTINEL =e 
MORNING SUNDAY EVENING 


National Representative: KELLY-SMITH COMPANY 'HE HARWALD COMPANY. INC 


1216 Chirage Ave + Evanston, tll 
DAvis 8-7070° 


& 
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D’Artagnan & 


Brand new—a tremendous sales opportunity 
Contact your nearest office of 


ABC FILM SYNDICATION, Inc. 


10 EAST 44TH STREET, NEW YORK 17 * OXford 7-5880 
CHICAGO +» HOLLYWOOD «+ DALLAS + ATLANTA + SAN FRANCISCO «+ NEW ENGLAND (Westfield, Mass.) 
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WRITE FOR 
FURTHER 
INFORMATION 


@ CHILD POPULATION of AMERICA (Analysis 
of Toy Buying Power) 


ane “Saace- 


@ GUIDE TO BUYING TIME in department 
for 


stores, wholesalers, chains 
tired sales! 


@ List of more than 400 FACTORY 
REPRESENTATIVES 


® Complete direct mail service to all impor- 
tant toy outlets 

@ ANNUAL BUYERS’ GUIDE—more than 572 
pages 


Note: available only to manufacturers 
and their agencies 


TOYS and NOVELTIES 


a HAIRE publication 
1405 Merchandise Mart, Chicago 54, Illinois 


New York, Boston, Pittsburgh. St. Louis, Los Angeles 
Dallas, Atlanta, Kansas City 


‘Talon Zippers to Feature 
Sewing Hints on Network TV 


| Talon zippers for home sewers 


will be featured on “Today,” “To-| 


night” and “Home” (NBC-TV) by 
Donahue Sales Corp., New York, 
Talon distributor, beginning in 
March and continuing through °56. 
The new venture was introduced 


in a color insert in Women’s Wear | 


Daily. 


News and comments on sewing 


and fashion trends as well as the 
latest developments in sewing sup- 


plies and accessories will be high- | 


lighted by Dave Garroway on “To- 
day.” On “Tonight” Steve Allen 
will show new uses for zippers in 
quickly made novelties. On the 


|Arlene Francis “Home” show, one 


week each month will be devoted 
to a step-by-step demonstration of 
a new sewing project. Each Wed- 


|nesday, a short feature related to 


the big project will be presented. 
McCann-Erickson, New York, is 
the Talon agency. 
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LOOK AHEAD—This poster is part of 
the promotional material being put 
out by the National Committee on 
the Observance of Mother’s Day. 


Results Prove 


Wewspaper Advertisements SELL. Gooas... 


Last year the total retail sales 


in the 7 southam cities 


we 


was $1,775,371,000 


Ma] YOU GET ACTION WHEN YOU ADVERTISE IN 


THE SOUTHAM NEWSPAPERS 


HAMILTON WINNIPEG CALGARY MEDICINE HAT 
Spectator _ Tribune Herald News 
UNITED STATES REPRESENTATIVE 


CRESMER & WOODWARD INC. (CAN. DIV.) 
NEW YORK, DETROIT, CHICAGO, SAN FRANCISCO, LOS ANGELES, ATLANTA 


OTTAWA 
Citizen 


48 


EDMONTON 


Journal _ 


VANCOUVER 
Province 


ABC-TV Sets Plan 
to Ease Daylight 
Saving Dilemma 


Cuicaco, Feb. 14—ABC-TV has 
developed a plan for easing the 
daylight saving time dilemma 
come next April, though it’s still 
liable to seem complicated to the 
layman. 

ABC’s method is to use a system 
of delayed program feeds, to be 
controlled by new equipment now 
being installed at the network’s 
central division headquarters here. 
The equipment permits tv pro- 
grams to be stored for an hour or 
more and then replayed—without 
loss in quality, ABC says. 

Here is a sample ABC schedule 
under the new plan: 

The Eastern time zone will not 
be tampered with, at least for the 
first year; as formerly, a 9 p.m., 
New York time, show will appear 
at 8 p.m. on Eastern standard time 
stations. 


® In the Central belt, however, the 
hour delay will be used in feeding 
to standard time stations. Result: 
The hypothetical show will appear 
at 8 p.m. on all Central zone sta- 
tions. Using the same scheme, ABC 
will get its show to all Mountain 
zone stations at 7 p.m., regardless 
of the local time used. 

On the Pacific Coast, ABC would 
use delays of two and three hours 
before feeding from Chicago, so 
that the 9 p.m. New York origina- 
tion would go out from all Pacific 
zone stations at 8 p.m. 

Excepted from the plan would 
be special events such as the “Wed- 
nesday Night Fights,” which will 
be carried “live.” Another excep- 
tion—one toward which the ABC 
plan seems to be moving—is 
“Mickey Mouse Club,” which will 
be broadcast throughout the coun- 
try at 5 p.m. local time. 


Hugh Graham Promotes Three 
Hugh H. Graham & Associates, 
New Britain, Conn., has appointed 
E. Morgan Kelley senior vp. Mr. 
Kelley, one of the founders of the 
organization, will also continue to 
serve as art director. At the same 
time Stanley B. Lindh, with the 
agency since 1952, was named vp, 
and Mrs. Marion E. Stalk, who 
joined Graham in 1947, became 
secretary-treasurer. 


NT PJJEALE 


n Response 


QUIPME 


4 @ FOREMOST 


ALONE Provides This 
“INTER-LOCKED MARKET” 


PLUMBING & HEATING 
AIR CONDITIONING & VENTILATING 
LP-GAS EQUIPMENT © APPLIANCES 


See SRDS - Our 10th Year 


Dr 
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Advertising as a Per Cent of Sales 


Reprints of the ApverTISING AGeE-University of Illinois study 
of the percentage of sales devoted to advertising by 2,325 com- 
panies are available from the Library, ApvERTISING AGE, 200 E. 
Illinois St., Chicago 11, Ill., at $1 each. Please send check with 
order. 

The study gives figures for the year 1954 for 70 different busi- 
ness categories, and is the largest and most comprehensive analy- 
sis of advertising as a percentage of sales which has been made 
since the report by the Federal Trade Commission more than 15 
years ago. 


The right way 

to ty 

ATLANTIC 
CITY’ 


Canadians Are Bitter as Sweet-Talking U. S. 
Governors Fuss Over (Quebec) Maple Syrup || 'ic\?. Atlante City’s total retail sales significant 


SHERBROOKE, QuE., Feb. 14—Que- the official tree of New York oe vAtl SS SS ee > Sate eae tei 
: bee maple syrup, by any other state. Gov. Johnson swung into . 


. second metropolitan area. No wonder smart adver- 
name, would taste as sweet—or the act by accusing New York of tisers are breaking records in this thriving year round 
would it? stepping on “hallowed grounds” by 


market of 140,000 people. Fortunately they can be 


Mew err 


In this capital of the syrup busi- 
ness the finger is being pointed at) 
those Yankee cousins who are lay-| 


ing claim to credit for the delicacy | with declaring that his guberna- | 
| torial colleagues were “way out on 
This was the Canadian reaction |a (maple) limb.” 


—under American labels. 


to a high-level American maple 


trying to make off with his state’s | 
official tree. 
Gov. Dwinell contented himself | 


reached by the one paper that really gets into the 
home, the “Atlantic City Press”! 


..»»New Jersey’s best 
BIG CITY market! 


Nothing succeeds like the— 


Atlantic City Press 


Rolland L. Adams, Publisher; DeLisser, inc., N 


syrup dispute involving the gov-| 
ernors of New York, Vermont and | 
New Hampshire. 

“It’s a wise governor who knows | 
his own syrup,” said one authority | 
here. 

Robert Boright, one of Quebec’s 
biggest exporters of maple syrup, 
said most of the syrup sold under | 
American labels is imported from | 
Quebec. Furthermore, he said, this | 
Canadian delicacy is “watered | 
down” by the U. S. importers for | 
retail sale. 

Three states, he said, import 75% | 
of the Quebec crop—about 25.000,- 
000 pounds. They are New York, | 
Vermont and New Hampshire. 


s The sweet stuff is sold in the 
U. S. as bottled maple syrup, 
maple candy, maple sugar and— 
and this is the part that hurts— 
blended syrup. Blended syrup— 
banned for sale in Quebec—is sold 
under various U. S. labels in large | 
quantities, 15% Quebec syrup and | 
the rest cane sugar, Sherbrooke | 
producers scoffed. 

The Sherbrooke informants also | 
said the three states in question 
“produce” about 95% of the U. S. 
output of maple products. But 
Quebec produces more than all of 
the U. S. taken together, they 
added. 

“The maple leaf forever, you 
know,” they said. 

The U. S. controversy is be- 
tween Govs. Averell Harriman, of 
New York; Joseph B. Johnson, of 
Vermont, and Lane Dwinell, of 
New Hampshire. 


s Gov. Harriman started the 
whole thing by asking his legisla- 
ture to designate the sugar maple 


Clark Controller Forms 
Marketing Division 

Clark Controller Co., Cleveland, 
has created a marketing division 
to be headed by E. R. Jung, for- 
merly vp sales, now vp in charge 
of marketing. The new division 
will include sales, advertising, ap- 
plication engineering, new prod- 
uct development and related ac- 
tivities. 

As part of the sales reorganiza- 
tion, Clark has appointed Robert 
Whitehill, formerly assistant gen- 
eral sales manager, general sales 
manager and W. R. Heckman, cur- 
rently in the company’s Cleveland 
district sales office, manager of 
industry sales, a new post. 


Adclub Monthly Named 
“Format” is the name of the 
new monthly publication of the 
Advertising Club of Minneapolis. | 
The name contest drew 372 entries | 
from 72 club members. The win-| 
ning entry was submitted by Earl | 
Pease, Campbell-Mithun, who re-| 
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The $1 million plus New York Air Brake Co. plant will be 
completed this year. 


The $900,000 J. C. Penney Co. department store will be 
completed this year. 


THE BAY CITY TIMES THE KALAMAZOO GAZETTE 
THE SAGINAW NEWS JACKSON CITIZEN PATRIOT 


}— mere often in. KALAMA Z 


ssthe most typical diversified industrial city in the U.%,” : 


A $3,000,000 Sutherland Paper Co. specialties plant was 
opened here in 1955. 

MICHIGAN is the fastest growing major industriai 
state in the country. And in Kalamazoo, adver- 
tisers find a profitable combination of growth 
and stability. 


Total employment is now 53,000 in Metro- 
politan Kalamazoo alone. This is the solid base 
of a continually prosperous economy and a stable 
industrial climate which annually produces Con- 
sumer Spendable Income per Household of $5,446 
($6,706 in the city proper). 


There’s excitement today in Kalamazoo as 
many national firms build new industrial plants 
and retail stores. It’s no wonder that more and 
more advertisers are creating sales excitement 
in this rewarding market through the blanket 
coverage of the Kalamazoo Gazette. In this mar- 
ket of growing population and wealth, Gazette 


circulation can mean a big plus in sales for you. ' 


Pictured here are but a few of the many plants 
and stores started or completed in Kalamazoo 
recently. 


*The National Planning Commission in a national eco- 
nomic study selected Kalamazoo last year as the most 
nearly typical city in the group of those having an 
economic base of diversified industry. 


EWSPAPERS 


THE FLINT JOURNAL THE GRAND RAPIDS PRESS 
THE ANN ARBOR NEWS THE MUSKEGON CHRONICLE 


NATIONAL REPRESENTATIVES: A. H. Kuch, 110 E. 42nd St., New York 17, Oxford 7-1280 % Sheldon B. Newman, 435 N. Michigan Ave., Chicago 11, 


ceived a $50 U.S. savings bond) 
Superior 7-4680 © Brice McQuillin, 785 Market St., San Francisco 3, Sutter 1-3401 ¢ William Shurtliff, 1612 Ford Bidg., Detroit 26, Woodward 1-0972, 


from club president Gordon Malen. 
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What a convenience! The 

finest of all Bonded Bourbons 
(you'll love its vigorous, 

velvety flavor) plas the handiest, 
most attractive package ever! 
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this hall /pink pookt hase costs you. no extha....wét 
easily fif4 pocket; bag. or purse! 
KENTUCKY JAVERN 


GLENMORE DISTILLERIES COMPANY 


Shik hina Scedeedies Sisivinieaelionaneirteh 


KENTUCKY STRAIGHT BOURBON WHISKEY 
100 PROOF + BOTTLED-IN-BOND 


LOUISVILLE, KENTUCKY 
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HANDIER THAN A ST. BERNARD—Glenmore Distilleries Co., Louisville, 
will feature its half-pint pocket flask of Old Kentucky Tavern 
with this type of copy in a new series during May and June in The 
New Yorker, Time and Sports Illustrated as well as in 20 news- 


papers in states that permit sales 


of spirits in half-pint flasks. Tag- 


lines to be used include, “fits pocket...will travel,” “try this for 
size,” “handier than a St. Bernard,” and “shaped to fit any pocket.” 
D’Arcy Advertising Co. is the agency. 


UPA Grosses Million in ‘55 
UPA Pictures Inc. last year 
passed the million-dollar gross 


|its associated companies: Gulton 
|Mfg. Corp., Vibro-Ceramics Corp., 


'Glenco Corp., Greibach Instru- 


| ‘ 

| New Yor«, Feb. 15—Discussion 
|of the use of research in promotion 
by a panel of experts, with Spen- 


moderator, was heard by 
Pharmaceutical Advertising Club. 
Dr. Thomas Fleming, director of 
medical information of Hoffman- 
LaRoche Inc., emphasized the pos- 
Sibilities of the research depart- 
/ment as a source of promotion 
material in the marketing of new 
products, pointing out that both 
advantages and dangers can be 
ascertained from research. 


Admen Must Get Cooperation of Laboratory 
Researchers, Pharmaceutical Adclub Is Told 


The problem of getting the nec- 
essary material from the research 
department, which he said is us- 


McDonnell, of Schering Corp. Rou- 
tine reports should be sent from 
research to advertising, he said, 


but added that these often are not! 


sufficient, serving only as “alerts” 
to the men handling the advertis- 
ing. Effective liaison is needed be- 
‘tween the two departments, he 
| emphasized. 

| 


The importance of “clinical con-|# Dr. Abraham Greenberg, of the 


conflict with competitors over a/|that the drug manufacturer’s ad- 
new product can be had from re-/|vertising department can find out 
search, was stressed by Alfred) things from the professional serv- 
Halpern, of Schieffelin & Co. For ice which it can use in medical 
this and related purposes, he said, marketing to stimulate sales. He 
the research department should act | added that a good research depart- 
in a service capacity for advertis- | ment working with the advertising 
ing and promotion. department can, in the eyes of the 


firmation,” which in advance of L. W. Frohlich & Co. agency, said | 
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doctors, help the small or medium- 
size company in competition with 
the larger concerns. 

Two important products of ef- 
fective research, he said, are 
| Signed testimonials and before- 
|and-after pictures, in addition to 


cer M. Fossel of Organon Inc. as/ ually intolerant of the advertising| reason-why material for various 
the | group, was discussed by John N.| phases of promotion. All these, he 


added, give greater credibility to 
|the advertising by validating its 
| claims. 

President Robert H. Spencer an- 
nounced the confirmation of Pa- 
tricia Edgerly, head of the New 
York Medical Exchange, 489 Fifth 
Ave., as executive secretary of 
| the club. 
| 
Topps Buys Bowman Gum 

Topps Chewing Gum Co., Brook- 
lyn, has bought the Bowman Gum 
division of Connelly Containers, 
Philadelphia. Both produce bub- 
| ble gum—Topps’ brand is Bazooka, 
Bowman produces Blony and Bub. 
Connelly got into the bubble gum 
business last April when it merged 
with Haelan Laboratories. 


business mark, with gross produc- | ments Corp. and Thermistor Corp. 
tion totaling $1,137,313, Stephen ‘of America, which make electronic 
Bosustow, president, has reported. | and medical instruments. Conti al- 
UPA’s New York operation moves /|so has been named to handle ad- 
into a new, larger studio at 60 E.| vertising for CB Electronics Inc., 
56th St. in early March and is | Metuchen and Albuquerque, maker | 
scheduled to produce 50-60% of|of electronic and radio control | 
UPA’s total ty commercial an- | equipment. 
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nouncements, while UPA-Burbank | 


will produce the remainder. Mr. 


Bosustow predicts that the com-| 


bined gross for both studios will 
be more than $2,000,000 in 1956. 


Conti Adds Two Accounts 
Conti Advertising Agency, 
Ridgewood, N. J., has been ap- 
pointed to handle advertising for 
Gulton Industries, Metuchen, and 


CLICK—It's A 
Razor-Blade Knife! 


cuck— Sate for Pocket or Purse! 


Haudi-Kutter 
The PREMIUM That 
Has EVERYTHING 


Widely adaptable for tie-in and self- 
liquidating merchandising deals. 
Ample space for ad or trademark 
imprinting. Compact — attractive — 
useful. 
LOW Quantity Prices! 
FREE SAMPLE and Price 
List upon request. 


KENWORTH MFG. CO. 


12315 W. Lisbon Milwaukee, Wis. 


Marshall Named Director 

Austin Marshall has been ap- 
pointed the first executive direc-| 
‘tor of the Philadelphia Radio &| 
| Television Broadcasters Assn. He 
will head a program of promoiion 
land services for the 13 member 
|stations of the association. Mr. 
|Marshall was formerly associated 
|with Prince & Co., New York, in 
|ecreative planning and client con- 
tact capacities. 


| Eastman Promotes Stott 

| John G. Stott has been named 
| assistant manager of television 
| programming of Eastman Kodak 
|Co. Mr. Stott has been with Kodak 
jsince 1940 except for a period) 
|from 1949 to 1953 when he was 
| vp and general manager of two) 
New York film processing labora- | 
tories. On his return in 1953, he 
was a supervisor in the color 
technology division. 


Art Studios Elect Officers 
Officers of the Assn. of Art) 
Studios in Chicago Inc. have been | 
reelected for 1956. They are Clint. 
Conrad, Vogue-Wright Studios, | 
president; Bob Fox, Grant-Jacoby | 
Studios, vp, and Stanley R. An-| 
derson, Berlet-Anderson-Marlin, 
treasurer. 


NATION'S LARGEST FRADE TERRITORY 


Y, Million People 
spend over 
VY, Billion Dollars 
in the Fabulous Southwest 


The #1 Paso Times 


AN INDEPENDENT NEWSPAPER 
MORNING AND SUNDAY 


Paso Herald-Post 
A SCRIPPS-HOWARD NEWSPAPER 
EVENING 
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SALES OFFICES: NEW YORK, CINCINNATI, DAYTON, COLUMBUS, ATLANTA, CHICAGO, MIAMI 
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No ‘Waste’ for 10,000,000 Tons... 


90% of Paper Production Must Be 
Reclaimed, Say Waste Paper Users 


New York, Feb. 15—A record 
tonnage of waste paper is expected 
to be consumed this year by the 
paper industry. It is likely to sur- 
pass the highest wartime consump- 
tion, according to a report to be 
released next week by the eastern 
conservation committee of the 
Wastepaper Consuming Industries. 

Joseph S. Miller, committee 
chairman and president of New 
Haven Board & Carton Co., esti- 
mates that at least 10,000,000 tons 
of wastepaper will have to be sal- 
vaged to meet industry require- 
ments. 

“When we say waste paper,” he 


emphasized, “we mean only clean | 


used papers and paperboard free of 


foreign matter and additives that! Mr. Miller said, was in 1951, in| crete in the manufacture of build- 


make it undesirable for re-use in 
existing mills. 

“To obtain this quantity of 
waste paper,” he said, “will re- 
quire the salvaging of at least half 
of reclaimable paper and board 
manufactured during the year. 


s “The paper industry,” Mr. Mill- 
er estimated, “will require about 
1,750,000 tons of high grade paper 
stock in ’56. The paperboard 
industry will need 7,250,000 tons. 
Wet machine board mills will re- 
quire 125,000 tons, and building 
materials mills will have to obtain 
875,000 tons.” 

Alltime record for the salvage 
and consumption of waste paper, 


the course of the Korean War. 
That year, U. S. mills consumed 
9,071,000 tons of waste paper, and 
collections made by the waste pa- 
per industry amounted to 9,458,000 
tons, of which 206,000 tons were) 
exported. 

The ratio of recovery to the 
nation’s consumption of paper and 
board that year was 30.8%, a per 
capita rate of 122.5 pounds for a 
population of 154,353,000 people. 

“Reasons why such a substantial 
increase in the tonnage of waste 
paper will be required in 1956,” 
Mr. Miller said, “include not only 
growth of population, but also a 
great number of new uses for pa- 
per and paperboard that have been 
developed in the past year or two. 


es “More than 20,000,000 paper- 
board shipping containers for 
western fruit will supplant the 
former wooden boxes and crates 
this year. Paperboard forms have 
been developed and are coming 
into use for the pouring of con- 


ing blocks. 

“There has been a tremendous | 
increase in the manufacture of) 
containers for all kinds of food) 
products. Heavy machinery, tele- 
vision sets, washing machines, etc., 
are now being shipped in paper- 
board containers instead of wood. 

“Paperboard containers for oils 
and other liquids have been per- 
fected and are coming into gener- 
al use. Many children’s toys are 
being manufactured of heavy pa- 
perboard. 

“Through the use of waste paper 
instead of virgin wood pulp,” Mr. 
Miller said, “the forest growth of 
hundreds of thousands of acres of 
woodland is preserved. The forest 
growth on an area twice as great 
as the state of Maine was saved 
last year through consumption of 
waste paper instead of wood pulp. 


es “We realize that it is impos- 
sible,” Mr. Miller said, “to forecast 
accurately what the consumption 
of waste paper will be for any 
definite period ahead. However, all 


AAA 
AAAAA 
AAAAAAA 


| 
| 


49 


of the evidence available points 
toward a large growth in the vol- 
ume of production generally over 
the years ahead. 

“The waste paper industry must 
plan to increase collection of 
waste paper and study ways of 
packing most efficiently, so a suf- 
ficient quantity of high quality 
waste paper, free of foreign ma- 
terials, can be delivered to con- 
suming plants as required.” 


*‘Wallaces’ Farmer’ Boosis 
Bock, Palmer, Caldwell 

Milton B. Bock has been ap- 
pointed director of sales of Wal- 
laces’ Farmer & Iowa Homestead 
and the Wisconsin Agriculturist & 
Farmer, Des Moines. With the two 
farm publications for almost 25 
years, he formerly was advertising 
manager of the publications. 

Sidney J. Palmer, formerly as- 
sistant advertising manager, has 
been promoted to advertising man- 
ager of Wallaces’ Farmer & Iowa 
Homestead. Mr. Palmer has been 
with the publication 11 years. John 
F. Caldwell has been named ad- 
vertising manager of Wisconsin 
Agriculturist & Farmer. With the 
organization 10 years, Mr. Cald- 
well previously was Chicago sales 
office manager of Wallaces’ Farm- 
er & Iowa Homestead. He will con- 


|tinue to work from Chicago. 


Gale Publishes Directory 
Listing Trading Stamp Houses 

“National Directory of Trading 
Stamp Houses” has been published 
by Gale Research Co., 247 Ken- 
worth, Columbus, O., at $10 a 
copy. The book lists the buying 
headquarters and personnel for 
147 of these companies and in- 
cludes a section describing the 
operation of trading stamp houses 
and types of merchandise used as 
premiums. 

A supplement, to be issued in 
April, will list additional trading 
stamp companies established by 
that date. 


Barber-McCann Adds One 


The Journal of Home Economics, 


|official organ of the American 
|Home Economics Assn., Washing- 

| ton, has appointed Barber-McCann + 
|Co., Chicago, its midwestern ad- i 
vertising representative. Barber- 

| McCann has represented the Jour- 

|nal in the East for the past three 

| years, has recently opened its 
|Chicago office to extend its serv- 

ices to the Midwest. 
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Ase Te “GOLF MARKET 
INFORMATION” 


gives the latest, complete facts on 
this fast growing, big spending 
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market ... from golf’s only bus- 


iness medium ... 


WLW.-A now offers you the big, brand new, 
smash TRIPLE-A Plan... guaranteeing 
Audience and Action in Atlanta! Here’s a 


«ow TRIPLE-A rv 


| AUDIENCE and A A A time-tailored, product-picked television G @) L - D @) M 
4 vi package cut out for you—kiddies’ shows THE BUSINESS JOURNAL OF GOLF 

| | ACTION in A A A for kiddies’ products, daytime shows for of ie pe 
ATLANTA women’s products, nighttime shows for : ag ' 

| A A A family products. Only WLW-A gives you 20 VESEY STREET, NEW YORK 7, NEW YORK 

| 
GOLFing 


National Players’ Magazine 


this TV selective-audience package—the 
big new TRIPLE-A Plan . . . guaranteeing 
Audience and Action in Atlanta! 


WLW-A 
Cithanile 


A MEMBER OF THE 
CROSLEY BROADCASTING CORPORATION, A DIVISION OF 
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More than 1,600,000 men, women and children Three out of five are from 20 to 44 years of age = 
over 15 in the New York metropolitan area. 4 —in the peak buying period of their lives. ) 


AW am 


Over half a million own their homes~— the largest 
persons —where there is more demand for more audience of home-owners of any full-size New 
of everything. York newspaper. 
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Seven out of ten live in households of 3 or more 


\ 


More than 600,000 are in the $5,000 to 
$10,000 income group. 


\ 


They own far more automobiles than the readers 
of any other full-size New York newspaper. 
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Entance to 
LA Greatest: Market, 


The New York Journal-American Provides 


Dominant Multiple Home Readership 
Where ‘‘Consumerism” is at its Peak 


HERE’S a huge new buying power loose in America. Some call it “consumerism.” 

Others say ‘‘consumer capitalism.’’ Whatever the name, it’s the best ‘‘ism’’ 
ever to hit the country’s economy. It’s the backbone of our present prosperity. 
And New York has more than its share. 


Where are the new automobiles, the refrigerators, the packaged luxuries and time- 
savers now going in volume? To the butcher, the baker, the candlestick maker... 
and their families. 


Any economist will verify that New York’s new middle-income market is today’s 
greatest market of opportunity for you. It’s the most concentrated on-the-way-up 
market, looking-for-something-better market in the world. And it’s the market you 
can sell best in the family-shopped New York Journal-American. 


The Journal-American goes home to many more families than any other New York 
newspaper...and always has. Even more important to every advertiser is its 
tremendous multiple family readership. According to a recent independent survey, 
the Journal-American has more than 1,600,000 readers daily in the metropolitan 
area — nearly 500,000 more than New York’s second evening newspaper. 


For more families, more home readers, more effective selling... buy your New 
York advertising on the Journal-American ‘‘family plan.”’ 


You Can't Cover New York without the 


&\ AN AMERICAN }} PAPER }} FOR . AMERICAN }] PEOPLE / > 
NATIONALLY REPRESENTED BY HEARST ADVERTISING SERVICE 
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in Pnriladelpnhnia 


Have your ads been getting buried in the gloomy depths of the 
oversized newspapers? Before you write another order, take a good 
long look at all three in Philadelphia. In our sparkling tabloid 
pages, we couldn’t bury you if we tried! Your customers see you 
in the all-new News. And when you’re seen you sell. 


Supreme visibility is just one advantage the NEws offers. Another 
is reader loyalty. Not in long, dull years has a newspaper spoken 
up for Philadelphians with such vigor and clarity and wit. And 
the town is responding. From South Philadelphia to the Main Line, 


Represented by: REYNOLDS-FITZGERALD 
New York « Chicago + Detroit * Syracuse « Atlanta 
Los Angeles + San Francisco + Seattle + Philadelphia 


awakened Philadelphians are reading, quoting and applauding the 
all-new NEWS... and carrying it into more than 175,000 prosperous 
households every day. 


Visibility plus loyalty. Small wonder alert advertisers, local and 
national, are giving us such monumental* linage gains. If you’re 
tired of getting “buried” in Philadelphia, give your advertising 
the look of life. We couldn’t bury you if we tried: and one reader 
who sees your ad is better than 101 who don’t. Test us soon and 
see the bright difference . . . in sales! 


PHILADELPHIA DAILY 


“NEWS: 
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Feature Section 


dvertising Age 


C. M. Suggests a Different Tack 

Dott of the Hat from Bedell 

Woolf: ‘Fallacy of the Single Instance’ 
Marketing Field Needs Good Men 


Opinions expressed here are those of the writers, and not necessarily those of Advertising Age. Comments are always welcome. 


On the Merchandising Front... 


Many Factors Indicate Need 
for Larger Store Units 


By E. B. Weiss 

For the next several years the trend 
toward still larger store units by prac- 
tically all types of stores will not only 
continue but will be accelerated. Typical- 
ly, Dan Rennick, editor of American 
Druggist, recently pre- 
dicted that, within the 
next five to ten years, 
the average drug store 
will be at least twice 
the size it is today, and 
Mr. Rennick was talk- 
ing most particularly 
about the independent 
drug outlet, not the 
chain. 

Much the same will 
happen with the food outlet; 50,000 
square-foot food units will not be“unique 
in a few years and apparently the 100,000 
square-foot food unit is already on the 
planning board. (In connection with the 
100,000 square-foot dimension, bear in 
Mind that the majority of department 
Stores do not exceed that size and that, 
until recently, most department store 
Branch units were less than 100,000 
square feet.) 

' The hardware outlet is increasing in 
ize and so are home furnishings outlets; 
$0 are men’s and women’s specialty stores. 
And while a reverse movement also ex- 
ists (for example, small food stores stock- 
ing only food staples have been springing 
up), this reverse movement is tiny in 
ratio to the firm trend toward giant 
store units. 


E. B. Weiss 


s The requirement for ever larger store 
units will become still more imperative 
for these reasons: 

1. The avalanche of new products that 
$4 billion in industrial research guaran- 
tees to bring about. 

2. The trend among manufacturers to- 
ward full-line development and toward 
diversification of production by category. 
This is, of course, one of the reasons for 
the amazing number of mergers in in- 
dustry. 

3. The trend toward color—a trend that 
is still in its infancy and which will not 
hit its real stride until color television 
sets operate in millions of homes. Color 
complicates stocks. It just can’t be 
avoided. 

4. The competition among retailers to 
have the biggest outlet—and there is no 
question that this competition exists. 


s 5. The trend toward self-service and 
self-selection which, from the merchan- 
dising standpoint, requires much larger 
forward stocks than previous procedures. 

6. The trend toward diversification by 
category among retailers—the more wide- 
ly food and drug stores go into “foreign” 
lines—the more competitive pressure is 
brought upon the traditional retailers of 
these lines to diversify. 

7. The general acceptance by retailers 
that mounting costs of doing business can 


be balanced out only by mounting vol- 
ume. 

8. The lower land costs in outlying 
sections which help to make economically 
feasible store sizes that otherwise would 
represent economic insanity. 

9. The trend toward concentration of 
shopping in a few hours of the week; 
stores simply must be large enough to 
handle peak traffic. 

10. The shopper’s growing insistence on 
wide varieties, broad assortments, and 
the shopper’s self-evident willingness to 
buy almost anything wherever she hap- 
pens to be. 

11. The shopper’s tendency to buy an 
ever-expanding variety of merchandise 
on impulse which demands open display 
of merchandise which, in turn, demands 
more space. 


s I presume other factors leading inev- 
itably toward still larger store units could 
be lined up; thesé would appear, however, 
to be the major ones. Naturally, the re- 
tailer tends to become of two minds with 
respect to a larger store: One mind warns 
him to be cautious; to weigh high square- 
footage costs, etc.; to “push out the walls”; 
to consider the factor of “shopper fa- 
tigue.” The other mind, which includes a 
degree of ego-satisfaction, impels him to- 
ward larger store units. 

As a result of this inner debate, retail- 
ers will take a diversity of action with 
respect to the problems raised by the re- 
quirements for more square footage. 
Clearly, many retailers will look for solu- 
tions in the direction of finding extra 
footage within existing space. And right 
here will develop an interesting oppor- 
tunity not only for the fixture manufac- 
turers but for manufacturers of resale 
merchandise of many descriptions. 

In brief, as space-saving or space-find- 
ing becomes a paramount consideration 
among retailers (and it promises to as- 
sume even greater importance in the near- 
term future than at almost any time in 
the past), then many manufacturers will 
be able to pick up a competitive lap by 
such procedures as: 

1. The development of fixtures that help 
the retailer to display more and sell more 
of the manufacturer’s line in less space. 

2. The development of basic stock and 
other merchandising programs that will 
enable the retailer to operate with smaller 
inventories. 

3. The development of case histories 
which statistically prove the square-foot 
performance of the manufacturer’s line. 

4. The development of new shipping 
cases, new resale packages which save 
space. 

5. The development of blueprints which 
actually show the retailer how best to 
utilize his space. 

6. The education of the manufacturer’s 
salesmen (and, to at least a small extent, 
the wholesaler’s salesmen, too) in the art 
of showing the retailer how to use space 
more efficiently. 
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7. The development of promotional 
programs—merchandising programs, too 
—which help alleviate the retailer’s space 
problems (for example, many premium 
plans developed by manufacturers in- 
volve store space requirements that are 


economically unsound). 

In general, a retailer’s problem repre- 
sents a manufacturer’s opportunity. The 
retailer’s big problem for the next few 
years—or one of his top problems—will 
be that of space. 


Tips for the Production Man... 


The Wonders of Advertising — 


By Kenneth B. Butler 
(Mr. Butler is head of the Way- 
side Press and of Kenneth B. But- 
ler & Associates, Mendota, IIl.) 


With the double gatefold Saturday Eve- 
ning Post ad which introduced the “Big 
M” I thought I had seen the ultimate. But 
now, shades of Flair, the double spread in 
the Dec. 9 issue of Collier’s shows us that 
advertising just won’t hold still. It is still 
a most fertile field for the human imagi- 
nation! 

The ad in question is just the kind that 
a production man might inspire. The color 
process ad is carried by RCA Victer and 
features six different models of television 
sets. But only two sets appear at one time. 

It’s all done in room settings of mod- 
ern decor, with colorful touches of Christ- 
mas. Stitched into the lower half of this 
center spread is a four-page insert of 
half size. By lifting each sheet of the in- 
sert the rooms suddenly are given a 
change in furnishings, including of course 
two different tv sets. 

And the lady of the house changes cos- 
tumes . .. three changes, and what a 
whale of a careful register job this in- 
volved, for the upper fourth of her figure 
is common to all four showings. 

Each showing introduces an entirely 
different color scheme. 

It’s a good example of audience partici- 
pation, in addition to all the ingredients 
of good advertising. 

RCA and its agency apparently realized 
that the stunt might miss, due to its 


Turn these pages to find the new RCA Victor TV 


novelty, unless the readers of Coilier’s 
noted the insert, which blended in color 
so that it was not easy to detect. The 
headline frankly asks you to “turn these 
pages.” A diagonal broken line and “lift 
here” with an arrow appears at the outer 


See sets and settings change 
as you turn the half-pages! 


corner of each page of the insert. In ad- 
dition, high on the page the ad carries 
a sketch showing how you can see sets and 
settings change as you turn the half-pages. 

This is hard to describe. You must see 
it—or probably you did. It’s one of those 
“gosh, I wish I’d thought of that” crea- 
tions. 

Credit is due to Collier’s as well as to 
RCA Victor and agency, for this is the 
kind of thing that could have been messed 
up with improper positioning, improper 
folding, improper stitching. 

It is all done in such amazingly good 
taste that even those who look with sus- 
picion on gimmicks will have to end up 
with applause for this one. 


set that will make your home more beautiful. 


Pe ae 


ee 


RCA VICTOR 
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CHANGES BEFORE YOUR EYES—Half page insert stitched at bottom of this center spread 

for RCA Victor tv sets can be opened up by the reader, revealing four entirely dif- 

ferent sets and settings, including changes in dress of milady to match the changing 
decor. 
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Salesense in Advertising... 


The Fallacy of the Single Instance 


By James D. Woolf 


(Mr. Woolf is an advertising con- 
sultant who spent many years as 
vp in charge of creative activities 
of the western offices of J. Walter 
Thompson Co.) 


Several years ago, a relatively new ad- 
vertiser of a packaged product was capti- 
vated by a certain copy concept (promised 
benefit) that had been suggested to him 
by his wife. He tried out a test newspaper 
campaign in a mid- 
western city of several 
hundred thousand 
population. Sales went 
up 12% during the 
eight weeks of the 
campaign’s duration. 
He decided forthwith 
that he had found a 
successful advertising 
formula. Well, it 
turned out later that 


James D. Woolf 


he hadn't. 

Advertising and selling are complex 
businesses, and a more experienced and 
casehardened advertiser would want more 
conclusive evidence before jumping to 
that conclusion. 

The 12% sales increase could have been 
the result of any one of a number of 
things, or of a combination of them. For 
example, the fact that the retailers of 
this city were thoroughly detailed by a 
special crew of salesmen, a procedure 
economically impossible on a _ national 
basis. Or the fact that a generous bonus 
plan gave wholesalers an attractive in- 
centive. Or the sizable quantity (weight) 
of the advertising rather than its quality 


(promised benefit). Or the relatively 
weak position of competition in this par- 
ticular city. Or the fact that local pros- 
perity was at a record-breaking high. 
How did this advertiser know his new 
copy concept was the big answer? He 
didn’t. This unhappy discovery he made 
when, on the basis of this single instance, 
he went ahead with a costly national cam- 


paign. 


® Psychologists call experiences of this 
sort the fallacy of the single instance. 
“You can never safely draw a general 
conclusion from a single instance. Any 
observed concomitance of events could 
happen for many different reasons or by 
chance. You must repeat the concurrence 
again and again, staying with what you 
think is important and letting everything 
else vary. Only in that way do you at last 
become secure in concluding that a gener- 
alization holds.” * 

Probably nobody in the advertising 
business (and I certainly include myself) 
is wholly without sin in this matter of 
“the fallacy of the single instance.” 

And who among us, too, is not at times 
guilty of wishful thinking? Psychologists 
know that “opinions and attitudes are af- 
fected by wishes and prejudices and tend 
to accord with what the thinker desires 
... You find wishful thinking in politics, 
in courts of law, in science, in everyday 
social relations. Wherever controversy 
exists, there men try to prove themselves 
right, instead of trying to find out the 
truth.” * 

*Boring, Langfeld, Weld. “Foundations 
of Psychology.” New York; John Wiley 
& Sons Inc., 1948. 


Looking at Radio and Television... 


An Example of Immediate Profit 
Vs. Long-Range Benefit 


By The Eye and Ear Man 

It is reliably reported that a major 
client has retained a former agency tele- 
vision producer, paid his salary, and 
persuaded a new agency to take the tele- 
vision programs involved without taking 
commission on the programs. Of course, 
the agency gets commission on time. Ac- 
companying the deal is a release of the 
new agency from responsibility for the 
programs or any degree of control over 
them. This is one of the first examples of 
a major agency and client agreeing to a 
new formula of television commissions 
and, as such, it needs dissection. 

It has been stated here repeatedly, and 
it must be stated again, that for every 
million dollars an agency invests on be- 
half of a client, it is the function of the 
representatives of the client to get $150,- 
000 worth of services. The media selected 
and the relative methods employed have 
nothing to do with the basic principle. 
There is nothing constant about the choice 
of media, and the services involved take 
many different forms. It is unsound to try 
to pinpoint one minor percentage of media 
and relate it to service. In order to make 
a profit, the agency involved must reduce 
services in some fashion. 


® The programs involved in the example 
quoted involve about $2,500 worth of 
commissions on programs. To hire the 
present producer and his staff would in- 
volve about $1,250. It would also be pos- 


sible to subcontract the programs and per- 
mit the producer to make that much 
profit by more efficient operation. With 
an incentive, it can be demonstrated his- 
torically that this is readily possible. 

For the additional $1,250, the agency 
involved would have supplied special re- 
search and analysis. In return for the 
traditional commission the agency would 
have assumed responsibility for the pro- 
gram and prodded the producer, whether 
on staff or off, until good shows became 
better shows. 

But the new agency has been relieved 
of any responsibility for the programs— 
so why bother to do anything except put 
in the commercials? Why bother with re- 
search? And, therefore, why bother to 
give this client the benefit of your top 
thinking in sales counseling, since the 
agency is powerless to change a major 
part of the client’s advertising budget. 


® Assume that the cost of television went 
up and its efficiency became less than a 
competing medium. The agency has no 
control to cut prices on the program or 
even to get an equally good cheaper pro- 
gram. Can the client perform this func- 
tion? Possibly—in time. Will he pay the 
$1,000 a week necessary to maintain a 
staff to supervise, do research, analyze 
and look for a replacement? It is unlikely. 

In order to get an agency producer to 
go into business, the client must guarantee 
him at least a year of production. What 
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The Creative Man’s Corner... 


stuff as this. 


Interesting-But Is There the Urge to Buy? 


The campaign for U.S. savings bonds is a public service campaign in the 
true sense of the word. The creative work is contributed and the space is con- 
tributed. For these reasons, we would like to find it good. But we can’t. 


It has been interesting to read about certain little known but colorful char- 
acters out of American history. Not a few of these, like Yellowstone Kelly, 
have been outstanding not so much for what they did for our growing and 
developing country as for their bizarre exploits and undoubted individuality. 


Most of these ads have wound up in the same way: “... it is the courageous, 
trail-blazing spirit of 165,000,000 people that makes America great.” They 
say, in effect, as this one says, “and that provides the real strength behind one 
of the world’s finest investments: our country’s savings bonds.” There is a 
final admonition to buy bonds and hold on to them. 


The weakness of this advertising, we feel, lies in the fact that no real, tan- 
gible reason for buying bonds is given. This is little more than a reminder of 
the continued availability of the bonds we bought during the late war to help 
lick the Germans and the Japs and then to stave off inflation—at the same 
time that we were getting one dollar for every three we invested. 


Reasons for purchase, of course, would be different today. However, we sus- 
pect that a frank explanation of what the money is needed for and what it 
goes for would provide more of an urge to buy and hold than such Wild West 
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happens if the producer becomes finan- 
cially irresponsible or dies? Is the client 
responsible for the mess that ensues? Will 
the agency again assume control and the 
client be forced to pay a double fee? 

Going back to the original arithmetic 
involved, the client “saved” about $65,000 
by assuming a $5,000,000 responsibility for 
two tv programs. Obviously, if the pro- 
gram is beyond the control of the agency, 
it must be assumed that the time is re- 
lated to the program and cannot be 
changed. 


® How about the fellow who took the job? 
Did he get the security of stock options, 
insurance, retirement funds or any of 
the things he could expect from a top 
agency if he is good enough to have a 
client entrust him with two shows? Will 
he get a bonus? If his work is good will 
he get a raise next year? If he gets sick, 
will his pay continue? Probably not, be- 
cause our shrewd client has saved only 
$65,000 a year and that won’t spread very 
far on luxuries. 

And how about the new blue chip agen- 


cy that accepted a deal like this? Of 
course, it will profit by decreased service 
and it is relieved of major responsibilities 
in a medium fraught with trouble aud 
uncertainties. But is it going to give all 
its clients the same deal? Does this mean 
that the agency will wash its hands of 
any commission from package deals? This 
same agency happens to have a complet: 
package on which it has spent more tha 
the commission for five years in negotiat- 
ing the best possible deal, raising the ef- 
ficiency of the program, transcontinental 
supervision, and extensive efficiency re- 
search and management time. 


® The client who made the deal is ap- 
parently guilty of the old crime of being 
penny foolish, and conversely, the agency 
that accepted the deal is guilty of being 
pound foolish—of accepting a deal for the 
immediate profit that will effect its op- 
eration for years to come. And the pro- 
ducer has sacrificed long-range benefits 
for uncertain immediate profit and osten- 
sible independence. 

The moment a client tries to separate 
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WHOLESALING — THE GIANT NOBODY KNOW 
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Your advertisement in this special May issue of HARDWARE retailer will reach every 
wholesaler executive, buyer and salesman in the hardware industry. Nearly 10,000 a 
circulation bonus. See next page for complete information. Closing date is April 5, 1956. : 


General Sales Manager 
HARDWARE retailer 
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LOOKING FOR MORE DISTRIBUTION 
Don't miss the Wholesaler Issue 


of HARDWARE retailer 
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1 a special May issue 7 HARD 
complete editorial coverage yay 
- Wholesaler's role in hardware distribution 


i ite SS el le 
Featuring the industry’s first truly interpretive, penetrating report of : 
@ the history of hardware wholesaling @ stock control and warehousing 
@ wholesaler buying practices and policies @ wholesaler catalogs and unit pricing 
@ office procedure and order handling @ the wholesale selling job 


@ retail merchandising responsibilities 
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@ Every key man in distribution . . . every executive, 

The May 1956 HarpwakE retailer offers three 
unusual advertising opportunities . . . 

ware wholesale firms will receive a copy of the May @ list your wholesalers 


every buyer, every salesman in the nation’s 600 hard- 


1956 issue. Plus, the largest retailer reading audience @ list your products 


of any hardware trade magazine, 23,000 hardware © promote your sales policy 


stores regularly subscribe to Hardware retailer. Over Tie-in with this special wholesaler issue for 
extra exposure, extra recognition. See your 


48,000 copies (10,000 bonus over regular circulation) HarpwakE retailer representative, or write... 
will be distributed. 


Please contact any of the following HARDWARE retailer advertising representatives for 
further information and assistance. 


Werner Hauptli Bill Ackerman Conaway & Klaner 
250 W. 57th St., New York 19, N.Y. Heights-Rockefeller Bldg. 1127 Wilshire, Los Angeles 17, Calif. 
Telephone Plaza 7-6194 Cleveland 18, Ohio Telephone MAdison 6-0553 
Telephone ERieview 1-1121 244 California St., San Francisco, Calif. 


C. B. Coburn 
835 Terminal Sales Bldg., Portland 5, Ore. 


J. D. Mathews Vic Hubert 
333 N. Michigan Ave., Chicago 1, IU. 441 Stuart St., Boston 16, Mass. 
Telephone FRanklin 2-5237 Telephone Copley 7-0016 


the industry mavazin 


Published by the MATIOMAL RETAIL HARDWARE ASSOCIATION 
964 NORTH PENNSYLVANIA STREET, INDIANAPOLIS 4, INDIANA 
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a fraction of servicing his account and 
relegate a portion of media expenditure 
to commissions, a chain of trouble begins. 
In this day of large investments in ad- 
vertising and the need to sell against in- 


G. D. Crain Jr. Says... 


Good Men Are 


The demand for seasoned, capable ex- 
ecutives in the advertising and marketing 
field is so great that recruiting personnel 
of this type has become a specialty. A 
number of firms in this field undertake to 
locate good men for specific assignments 
at fees running around $4,000 or $5,000. 

These executive bird dogs appear to 
earn their money. They have to make 
many contacts to locate available men, 
and then must interest them in the op- 
portunities which are offered by other 
companies. They keep in touch with in- 
dustry people, trade associations and 
business publications, and use the long 
distance telephone constantly to get fast 
action in the rapidly changing manpower 
market. 


® Obviously it is worth a_ substantial 
amount of money to a company to get a 
top-flight man, well qualified by ability 
and experience, for an important and re- 
sponsible position. Today’s greatest prob- 
lem of management lies in meeting the 
challenge of business growth, which re- 
quires the addition of new men to new 
posts of strategic importance in the ex- 
pansion of the business. Even the largest 
companies, which are constantly doing 
recruitment work at all levels, starting 
with the graduates of colleges and uni- 
versities each June, are not always able 
to find within their own organizations the 
men they need for top jobs. 

Even if the recruiting teams are able 
to snare good men away from competitors, 
this is only a temporary answer, since 
raiding the enemy’s lines forces the latter 
to resort to the same tactics to keep their 
organizations at full strength. But while 
admitting the necessity of finding better 
methods of building executive talent from 
within, even the most successful and far- 
flung organizations are often forced to 
turn to the personnel recruiters for the 
specific answer in terms of a particular 
job. 


® Just how this affects the marketing 
field was demonstrated when one of the 
giants of American industry commissioned 
a specialist to locate a man for a specific 
and urgent assignment—study and analy- 
sis of its entire distribution setup. The 
best available man was found to be the 
assistant to the general sales manager of 
a successful company in the same field. 
The g.s.m. did not object to his assistant 
being given a chance to study this oppor- 
tunity, but an interview with the recruit- 
ing specialist revealed that the prospect 
had already been offered the job of exec- 


creasingly tough competition, he needs a 
first rate agency which demands a clean 
deal. 

A large advertiser with millions of 
dollars at stake can afford the best. 


Hard to Find 


utive vice-president of still another com- 
pany. So the organization seeking to em- 
ploy him had to go high to obtain his 
services. He has now been working on 
his new assignment for eighteen months, 
and his findings will have great weight 
in determining the future distribution pol- 
icies of one of America’s greatest indus- 
trial enterprises. 

As long as industry continues to expand, 
and as long as marketing and advertising 
continue to be the keys to successful op- 
erating results, as they must be in our 
highly competitive economy, good men 
are going to command top compensation 
and other emoluments. There is every in- 
dication that continued industry growth 
will be accompanied by such increased 
competitive pressure that executives in 
marketing, sales, distribution and adver- 
tising will be even more in the spotlight. 


® The advertising agency business, as one 
example of what is happening personnel- 
wise in the marketing field, has more than 
doubled in size and number of employes 
in the past decade, since the end of the 
second world war. This is in line with the 
growth of advertising volume, retail sales, 
industrial production and other measures 
of business activity. All other segments 
of the marketing field have been growing 
at the same rate, and all may be expected 
to continue their expansion, with con- 
sequent increased competition for the best 
available men. 

Since robbing one company to provide 
executive talent for another does not solve 
the basic problem, the question of how 
to train men for higher positions is being 
considered in many organizations in terms 
of improving the abilities of present em- 
ployes. One large company now gives new 
men in executive posts the equivalent of 
university training in business manage- 
ment, courses running a year before they 
are actually assigned to specific posts. 
Even top executive groups frequently un- 
dergo refresher courses to enable them to 
brush up on the latest thinking on man- 
agement problems. More intensive work 
to train younger executives for more im- 
portant positions seems to be the princi- 
pal hope of meeting the needs of industry 
for marketing manpower in the near fu- 
ture. 

In view of this situation, good advice 
to a young man planning his college ca- 
reer might well be, “Get ready for a job 
in marketing—including advertising, sales 
or distribution. The best companies in the 
country will be looking for you at gradua- 
tion.” 


Looking at the Retail Ads 


By Clyde Bedell 
(Mr. Bedell is a consultant in cre- 
ative advertising and advertising 
training.) 

Recently we commented here about an 
“institutional” Christmas ad run in New 
York City. It was an ad that saddened this 
writer. Here is one that gladdens me. It 
seems to me to be in as good taste as the 
other was in bad taste. 

This is an ad in the spirit of Christmas. 
It doesn’t get maudlin or oversentimental. 
It steps up and pronounces a Christmas 
message in suitable terms that any big or 
little business that’s sound of heart and 


purpose could sign. 

It isn’t easy to even border on discussion 
of things spiritual in advertising, or even 
in day-to-day talk with day-to-day peo- 
ple. That this ad does it gracefully, com- 
mends it. 


® This has seemed strange to me for 
many years. If there is a Creator and He 
has planned a continuing education for us 
extending for some few million years in- 
ward through tier upon tier of worlds, you 
would think it would be one of the most 
interesting subjects on which men could 
form conjectures about. 
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Just Looking... 


I see another hilarious book has been 
written about the Ad Game. 

This one is all about how the “huck- 
sters from Fifth Ave.” take over the 
Presidential campaigns in 1960 and it 
must be very, very funny. 


® It’s just the kind of job you can be 
sure that the reviewers would find 
“hilariously comic.” 

One of them stops chuckling long 
enough to cut us in on a bit of price- 
less dialog. Here you are listening to 
Blade Read (the hero) telling Henry 
Clay Adams (the GOP candidate) a 
thing or two: 

“Consider your market, man! Forget 
about the studio audience. Your mar- 
ket is 40, 50 million slobs sitting at 
home catching your stuff on tv and 
radio. Are those slobs worried about 


By Walter O’Meara 


the atomic age! (sic.) Nuts. They're 
worried about next Friday’s grocery 
bill.” 


® This should be enough to give you 
an idea of the subtle skill and pene- 
trating insight that distinguish author 
John G. Schneider's delicious satire. 

I don’t know where Mr. Schneider 
practiced advertising for 15 years, or 
in what capacity. But from the samples 
of his work so appreciatively quoted 
by the critics, I should guess it might 
have been in the mail room of the 
Little Gem Ad Associates. 

The only alternative is to surmise 
that Mr. Schneider has been willing to 
libel a fairly respectable profession 
for the sake of a few laughs and—er— 
royalties. And one would not want 
to think that of an ex-adman. 


It is amusing to think of how much less 
interesting is the price of liquor, or are 
golf scores, or which tires are best—than 
discussion of what must be the “corporate 
setup” of a celestial organization that must 
make great General Motors look like 
bugdust. But—in our present state of de- 
velopment, such discussions are not com- 
mon. 


® It may be hard to believe, in view of 
Christmas business volume, and the stag- 
gering loads mailmen carry prior to the 
holidays, but many people are quite fed 
up with the “over-commercialization” of 
Christmas. 

To persons for whom the original 
Christmas idea has deep significance, it is 
hard to keep things in perspective while 
the cymbals and brasses of commerce din 
the more modern story of GIFT PROMOTION. 
Yet it must go on. 

Years ago, I used to create a new 
Christmas card each year—out of some 
antique book or map or early religious 
writing. Then, observing in the homes of 
many friends the traditional mechanical 
chore of sending out Christmas cards in 
the same manner in which a modern ma- 


chine cracks out bread or cough lozenges 
for the unnamed public, I cooled off. And 
instead of sending out cards, I send out a 
few letters begging funds for a charity, 
with no mention of Christmas. 

I do not say I have chosen a good course 
in this matter. Better, what Ben Donald- 
son of Ford Motor does. He casts into the 
vast seas of Christmas tripe and wooden 
Carnegie greetings his leaven of significant 
sentiment! Many others do, too, of course, 
but they are in an almost inaudible 
minority. 

So, for the same reason I salute Ben 
Donaldson, I salute this General Electric 
ad from Cincinnati. It is excellent. 


® However, since I believe that even in- 
stitutional ads should go as far as they can 
in the use of devices to increase reader- 
ship and interest, I would be inclined to 
strengthen this headline with something 
more direct and engaging—-less imperson- 
al and bulletin-like. As an illustration: 
“How Your Year-’Round Little Christ- 
mases Make the Great One,” or any other 
approach that steps out and taps the read 

er on the shoulder figuratively and say: 

“Look, I’m speaking to you.” 


ALL NOW THE CREAT CHRISTMAS. the season of chemang 
bells and rewbhing trees, of carol and tradmon 
8 tume when the spent ts dhumined again by ageless love 
But we also know many other Christmases. the lrethe ones 
which we create or which others create for us throughout the 
year These are without chimes or carols For the litle Christ- 
maser are the times when the heart opens in kindness on gen 
eromty in understanding: 
Perhaps one of the finest things shout the great Christmas 
1 that it reveals us to ourselves We see again what great stores, 
of kindness sympathy and generowty we have within us We 
now thay we can go on gving for s lifetime without exhausting 
the vast reserves of cur own spent 


Creating \utle Christmases for others is the bew way to heap 
alrve this season of kindness and w:rmth and beauty For the 
first great Christmas was gift of the spurt that has O@ ws 
forever indebted Only with our lithe Chrsimases can we hope 
to acknowledge that gift 


“Veer frends and mcghivors 1 the 
Evendale Plant of General Electric wish you 
a very Derry Christmas and 
a Happy New Year 
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First Release on Metropolitan Area Sales Figures... 


Advertising Age, February 20, 1956 


Census Figures on Retail Sales by Metropolitan 
Areas Developed by Advertising Age 


Advertising Age is proud to present, on this and the following eight pages, 
a special tabulation covering retail sales figures for the nation’s 168 Standard 
Metropolitan Areas. The tabulation was developed by Advertising Age with 
the cooperation of the Bureau of the Census, from material gathered for the 
Census of Business covering 1954. It shows, for each of the Standard Metro- 
politan Areas (except for those in New England) total retail sales for 1954, and 
a breakdown into 11 categories of retail sales, with comparable figures for 
1948 and the percentage of change since that year. New England figures are 


Eating, 


Food Drinking General 
Group 


($1,000) 


Total 


($1,000) ($1,000) ($1,000) ($1,000) 


"AKRON, O. 

23,005 

19,682 
+17 


42,963 
33,424 
+ 29 


80,195 
68,622 
+ 17 


515,987 
393,030 
Per Cent Change ... + 31 


*ALBANY-SCHENECTADY-TROY, N.Y. 
659,427 161,169 

551,090 121,445 

+ 20 + 33 


129,124 
92,056 
+ 40 


57,954 59,134 
(D) 58,791 
NA + 1 


50,937 
47,672 
+ 7 


13,383 
10,227 
+ 31 


27,325 
12,460 
+119 


45,408 16,118 
9,432 


+ 71 


218,119 
1948 122,176 25,906 
Per Cent Change ... + 79 + 15 


*ALLENTOWN-BETHLEHEM-EASTON, PA. 
474,448 109,759 
395,794 91,964 

+ 20 + 19 


32,622 
33,844 


56,479 

44,586 

Per Cent Change ... + 27 
ALTOONA, PA. 

119,518 32,797 13,679 

113,101 34,615 14,946 

+ 6 — 5 — 8 


Apparel, Furnishings, Automotive Service Farm Equip. prietary 
Places Merchandise Accessories Appliances 


not available, as explained in the note on Page 65, but county figures are 
shown at the end of the tabulation. 

Although these data—all taken from the Census of Business—will eventual- 
ly be published by the Bureau of the Census, the special tabulation devel- 
oped by Advertising Age permits their publication here many months earlier 
than they would otherwise appear. The complete tabulation is copyrighted by 
Advertising Publications Inc., and may not be reproduced or reprinted with- 
out special permission. 


Lbr., Bidg. Drug, 
Gasoline Matls.,Hdwe., Pro- 


Furniture, 


Home Other 


Retail 
Stores 
($1,000) 


Nonstore 
Retailers 
($1,000) 


Stores 
($1,000) 


Dealers 
($1,000) 


Stations 
($1,000) 


Group 
($1,000) ($1,000) 
12,077 
4,816 
+151 


26,742 
22,548 
+ 19 


16,283 
11,570 


31,780 
18,539 
+ 71 


31,187 
38,944 
— 20 


23,853 
14,780 
+ 61 


98,778 
68,049 
+ 45 


53,803 
(D) 


64,670 
58,526 
+ 10 


31,917 
28,629 
+ 11 


98,679 
80,628 
+ 22 


31,811 
21,648 
+ 47 


33,504 
27,530 
+ 22 


16,620 
10.943 
+ 52 


13,976 
12,624 
+ ll 


16,643 
7,325 
+127 


45,023 
19,009 
+137 


13,234 
9,718 
+ 36 


47,831 
42,505 
+ 13 


30,282 
32,036 


27,407 
18,042 
+ 52 


27,443 
26,294 
+ 4 


76,555 
61,991 
+ 23 


8,519 
9,629 
—- 12 


7,811 
4,947 
+ 58 


7,299 
8,666 
— 16 


29,286 
20,103 
+ 46 


174,543 
118,532 


Per Cent Change ... + 47 


ASHEVILLE, N.C. 
26,118 


19,297 
+ 35 


118,938 
91,799 


+ 30 + 20 


+ 9 


194,086 
118,799 
+ 63 


51,947 
41,309 
+ 26 


963,229 
671,335 
+ 43 


(D) 
NA 


40,894 
30,691 
+ 33 


12,733 
10,413 
+ 22 


48,965 
43,028 
+14 


219,485 
173,260 
+ 27 


24,640 
18,467 
+ 33 


12,706 
5,991 
+112 


51,829 
24,698 
+110 


193,659 
106,896 
+ 81 


17,598 
13,977 
+ 26 


13,080 
7,331 
+ 78 


8,073 
7,289 
+ ll 


17,570 
10,349 
+ 70 


8,747 
5,092 
+ 72 


5,621 
5,132 
+ 10 


85,171 
(D) 
NA 


54,071 
29,229 
+ 85 


39,912 
27,411 
+ 46 


65,975 
+ 27 


114,269 
+ 40 


30,724 
26,283 
+17 


6,957 
NA 
NA 


10,014 
6,307 
+ 59 


24,206 
16,013 
+ 51 


9,179 
8,507 


14,316 
12,734 
+12 


1,903 
NA 
NA 


14,445 
5,589 
+158 


37,076 
18,100 
+105 


17,354 
15,794 
+ 10 


38,727 
28,927 
+ 34 


15,041 
11,127 
+ 35 


184,623 
138,692 
+ 33 


218,371 
181,906 
+ 20 


167,679 
128,405 
+ 30 


378,519 
292,853 
+ 29 


1,192,237 
+ 31 


23,328 
21,366 
+ 9 


38,780 
25,955 
+ 49 


12,064 
9,801 
+ 23 


10,661 
9,774 


7,510 
5,970 
+ 26 


24,376 
19,619 
+ 24 


BEAUMONT-PORT ARTHUR, TEXAS 
244,845 
193,671 


13,859 
13,399 


61,788 
43,521 
+ 42 


15,654 
11,397 
+ 37 


5,909 
NA 
NA 


12,523 
6,222 
+101 


31,311 
25,174 


+ 24 


123,673 
105,912 
+ 17 


79,766 
42,614 
+ 87 


217,041 
141,371 45,527 


+ 42 


7,520 
5,396 
+ 39 


12,117 
11,080 
+ 9 


14,292 
7,615 
+ 88 


3,758 
2,784 
+ 35 


4,814 
5,616 
-—- 4 


7,066 
5,399 
+ 31 


19,351 
16,496 
+ 17 


7,990 
6,435 
+ 24 


226,106 52,655 
181,878 


+ 24 


532,582 
438,600 


22,211 
19,022 
+ 17 


45,655 
43,109 
+ 6 
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a Per Cent Change ... 7 +l + 22 + + 10 - § + 31 + 84 + 50 + 32 NA 
ieee BIRMINGHAM, ALA. | 
Bt. Re ee Sa | P| 130,238 29,433 74,441 39,232 25,416 113,325 28,641 21,652 15,204 9,345 
E ot tiga agtabiehhS 103,739 29,412 15,118 38,558 24,319 72,902 19,065 15,435 11,910 a 5,033 

ee Per Cent Change ... + 21 + 26 0 = % + 2 + 5 + 66 + 50 + 40 + 38 + 86 

Buk: ghoe* st RRS SE oak 5 allt i SS lll 2 _ ae CS ee lU”!”lU he 
aie be a CR Be FP) " om Ox. ye al : lll - be a eae PE 
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Eating, 
Food Drinking General 


Furniture, 


Home 


Lbr., Bidg. Drug, 


Gasoline Matls., Hdwe., 
Apparel, Furnishings, Automotive Service Farm Equip. prietary 


Area Total Group Places Merchandise Accessories Appliances Group Stations Dealers 
($1,000) ($1,000) ($1,000) ($1,000) ($1,000) ($1,000) ($1,000) ($1,000) ($1,000) 
*BUFFALO, N.Y 
ng eS wee 1,365,755 340,720 131,956 160,372 112,018 67,451 224,875 72,706 95,492 
Ae 1,005,435 237,561 100,990 149,847 81,965 46,476 163,859 41,599 65,196 
Per Cent Change + 36 + 43 + 31 + 7 + 37 + 45 + 37 + 75 + 46 
CANTON, O. 
a 332,673 86,234 24,404 33,558 22,111 21,572 62,854 21,070 24,744 
RS 268,010 67,196 23,494 32,436 20,923 16,606 38,815 12,735 25,280 
Per Cent Change .. + 24 + 28 + 4 + 3 + 6 + 30 + 62 + 65 — 2 
CEDAR RAPIDS, IA. 
re 150,175 27,893 9,619 16,031 11,355 11,817 25,699 8,598 15,465 
_ Pe Tee 118,353 19,957 6,786 15,769 8,846 7,385 19,742 5,766 13,973 
Per Cent Change . + 27 + 40 + 42 + 2 + 28 + 60 + 30 + 49 + ll 
CHARLESTON, S.C. 
IE situs code WMA D eke wr kes 159,896 38,722 8,484 19,190 13,107 11,131 26,223 10,876 13,596 
Fare ee 113,208 29,928 5,581 11,209 10,120 7,305 20,771 5,433 8,364 
Per Cent Change + 41 + 29 + 52 + 71 + 30 + 52 + 26 +100 + 63 
CHARLESTON, W.VA. 
BARR ee 292,038 76,728 16,334 46,427 17,685 14,358 57,157 18,281 15,089 
ee Se 259,302 61,755 14,865 50,096 21,083 16,196 43,206 12,024 12,592 
Per Cent Change + 13 + 24 + 10 — 7 — 16 -— 13 + 32 + 52 + 20 
CHARLOTTE, N.C 
SEY icatndw et Badan v-<% 267,595 43,601 19,831 38,109 17,550 11,606 43,790 20,182 15,684 
See * Cae 183,964 34,588 9,644 30,166 16,189 10,095 29,523 9,021 11,930 
Per Cent Change ... + 45 + 26 +106 + 26 + 8 + 15 + 48 +124 + 31 
CHATTANOOGA, TENN. 
ED oth diana hea 268,765 64,988 15,551 33,169 18,923 15,208 43,817 20,120 18,316 
ae... 197,849 44,917 13,248 26,776 15,890 13,250 31,596 11,023 12,547 
Per Cent Change + 36 + 45 +17 + 24 + 19 + 15 + 39 + 83 + 46 
*CHICAGO, ILL. 
SY Sha chided wads i 7,535,219 1,649,582 727,682 825,430 607,503 349,122 1,120,221 352,263 372,263 
BARR one 5,928,232 1,214,610 595,647 793,467 570,021 260,133 748,894 201,999 267,062 
Per Cent Change ... + 27 + 36 + 22 + 4 + 7 + 34 + 50 + 74 + 39 
*CINCINNATI, O. 
ee ae 1,151,383 279,482 111,633 151,304 73,823 58,214 196,305 59,737 67,291 
are, Ss ee 863,202 206,460 91,818 131,746 63,606 38,168 125,702 33,976 45,644 
Per Cent Change ... + 33 + 35 + 22 + 15 + 16 + 53 + 56 + 76 + 47 
*CLEVELAND, O. 
ere - 2 ee 1,963,334 480,844 165,872 296,913 114,375 99,040 334,160 106,632 113,156 
ee ee 1,484,141 356,512 139,851 249,145 103,134 68,220 217,166 62,300 91,786 
Per Cent Change ... + 32 + 35 + 19 + 19 + 11 + 45 + 54 + 69 + 23 
COLUMBIA, S.C. 
ST spceaceuadess 6s 162,407 32,029 9,025 18,710 13,271 13,212 34,643 11,651 8,680 
ee eee 120,446 21,967 6,075 14,159 11,475 6,636 26,286 6,545 7,266 
Per Cent Change ... + 35 + 46 + 49 + 32 + 16 + 99 + 32 + 78 + 19 
COLUMBUS, GA. 
gy a giptines Sae dp 154,180 36,821 9,968 20,366 (D) 9,606 28,062 11,502 4,953 
Be Usikcs smaheer ka dt 106,607 25,965 (D) (D) (D) 7,298 20,825 (D) 2,915 
Per Cent Change . + 45 + 42 NA NA NA + 32 + 35 NA + 70 
*COLUMBUS, O. 
ite) ae 717,294 161,203 60,363 110,264 49,559 31,899 119,964 44,884 47,959 
RE Pikes c aak tomes <x 500,863 101,960 44,703 86,804 38,280 23,770 78,177 22,821 34,580 
Per Cent Change .... + 43 + 58 + 35 + 27 + 29 + 34 + 53 + 97 + 39 
CORPUS CHRISTI, TEXAS 
ee 224,775 51,541 15,679 25,863 11,150 9,344 44,229 15,908 23,277 
_ ee | ae 141,350 31,118 10,418 16,808 10,236 8,942 28,735 5,904 11,628 
Per Cent Change ... + 59 + 66 + 50 + 54 + 9 + 4 + 54 +169 +100 
*DALLAS, TEXAS 
ee ae 1,094,436 214,762 66,760 138,700 74,840 40,255 247,828 59,309 65,419 
BG. cae desteteb sss 704,804 129,051 47,779 (D) 49,462 31,110 124,734 27,403 47,809 
Per Cent Change ... +55 +66 +40 NA +51 + 29 + 99 +116 + 37 
DAVENPORT, IOWA-ROCK ISLAND-MOLINE, ILL. 
Be . pbevlbeswsct vs 290,541 64,219 28,371 34,945 15,959 13,401 50,890 18,862 21,385 
_. OPE ore ere 246,739 52,312 26,420 37,076 13,793 11,440 42,691 13,122 19,495 
Per Cent Change + 18 + 23 + 7 — 6 + 16 + 17 + 19 + 44 + 10 
*DAYTON, O 
ES ae 605,758 142,148 49,620 88,587 36,543 31,145 112,740 36,053 35,966 
aa 436,304 94,431 41,334 71,459 32,463 19,622 65,819 23,156 23,922 
Per Cent Change .. + 39 + 51 + 20 + 24 + 13 + 59 + 71 + 56 + 50 
DECATUR, ILL. 
a ee 133,217 28,789 11,478 18,357 7,481 6,696 27,241 8,912 8,592 
ee eee 105,627 22,651 8,495 17,481 5,966 5,704 18,960 6,388 8,470 
Per Cent Change ... + 26 + 27 + 35 + 5 + 25 +17 + 44 + 40 + 1 
*DENVER, COLO. 
A ie ee 887,438 196,832 63,854 111,244 44,075 48,302 174,417 52,503 52,816 
SG dot nee ues oe 591,343 113,070 45,928 92,479 36,600 28,227 99,828 27,848 38,377 
Per Cent Change ... + 50 + 74 + 39 + 20 + 20 + 71 + 15 + 88 + 38 
DES MOINES, IA. 
Are 309,954 61,545 20,756 41,882 19,418 15,512 66,858 21,446 20,490 
RRR ey ae 267,871 49,657 17,720 44,140 19,771 14,542 52,031 12,055 18,694 
Per Cent Change ... + 16 _+ + 17 — 5 — 2 + 7 + 28 + 78 + 10 
*DETROIT, MICH. 
a ee 4,184,374 978,844 327,044 510,944 270,739 206,877 877,056 260,718 237,230 
Pre ee 2,973,070 626,307 245,614 435,666 241,663 132,361 615,090 146,880 174,089 
Per Cent Change ... + 41 + 56 + 33 + 17 + 12 + 56 + 43 + 78 + 36 
DUBUQUE, IA. 
ETO Tere 87,613 17,797 7,095 13,347 3,861 4,094 12,779 5,426 8,586 
i era 75,089 14,786 6,789 14,304 3,774 2,823 11,024 2,856 10,346 
Per Cent Change . + 17 + 20 + 5 — 7 + 2 + 45 + 16 + 90 - 17 


Pro- Other 
Retail 

Stores Stores 
($1,000) ($1,000) 
39,644 92,186 
29,334 81,215 
+ 35 + 14 
8,862 24,726 
6,839 23,686 
+ 30 + 4 
5,217 16,385 
4,117 16,012 
+ 27 + 2 
5,575 11,506 
3,870 10,627 
+ 44 + 8 
8,246 18,988 
6,648 20,837 
+ 24 —- 9 
14,895 34,056 
5,693 27,115 
+162 + 26 
7,544 27,581 
6,575 22,027 
+ 15 + 25 
242,839 648,143 
187,434 563,213 
+ 30 + 15 
37,419 83,909 
27,857 81,097 
+ 34 + 3 
72,242 137,009 
54,563 124,691 
+ 32 + 10 
4,597 14,304 
4,052 15,985 
+ 13 -l 
4,825 13,640 
2,993 (D) 
+ 61 NA 
24,946 51,478 
16,200 45,913 
+ 54 +2 
6,706 17,509 
5,070 12,491 
+ 32 + 40 
33,571 84,819 
23,908 (D) 
+ 40 NA 
9,571 26,598 
7,643 22,747 
+ 25 + 17 
19,994 43,980 
16,790 43,537 
+ 19 + 1 
2,828 10,891 
2,488 9,024 
+ 14 + 21 
43,282 59,918 
26,621 46,482 
+ 63 + 29 
10,893 25,144 
8,218 31,043 
+ 33 — 19 
173,970 234,164 
128,709 201,487 
+ 35 + 16 
3,021 10,539 
1,299 7,088 
+133 + 49 


Nonstore 
Retailers 
($1,000) 


28,335 
7,393 
+283 


2,538 
NA 
NA 


2,096 
NA 
NA 


1,486 
NA 
NA 


2,745 
NA 
NA 


8,291 
NA 
NA 


3,548 
NA 
NA 


640,171 
525,752 
+ 22 


32,266 
17,134 
+ 88 


43,091 
16,773 
+157 


2,285 
NA 
NA 


(D) 
NA 
NA 


a ~ y 
IP 


— ce : : * 2 f 5c ie y tee a eae 
pe 59 & 
y | S| Fe a 
i | i 
H * 
\ ; 
a 
{ na 
} a | 
| | a 
R| 
| a | 
i : 
I ; | ‘ 
a : 
t ” 
14,775 ie 
7,655 * 
+ 93 $ 
3 
' 3,569 a 
NA 
: NA : 
| 
68,173 R 
50,607 
+ 35 . 
be 6,340 
NA : 
NA of 
iM 3 
8,982 bee 
3,771 pe 
+138 
1,952 i 
NA ’ 
NA i 
q 40,195 2 
35,883 : 
+ 12 a 
6,010 x 
NA 
NA 
| i 
106,788 
25,204 
4324 , 
1,068 F 
NA t 
NA is 
a - - = ; a Came es ae - ere : aoe ae ae, ee ye eh ~ 3 Se Slt iy a x etek ; Be a hhgs eet 
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Furniture, Lbr., Bidg. Drug, 

Eating, Home Gasoline Matls.,Hdwe., Pro- Other 
Food Drinking General Apparel, Furnishings, Automotive Service Farm Equip. prietary Retail Nonstore 
Area Total Group Places Merchandise Accessories Appliances Group Stations Dealers Stores Stores Retailers 
($1,000) ($1,000) ($1,000) ($1,000) ($1,000) ($1,000) ($1,000) ($1,000) ($1,000) ($1,000) ($1,000) ($1,000) 

DULUTH, MINN.-SUPERIOR, WIS. 

276,716 70,956 22,586 32,122 19,336 13,860 48,498 16,937 15,900 7,981 19,941 8,599 
238,859 61,911 19,170 30,226 21,772 11,350 40,824 11,868 13,937 6,418 21,383 NA 

Per Cent Change .. + 16 + 18 + 6 -— ll + 22 + 19 + 43 + 14 + 24 — 7 


DURHAM, N.C, 
102,288 5,328 7,161 7,062 19,317 7,304 7,977 2,773 8,989 


90,125 4,325 6,953 6,368 14,669 4,464 7,841 2,683 11,502 
+ 13 + 23 + 3 +11 + 32 + 64 + 3 — 22 


245,403 16,048 38,444 18,028 15,095 44,914 13,953 7,498 15,724 
159,834 11,466 29,012 12,415 10,276 28,330 5,845 6,234 11,104 
+ 54 + 40 + 33 + 45 + 47 + 59 +139 + 20 + 42 


252,702 17,013 29,383 15,814 13,357 50,721 14,068 6,241 19,157 
215,241 15,326 26,482 17,539 12,829 33,416 9,876 4,757 24,640 


Per Cent Change ... +17 +11 + 11 — 10 + 4 + 52 + 42 — 22 
EVANSVILLE, IND. 
184,993 15,871 24,460 19,349 27,435 13,595 10,426 
149,941 12,829 19,933 18,997 23,112 6,667 12,406 

+ 23 + 24 + 23 + 2 + 19 +104 — 16 


419,861 26,524 34,482 27,761 97,601 30,245 19,202 
246,724 15,540 23,359 16,916 48,485 15,271 18,669 


Per Cent Change ... + 70 + 71 + 48 + 64 +101 


FORT SMITH, ARK. 
85,748 5,577 10,476 5,765 19,927 


66,595 3,539 10,390 4,946 16,526 
Per Cent Change ... + 29 + 58 + 1 + 17 + 21 


FORT WAYNE, IND. 
239,671 19,220 39,694 15,844 47,970 15,401 


193,390 16,094 34,289 14,536 30,867 10,728 
Per Cent Change ... + 24 + 19 + 16 + 9 + 55 + 44 


*FORT WORTH, TEXA 
P 560,344 32,008 98,867 26,053 119,127 32,481 
397,551 25,096 (D) 19,221 61,152 16,897 33,848 


Per Cent Change . ... + 41 +28 a) ee ar er ee a . > 12-- 


FRESNO, CAL. 
364,487 26,729 28,890 23,037 47,626 25,313 39,846 


285,519 20,898 27,350 20,025 45,991 15,434 27,077 
Per Cent Change ... + 28 + 28 + 6 + 15 + 64 + 47 


GADSDEN, ALA. 
72,005 8,640 5,472 
60,241 7,685 2,764 
+ 20 + 8 + 98 


GALVESTON, TEXAS 
126,450 13,909 9,415 
116,620 13,410 5,742 


+ 8 + 6 


392,683 22,481 
289,511 17,397 13,481 
Per Cent Change ... + 36 + 29 + 39 


GREEN BAY, WIS. 
124,185 11,376 3,024 
97,582 9,683 2,586 
+ 17 


Per Cent Change ... + 27 + 17 


GREENSBORO-HIGH POINT, N.C. 
54 9,922 6,011 22,458 
7,689 4,491 11,570 


+ 29 - 4 + 4 


6,918 26,009 12,625 
5,667 21,043 11,765 


Per Cent Change ... + 22 + 24 + 7 


HAMILTON-MIDDLETOWN, O. 
180,836 14,647 17,307 14,328 
132,802 11,334 10,595 16,334 


+ 36 + 29 + 63 — 12 


HAMPTON-NEWPORT NEWS-WARWICK, VA. 
42,253 10,078 17,013 14,899 


22,257 5,140 13,137 11,551 
+ 96 + 30 + 29 


28,870 41,316 32,938 
20,520 32,385 29,155 


Per Cent Change ... + 41 + 28 + 13 


*HOUSTON, TEXAS 
75,455 159,676 98,713 


818,603 55,414 109,131 139,024 
Per Cent Change ... + 48 + 36 + 46 + 66 


HUNTINGTON, W.VA.-ASHLAND, KY. 
222,994 56,131 12,670 27,835 40,026 


174,853 42,163 11,378 25,356 31,014 
Per Cent Change ... + 28 + 33 + 11 + 10 + 29 


*INDIANAPOLIS, IND. 
824,962 156,341 66,996 131,806 163,512 


617,249 115,570 113,852 111,261 
+ 34 + 35 + 16 + 48 


Reyes, © RIS Ste | ae 0 [| | oi —_ —- —_ 2a oo _—— < 
en | me 
fede - . 

ai eee. 
Ze Ss | 
heme i 
af 2a 4 
ae b 
Damar, 

wa | 
ie sith 
oo)! —-- NA 
Bre: Per Cent Change ... NA i 
Beek EL PASO, TEXAS 
Eos. DT cbipentidas «4: 3,773 I 
that SE Shs chai ac tie’ NA i 
pest Per Cent Change ... NA } 
$2 | ERIE, PA. 
i | Ee mA 

LE NA 

a NA | 
ee 4 
ee 3,947 

& for NA 

Apel: NA H 
a ema 

a FLINT, MICH. 

ea (ene ba 

“te PAA NA ' 
me + + + + NA 

ean _ — 

ey 

a4 5,259 7,617 2,470 6,279 1,272 

ee 3,509 6,107 1,863 6,079 NA 

+ 50 + 25 + 33 + 3 NA | 
Oe 14,871 7,244 19,401 7,348 

ss i 10,310 6,356 18,817 NA 

tH + 44 +14 + 3 NA 

at! 
ye 

ay 30,122 

in (D) 

- ee NA 

me: 

i 4,856 

AY NA ( 
os NA 

ae Gd ’ 
ae 

eee 5,279 2,178 3,783 416 

<4 4,057 1,701 4,229 NA | 
oe + 30 + 28 -N NA ' ; 
ty 10,621 4,445 9,451 NA ; 
ae Per Cent Change ... ee - § + 5 — 16 - 3 + 64 - 7 +4 + 22 NA 

Be *GRAND RAPIDS, MICH. ' 

Fe 26,234 9,630 

its 25,485 6,201 

Mi + 3 + 55 

+ : 14,466 2,110 | 
< 8,574 NA | 
ew + 69 NA 
6 

AS 

We ia 

a NA . 
of Per Cent Change ... + 39 + 43 a NA 
ah . GREENVILLE, S.C. | 
o= (eae oe aaa 39,287 2,344 

ot eT 29,653 NA . 
zi = 

i iv 
i 1,849 

neh NA 

= Per Cent Change -. NA | 
ex: 957 | 
Ne EERO 97,81 NA 

“9 ; Per Cent Change ... + 68 NA 

ae HARRISBURG, PA. 
het YE | 71,773 12,421 | 
ae SE cia mehabin «> « 265,132 59,867 — 

at NA | 
‘deel ' , 
ria 

‘cs Bc lc Ue 

a 34,563 68,714 25,875 71,744 6,681 

a +126 + 20 + 48 + 38 +181 

ee { 
Se 13,811 15,220 6,339 15,128 7,463 
ee 7,301 10,815 5,623 13,530 NA | 
oi + 89 + 41 + 13 +2 NA 
ra = DURACER Steen cscienmener emma 

re 49,822 46,716 38,410 58,338 34,015 
a Es Ee aes, 30,290 26,494 29,434 52,165 24,507 

aa Per Cent Change ... + 64 + 16 + 30 + 12 + 39 

eS 

Ti ; s 4 ai 2 , [ . 

poeer ee a ki Stn tens heres ee oc. ae ll ee, ES ee eee ae e RS eo aan 
Lie ie . , 4 3 eer re fl. |} pce rin eS cial ite F : 
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Furniture, Lbr., Bldg. Drug, 
Eating, Home Gasoline Matls.,Hdwe., Pro- Other 
Food Drinking General Apparel, Furnishings, Automotive Service Farm Equip. prietary Retail 
Area Total Group Places Merchandise Accessories Appliances Group Stations Dealers Stores Stores - 
($1,000) ($1,000) ($1,000) ($1,000) ($1,000) ($1,000) ($1,000) ($1,000) ($1,000) ($1,000) ($1,000) 
JACKSON, MICH. 
ga le ee 128,578 29,321 9,814 13,910 8,808 6,403 24,835 9,309 10,843 4,729 9,728 
Se CAS ee 104,255 25,222 7,384 12,216 6,889 4,685 17,234 6,606 11,129 4,137 8,753 
Per Cent Change ... + 23 + 16 + 33 + 14 + 28 + 37 + 44 + 41 - 8 +14 + 11 
JACKSON, MISS. 
Pe 152,367 33,320 8,267 17,598 12,394 7,566 36,472 10,955 9,189 5,155 9,537 
i ee > a ae 112,765 20,381 6,846 21,892 10,872 6,682 24,685 5,461 5,986 3,536 6,424 
Per Cent Change . + 35 + 63 + 21 — 20 + 14 + 13 + 48 +101 + 54 + 46 + 48 
JACKSONVILLE, FLA. 
EE ena dauh ae tewane 438,767 108,494 27,913 33,297 33,662 22,837 103,276 23,395 22,982 15,180 41,009 
RAR eee 272,034 63,644 19,875 32,474 21,768 14,771 52,323 12,466 15,212 10,632 28,869 
Per Cent Change ... + 61 + 70 + 40 + 38 + 55 + 55 + 97 + 88 + 51 + 43 + 42 
JOHNSTOWN, PA. 
apes es ae 222,725 55,635 13,814 36,715 10,059 9,282 40,476 15,200 14,820 4,276 17,418 
gE 210,329 56,601 14,841 41,847 11,707 11,357 30,433 9,937 13,912 3,714 15,980 
Per Cent Change ... + 6 — 2 — 7 — 12° — 14 — 18 + 33 + 53 + 7 + 15 + 9 
KALAMAZOO, MICH 
ME Sot cantce chad in 164,394 35,292 10,390 14,004 9,829 10,878 33,218 10,910 17,174 6,963 13,110 
a ee ee 122,824 28,701 6,885 11,866 9,447 7,275 19,812 7,841 12,610 5,149 13,238 
Per Cent Change ... + 34 + 23 + 51 + 18 + 4 + 50 + 68 + 39 + 36 + 35 =o | 
*KANSAS CITY, MO. 
Ns scan iaraita ena ad 4 1,245,810 234,761 82,373 128,533 80,276 53,680 209,303 62,245 93,852 62,099 (D) 
RE ae 977,848 (165,426 71,244 106,041 72,601 40,975 151,860 35,951 57,161 51,671 74,832 
Per Cent Change ... + 27 + 42 + 16 + 21 + ll + 31 + 38 + 73 + 64 + 20 NA 
KENOSHA, WIS. 
ae 86,427 22,995 8,484 5,471 5,641 4,408 13,425 5,757 8,252 2,744 7,748 
> ocaleetiienss +, « 73,587 19,163 8,190 5,177 5,713 3,226 11,185 3,031 8,831 1,959 7,112 
Per Cent Change .... + 17 + 20 + 4 + 6 = i + 37 + 20 + 90 -— 7 + 40 + 9 
KNOXVILLE, TENN. 
RS ee 341,980 83,045 19,526 51,457 16,447 15,494 63,707 26,338 21,309 10,649 (D) 
a Tie 6 a 250,505 58,975 15,758 41,072 16,226 17,244 38,827 14,562 16,589 8,528 22,724 
Per Cent Chang + 37 + 41 + 24 + 25 > 3 — 10 + 64 + 81 + 28 + 25 NA 
LANCASTER, PA. 
EE Ries Sits 5 whe wo > a 268,262 54,301 15,613 25,864 13,842 13,547 51,968 15,760 20,535 5,324 41,957 
a eee ee 215,371 44,239 13,139 23,813 12,748 12,399 34,215 8,972 18,318 4,252 43,276 
Per Cent Change ... + 25 + 23 + 19 + 9 + 9 + 9 + 52 + 76 + 12 + 25 = § 
LANSING, MICH. 
ee 251,097 52,852 15,319 33,734 15,355 9,252 54,556 16,840 21,878 8,341 19,466 
I thst atacand di 0 184,141 44,606 11,491 23,613 12,799 7,320 36,821 9,943 16,891 6,075 14,582 
Per Cent Change + 36 + 18 + 33 + 43 + 20 + 26 + 48 + 69 + 30 + 37 + 33 
LAREDO, TEXAS 
ee 47,280 11,505 2,160 6,809 7,702 1,725 6,677 3,061 3,082 1,437 2,696 
at ERE a ee 39,120 8,842 1,964 6,281 7,683 1,803 4,956 1,378 2,982 1,410 1,821 
Per Cent Change + 21 + 30 + 10 + 8 0 =» 6 + 35 +122 + 3 + 3 + 48 
LEXINGTON, KY 
ii ao x Gaia hs 129,426 24,488 7,502 19,045 12,619 6,308 19,245 7,693 10,771 4,689 14,669 
RP cn oe IES 107,542 20,875 6,606 15,969 12,772 5,389 13,261 4,405 8,403 4,387 15,475 
Per Cent Change + 20 + 17 + 14 + 19 - 1 +17 + 45 + 75 + 28 + 7 — 5 
LIMA, O 
err 109,684 24,913 7,328 15,971 5,742 5,442 18,194 6,974 9,967 2,702 9,386 
ey SS ee 89,343 20,477 6,544 13,853 5,818 4,269 13,190 4,278 7,963 2,192 10,759 
Per Cent Change ... + 23 + 22 + 12 + 15 - 1 + 27 + 38 + 63 + 25 + 23 — 13 
LINCOLN, NEB. 
RE ate 152,393 25,263 9,791 32,762 10,416 7,545 22,587 10,366 14,080 5,585 12,784 
A | ee 124,734 20,537 7,493 26,831 11,110 4,996 17,950 6,657 12,834 4,390 11,936 
Per Cent Change ... + 22 + 23 + 31 + 22 — 6 + 51 + 26 + 56 + 10 + 27 + 7 
LITTLE ROCK-NORTH LITTLE ROCK, ARK. 
SY scnens CEMeRE oon 224,068 47,082 15,423 36,062 11,830 10,497 47,571 13,829 13,283 7,348 17,214 
ee ee 174,746 32,960 10,149 34,037 10,211 8,335 35,082 9,659 10,817 5,959 17,537 
Per Cent Change ... + 28 + 43 + 52 + 6 + 16 + 26 + 36 + 43 + 23 + 23 — 2 
LORAIN-ELYRIA, O. 
aa oe ae 175,905 46,887 13,532 15,540 10,972 10,903 34,226 11,145 15,332 4,819 10,706 
SE as cess SEES 129,827 35,710 41,157 11,300 8,373 6,599 18,824 6,990 13,822 3,807 13,245 
Per Cent Change . + 35 + 31 + 21 + 38 + 31 + 65 + 82 + 59 + ll + 27 — 19 
*LOS ANGELES-LONG BEACH, CAL. 
SE 00.6 can sebeededes's 7,115,916 1,704,994 561,414 742,024 454,479 457,993 1,282,227 526.795 395,134 233,367 559,755 
Re Se 4,684,083 1,047,312 402,420 (D) 329,100 307,788 763,690 262,617 326,524 175,170 (D) 
Per Cent Change .. + 52 + 63 + 40 NA +107 + 49 + 68 +101 + 21 + 33 NA 
*LOUISVILLE, KY 
SRR het 716,724 164,415 62,728 84,217 46,794 32,991 140,816 42,350 43,991 29,196 55,773 
SE iid ts cae 509,771 113,790 45,764 64,395 51,926 25,494 90,288 21,838 24,516 22,835 42,143 
Per Cent Change . + 41 + 44 + 37 + 31 — 10 + 29 + 56 + 94 + 79 + 28 + 32 
LUBBOCK, TEXAS 
SE iiss sb naa bn oe 171,913 32,221 6,522 22,170 9,267 8,205 40,574 10,658 22,909 4,538 11,991 
SE sé ahem kta 4 116,184 17,504 3,602 17,734 7,787 6,283 27,761 5,985 17,126 4,578 7,824 
Per Cent Change . + 48 + 84 + 81 + 25 + 19 + 31 + 46 + 78 + 34 - 1 + 53 
MACON, GA. 
ee 146,136 33,591 8,220 18,420 10,796 6,921 27,860 10,542 10,588 5,199 12,170 
Dy ex tahuneb acess 97,239 23,400 6,042 14,538 8,954 4,960 16,208 5,113 5,375 3,177 9,472 
Per Cent Change ... + 50 + 44 + 36 + 27 + 21 + 40 + 72 +106 + 97 + 64 + 28 
MADISON, WIS. 
SE. ons 5 Sites gatas 217,702 43,767 20,500 20,340 15,419 10,527 37,432 13,344 27,192 5,047 20,832 
SE ince otteee s+ oe 172,953 34,113 17,308 20,988 12,362 7,194 23,796 8,725 24,969 6,509 16,989 
+ 26 + 28 + 18 —- 3 + 25 + 46 + 57 + 53 + 9 — 22 + 23 
610,734 131,968 29,940 77,207 40,465 26,003 121,274 33,519 30,463 17,142 50,204 
485,432 89,687 27,142 (D) 39,232 20,700 88,833 17,176 23,254 14,535 40,447 
+ 26 + 47 + 10 NA + 3 + 26 + 37 + 95 + 31 + 18 + 24 
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Furniture, Lbr., Bldg. Drug, 
Eating, Home Gasoline Matls.,Hdwe., Pro- Other 
Food Drinking General Apparel, Furnishings, Automotive Service Farm Equip. prietary Retail Nonstore 
Total Group Places Merchandise Accessories Appliances Group Stations Dealers Stores Stores Retailers 
($1,000) ($1,000) ($1,000) ($1,000) ($1,000) ($1,000) ($1,000) ($1,000) ($1,000) ($1,000) ($1,000) ($1,000) 


212,031 113,059 97,709 56,859 180,922 50,959 67,640 35,647 66,718 16,638 
113,034 75,496 59,518 36,367 76,669 27,124 43,530 29,466 53,782 3,346 
Per Cent Change ... + 88 + 50 + 64 + 56 +136 + 88 + 55 + 21 + 24 +397 


*MILWAUKEE, WIS. 


266,246 110,174 57,736 180,943 59,492 34,248 84,715 25,114 
196,552 93,236 44,125 140,013 37,435 26,498 87,447 7,872 
+ 35 + 18 + 31 + 29 + 59 + 29 =» 9 +219 


“MINNEAPOLIS-ST. PAUL, MINN. 


325,837 117,350 217,594 106,098 77,569 243,959 104,899 51,619 104,296 105,171 
232,787 102,140 (D) 90,604 55,171 191,759 68,980 41,100 100,194 (D) 
+ 40 + 15 NA + 17 + 41 + 27 + 52 + 26 + 4 NA 


60,282 13,923 28,313 17,534 12,959 44,760 12,984 8,471 17,890 
43,572 11,936 22,492 15,941 8,910 26,764 8,285 8,284 15,005 
Per Cent Change ... + 38 +17 + 26 + 10 + 45 + 67 + 57 @ 2 + 19 


MONTGOMERY, ALA. 
151,452 29,063 8,750 19,902 12,610 8,251 32,774 7,979 4,352 16,403 
109,527 23,125 8,390 15,145 11,156 6,409 19,831 5,318 3,156 11,439 
+ 38 + 26 + 4 + 31 + 13 + 29 + 65 + 50 + 38 + 43 


106,146 24,755 8,046 10,351 6,511 6,972 20,199 9,777 3,364 8,525 
77,319 17,470 5,029 10,070 5,229 5,058 13,107 5,682 2,549 9,220 
+ 37 + 42 + 60 + 3 + 25 + 38 + 54 + 72 + 32 — 8 


379,101 82,554 21,698 46,452 38,328 16,356 72,644 22,608 10,160 32,594 
278,083 58,896 16,519 41,560 25,311 16,104 51,676 16,553 8,660 28,912 
+ 36 + 40 + 31 + 12 + 51 + 2 + 41 + 37 +17 + 13 


762,523 153,055 77,445 115,305 (D) 43,472 110,356 39,130 (D) 43,354 41,401 
552,629 117,208 63,404 97,775 61,902 30,579 58,477 29,637 23,577 43,659 6,235 
Per Cent Change ... + 38 + 31 + 22 + 18 NA + 42 + 89 + 32 NA - 1 +564 


*NEW YORK-NORTHEASTERN N. J. 
15,850,328 4,208,740 1,784,546 1,390,108 1,796,682 982,767 1,861,400 693,106 403,123 = 1,680,151 487,280 
12,473,435 3,327,510 1,535,752 1,271,641 1,657,504 779,756 1,162,760 451,872 328,494 1,468,359 150,223 
+ 27 + 26 + 16 + 9 + 8 + 26 + 60 + 53 + 23 + 14 +224 


*NORFOLK-PORTSMOUTH, VA. 
119,375 38,911 59,247 (D) (D) (D) (D) 16,464 48,484 
82,745 29,060 31,474 37,470 19,314 52,305 14,723 19,148 13,108 42,906 
+ 44 + 34 NA NA NA + 88 NA + 26 + 13 


23,631 8,045 6,357 13,288 6,638 10,973 3,291 
16,366 7,279 4,493 10,117 4,485 8,710 2,339 
Per Cent Change ... + 4 + ll + 29 + 31 + 48 + 26 + 4i 


*OKLAHOMA CITY, OKLA. 
96,290 30,936 30,093 22,430 88,059 28,488 30,920 17,268 28,510 
58,141 20,781 24,408 16,793 66,315 15,033 28,182 13,118 19,164 
+ 66 + 49 + 23 + 34 + 33 + 90 + 10 + 32 + 49 


*OMAHBA, NEBR. 
97,560 49,467 33,197 26,334 93,433 28,287 41,597 16,661 
377,781 71,438 34,376 29,972 22,649 72,235 15,552 33,848 13,471 
+ 28 + 27 + 44 +1 +l + 29 + 82 + 23 + 24 


213,294 42,671 14,026 24,046 11,609 39,450 15,354 18,376 6,347 
106,900 23,795 7,654 7,476 6,257 18,896 5,110 7,107 
+100 + 79 + 83 +222 + 86 +109 +200 +159 


297,035 65,887 24,815 15,991 14,736 56,225 18,596 22,096 
242,133 53,332 24,928 14,359 13,803 38,466 12,398 23,382 
Per Cent Change ... + 23 + 24 0 + 11 + 7 + 46 + 50 — 5 


*PHILADELPHIA, PA. 
998,661 396,601 335,664 222,717 666,335 190,410 208,821 434,403 251,293 
742,666 320,399 295,213 405,431 103,443 159,647 387,293 (D) 


Per Cent Change ... + 34 + 24 +14 + 64 + 84 + 31 + 12 NA 
*PHOENIX, ARIZ. 


113,657 37,363 85,856 38,469 45,182 5,658 
65,014 26,405 51,915 17,475 34,238 1,701 


Per Cent Change ... + 75 + 42 + 65 +120 + 32 +233 


*PITTSBURGH, PA. 
617,498 172,813 152,376 368,937 120,131 126,046 145,737 59,369 
503,841 162,119 140,185 274,927 75,943 115,071 154,701 20,042 


Per Cent Change ... + 23 + 7 + 9 + 34 + 58 + 10 — 6 +196 
*PORTLAND, ORE. 
222,865 67,873 43,735 154,965 53,564 54,778 91,582 30,322 
165,259 55,218 37,888 130,520 35,794 52,126 (D) 32,673 

Per Cent Change ... + 35 + 23 + 15 + 19 + 50 + 5 NA —- 7 
PUEBLO, COLO. 
25,590 7,255 6,282 19,920 5,526 6,995 6,451 1,360 
17,007 6,081 3,368 14,188 3,844 4,608 6,933 NA 
Per Cent Change ... + 50 + 19 + 87 + 40 + 44 + 52 —- 7 NA 


RACINE, WIS. 


130,516 32,545 10,367 7,616 21,148 8,594 13,545 13,522 1,422 
114,884 9,927 7,779 . 17,076 5,428 13,091 13,804 NA 


Per Cent Change ... +4 a 8 2 + 24 + 58 + 3 age NA 
RALEIGH, N.C. 
153,253 8,327 29.678 10,799 9,333 15,997 
104,098 6,400 19,445 5,656 4,483 14,018 

+ 30 + 53 + 91 +108 
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Furniture, . Lbr., Bldg. Drug, 
Eating, Home Gasoline Matls., Hdwe., Pro- Other 
Food Drinking General Apparel, Furnishings, Automotive Service Farm Equip. prietary Retail Nonstore 
Area Total Group Places Merchandise Accessories Appliances Group Stations Dealers Stores Stores Retailers 
($1,000) ($1,000) ($1,000) ($1,000) ($1,000) ($1,000) ($1,000) ($1,000) ($1,000) ($1,000) ($1,000) ($1,000) 
READING, PA. 
SU Wh andedet te base 271,684 67,324 20,704 23,238 18,689 15,557 49,768 13,637 17,442 5,764 28,377 11,184 
GOO vcnden Sudcths <> 230,547 57,523 17,214 23,829 19,134 15,527 36,534 9,934 18,189 4,877 27,786 NA 
Per Cent Change ... + 18 + 17 + 20 -— 2 — 2 0 + 36 + 37 - 4 + 18 + 2 NA 
“RICHMOND, VA. 
ean eee eee 428,647 94,346 25,700 (D) 25,414 (D) (D) 27,522 (D) 14,357 (D) (D) 
oe Me ee 335,446 66,160 22,894 68,013 24,155 19,606 44,646 16,210 11,463 12,963 46,212 3,124 
Per Cent Change ... + 28 + 43 + 12 NA + 3 NA NA + 70 NA + 8 NA NA 
ROANOKE, VA. 
ME hetavirbuewhe<- 154,052 32,337 8,847 16,834 13,889 9,027 26,911 9,922 7,125 5,382 18,400 5,378 
omen MO ee 130,719 29,836 7,316 15,608 15,244 10,695 19,227 6,394 6,665 4,248 15,486 NA 
Per Cent Change . + 18 + 8 + 21 + 8 —- 9 — 16 + 40 + 55 + 7 + 27 + 19 NA 
*ROCHESTER, N. Y. 
2 Sear 624,421 146,566 46,727 83,770 45,891 33,841 118,412 29,906 37,903 18,803 51,007 11,595 
PS Seahie coe bree 482,039 108,265 40,160 73,128 44,026 26,650 76,853 19,117 27,068 14,498 48,821 3,453 
Per Cent Change + 30 + 35 + 16 + 15 + 4 + 27 + 54 + 56 + 40 + 30 + 4 +236 
ROCKFORD, ILL. 
ATO 204,591 41,975 19,144 20,927 12,764 14,223 36,003 12,217 21,549 6,265 14,707 4,817 
SE Danks cask bald ons 163,760 37,841 15,088 20,010 10,885 10,140 23,711 8,104 17,399 4,736 15,846 NA 
Per Cent Change .. + 25 + 11 + 27 + 5 + 17 + 40 + 52 + 51 + 24 + 32 — 7 NA 
*SACRAMENTO, CAL. - 
oe EL ee 456,627 120,487 37,111 47,973 24,727 38,168 66,601 29,706 36,100 13,992 33,751 8,011 
a MO ee 297,303 69,041 30,429 35,552 23,297 21,472 47,816 13,785 22,397 10,677 19,955 2,882 
Per Cent Change . + 54 + 75 + 22 + 35 + 6 + 78 + 39 +115 + 61 + 31 + 69 +178 
SAGINAW, MICH. . 
ARR See 187,884 37,510 12,589 20,351 14,641 9,285 44,810 11,970 17,298 6,776 10,586 2,068 
i cwnae ditties pis 132,435 33,533 9,671 15,362 12,817 5,775 20,358 7,575 11,892 4,630 10,822 NA 
Per Cent Change ... + 42 + 12 + 30 + 32 + 14 + 61 +120 + 58 + 45 + 46 — 2 NA 
ST. JOSEPH, MO. 
RE knee Uta eeess 105,637 23,725 8,139 12,516 7,775 7,361 19,619 5,582 6,298 4,976 8,682 964 
ME wane decdoabise« 89,798 19,520 6,807 10,575 8,493 4,943 14,448 3,394 1,797 4,856 8,965 NA 
Per Cent Change ... + 18 + 22 + 20 + 18 — 8 + 49 + 36 + 64 — 19 + 2 — 3 NA 
*ST. LOUIS, MO. 
Ror 2,059,506 500,424 176,552 281,156 114,815 108,506 363,668 127,037 122,569 70,409 148,482 45,888 
_. 2A ee 1,540,790 355,943 146,432 238,241 122,237 86,096 238,501 71,706 95,600 53,809 114,452 17,773 
Per Cent Change . + 34 + 41 + 21 + 18 — 6 + 26 + 52 + 77 + 28 + 31 + 30 +158 
SALT LAKE CITY, UTAH 
ae 369,504 76,888 22,931 57,567 19,023 19,494 68,632 26,470 22,857 13,879 35,117 6,646 
_, Pers 267,573 55,930 18,764 50,042 19,986 19,494 38,705 14,115 15,236 8,848 26,453 NA 
Per Cent Change . + 38 + 37 + 22 + 15 — 5 0 + 77 + 88 + 50 + 57 + 33 aad 
SAN ANGELO, TEXAS 
BED oe xe's o PUSMEbs << 82,081 18,212 4,828 9,358 4,086 4,422 18,232 5,248 6,289 2,376 8,335 695 
ED. vesdenRebines + 62,528 12,196 3,828 9,554 3,081 3,643 12,612 3,000 6,591 2,060 5,963 NA 
Per Cent Change ... + 31 + 49 + 26 — 2 + 33 + 21 + 45 + 75 — 5 + 15 + 40 NA 
*SAN ANTONIO, TEXAS 
ae ee 557,141 126,973 40,008 77,017 48,832 21,840 101,449 35,441 31,809 15,878 48,535 9,359 
re eee 386,276 82,206 28,856 63,018 34,400 20,468 62,858 16,552 29,233 13,489 30,995 4,201 
Per Cent Change . + 44 + 54 + 39 + 22 + 42 + 7 + 61 +114 + 9 + 18 + 57 +123 
*SAN BERNARDINO-RIVERSIDE-ONTARIO, CAL. 
ae ae 626,860 152,421 50,733 52,745 30,078 34,002 102,270 65,741 53,325 18,965 60,194 6,386 
BP uso~etatinns os 411,355 106,400 35,265 38,416 18,522 20,322 60,535 31,341 44,472 13,512 40,894 1,676 
Per Cent Change . + 52 + 43 + 44 + 37 + 62 + 67 + 69 +110 + 20 + 40 + 47 +281 
*SAN DIEGO, CAL. 
Se vdeess tot AE 804,096 189,852 64,362 85,880 51,979 51,149 150,941 56,730 48,318 25,197 68,486 11,202 
ER es eee 505,670 120,062 40,906 54,940 33,156 33,319 83,988 25,563 46,219 17,804 46,438 3,275 
Per Cent Change ... + 59 + 58 + 57 + 56 + 57 + 54 + 80 +122 + 5 + 42 + 47 +242 
*SAN FRANCISCO-OAKLAND, CAL. 
See. ~tehibi sw eens 3,004,192 762,243 310,891 337,414 222,073 192,801 471,339 178,170 127,790 94,680 245,093 61,698 
ME ccccwend Geese os 2,351,286 572,107 262,944 (D) 209,362 152,851 331,851 101,043 117,921 73,031 (D) 49,309 
Per Cent Change + 28 + 33 + 18 NA + 6 + 26 + 42 + 76 + 8 + 30 NA Pt. ae 
SAN JOSE, CAL. 
| AA ee 464,634 123,347 32,434 39,665 32,669 31,659 72,045 34,723 34,950 15,211 42,409 5,522 
Eas sWasaheen aoe 279,967 65,901 21,785 30,311 24,969 17,925 40,790 14,930 28,151 9,425 25,780 = 
Per Cent Change ... + 66 + 87 + 49 + 31 + 31 + 77 + 71 +133 + 24 + 61 + 65 NA 
SAVANNAH, GA. 
PE beécenh Ge uwkesa 154,137 35,742 10,799 17,455 13,779 9,335 11,532 6,796 4,906 13,362 = 
EY 0s 40 hit a6 o19 120,765 29,880 9,114 14,972 11,558 6,916 18,191 6,985 5,591 3,833 13,725 oro 
Per Cent Change ... + 28 + 20 + 18 + 17 + 19 + 35 + 55 + 65 + 22 + 28 —- 3 
SCRANTON, PA. 
ES 6065 6K 0 ER cote vs 223,734 60,752 17,562 26,954 19,167 14,473 33,309 10,322 8,875 5,517 — a 
eae 205,268 58,788 18,343 24,927 22,572 13,127 21,921 6,888 8,925 4,686 25, . 1 
Per Cent Change + 9 + 3 —- 4 + 8 — 15 + 10 + 52 + 50 - 1 + 18 —2 
*SEATTLE, WASH. 
ee ee ae 988,520 211,163 81,467 143,214 53,223 43,853 138,741 60,783 51,473 31,320 113,201 an 
Ra oe ee 749,133 162,773 64,052 (D) 49,480 32,734 106,498 36,854 37,733 23,447 A ; = 
Per Cent Change ... +32 + 30 + 27 NA + 8 + 34 + 30 + 65 + 30 + 34 + 
SHREVEPORT, LA. 
eee eee 246,370 58,074 15,240 25,610 21,345 13,377 48,069 15,678 18,082 8,145 = = 
BL, 00-740 Skee ics 186,668 39,304 12,605 21,132 (D) 11,250 42,420 6,389 15,495 6,583 ( ae o_ 
Per Cent Change + 32 + 48 + 21 + 21 NA + 19 + 13 +145 +17 + 2 ; 
SIOUX CITY, IA. 
nat onsale 148,603 27,466 10,743 25,245 8,000 5,364 30,147 8,404 —— = 1906 NA 
| eee 125,831 23,084 8,918 23,020 8,393 4,450 19,440 5,048 18,211 4,083 11,2 - ah 
Per Cent Change + 18 + 19 + 20 + 10 =- § + 21 + 55 + 66 — 17 + 19 + 
SIOUX FALLS, S. D. 
LAS Ao 2:5 wenn s 6 99,351 16,615 6,383 13,549 5,664 4,376 21,406 5,659 11,902 3,265 — — 
A ce tee 88,093 14,573 5,433 12,989 6,631 4,934 18,241 3,718 12,196 2,519 6,85 ee 
Per Cent Change + 13 + 14 + 17 + 4 - 15 - +17 + 52 —2 + 30 + 38 
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Furniture, Lbr., Bldg. Drug, 
Eating, Home Gasoline Matls.,Hdwe., Pro- Other 
Food Drinking General Apparel, Furnishings, Automotive Service Farm Equip. prietary Retail Nonstore 
Area Total Group Places Merchandise Accessories Appliances Group Stations Dealers Stores Stores Retailers 
($1,000) ($1,000) ($1,000) ($1,000) ($1,000) ($1,000) ($1,000) ($1,000) ($1,000) ($1,000) ($1,000) ($1,000) 

SOUTH BEND, IND. 

SRE RR 247,145 54,225 19,376 33,376 18,250 15,167 42,492 16,334 19,097 7,971 16,484 4,373 
ENE id Riri ies wae eo « 217,908 45,582 16,256 31,523 18,783 13,541 36,806 11,675 19,686 6,338 17,718 NA 
Per Cent Change ... + 13 + 19 + 19 + 6 — 3 + 12 + 15 + 40 —- 3 + 26 — 7 NA 

SPOKANE, WASH. 

SANE eae 309,790 67,698 19,684 47,135 16,265 15,162 51,927 18,478 18,497 9,567 37,465 7,912 
PE ‘a Ws oat betbodins «6 223,147 43,995 15,801 37,987 13,215 10,286 40,972 10,937 16,361 6,960 26,633 NA 
Per Cent Change ... + 39 + 54 + 25 + 24 + 23 + 47 + 27 + 69 + 13 + 37 + 41 NA 

SPRINGFIELD, ILL. 

i Ae ee ae 179,013 35,180 17,662 21,705 11,324 10,913 28,172 12,629 17,034 6,537 13,381 4,476 
a 143,875 29,583 14,897 18,338 11,109 7,563 25,632 8,047 14,735 5,143 8,828 NA 
Per Cent Change ... + 24 + 19 + 19 + 18 + 2 + 44 + 10 + 57 + 16 + 27 + 52 NA 

SPRINGFIELD, MO. 

RRS) Sar 116,910 23,936 7,155 15,408 7,519 7,049 22,845 8,559 10,300 3,939 9,299 901 
ay oi ae 99,815 17,163 5,639 13,404 8,656 6,037 19,617 4,925 8,839 3,536 11,999 NA 
Per Cent Change ... + 17 + 39 + 27 + 15 — 13 + 17 + 16 + 74 + 17 + ll — 23 NA 

SPRINGFIELD, O. 

AAP ae 136,714 31,445 8,611 19,586 6,847 6,526 24,880 9,229 10,493 4,286 13,168 1,643 
A 5 ee 105,634 25,567 8,150 13,169 6,729 5,782 17,744 5,846 9,172 3,398 10,077 NA 
Per Cent Change ... + 29 + 23 + 6 + 49 + 2 + 13 + 40 + 58 + 14 + 26 + 31 NA 

STOCKTON, CAL. 

a ed Meats 20s 259,245 58,555 21,590 23,020 16,447 13,639 47,469 17,475 25,918 7,852 24,692 2,588 
aera 202,242 46,824 21,246 19,102 15,564 13,309 34,427 10,224 20,114 4,791 16,641 NA 
Per Cent Change ... + 28 + 25 + 2 + 21 + 6 + 2 + 38 + 91 + 29 + 64 + 48 NA 

*SYRACUSE, N. Y. 
| SR ee 449,358 108,841 41,145 53,108 34,609 17,819 87,008 22,581 26,532 12,087 33,746 11,882 
ST (sds. aa Wtiate Hs'e « © 342,909 76,810 36,375 48,779 28,648 13,675 51,901 14,603 21,655 9,271 35,184 6,008 
Per Cent Change ... + 31 + 42 + 13 + 9 + 21 + 30 + 68 + 55 + 23 + 30 — 4 + 98 

TACOMA, WASH. 

LESS ya 281,778 69,530 21,302 37,189 12,587 15,486 43,033 19,588 16,598 9,321 33,716 3,428 
EP bald ow aindegleh o's vs 218,285 53,285 17,528 25,661 12,395 11,585 39,021 11,348 12,328 6,393 28,741 NA 
Per Cent Change ... + 29 + 30 + 22 + 45 + 2 + 34 + 10 + 73 + 35 + 46 + 17 NA 

*TAMPA-ST. PETERSBURG, FLA. 

ET tins <s.0aapede-d.+ 607,945 129,645 51,624 83,829 32,956 28,519 112,387 35,791 48,642 21,937 53,870 8,745 
SLAs db: sain abs ai 362,058 73,590 32,796 60,207 23,808 19,598 54,169 18,903 28,579 12,965 34,519 2,924 
Per Cent Change ... + 68 + 76 + 57 + 39 + 38 + 46 +107 + 89 + 70 + 69 + 56 +199 

TERRE HAUTE, IND. 

SE cia nidsutintenies 5 119,235 24,227 8,497 23,285 5,458 5,322 23,022 7,097 6,864 4,136 7,407 3,920 
DE ak Wesaeeds bye 104,944 23,297 8,316 20,513 6,034 5,631 18,624 4,876 6,337 3,507 7,809 NA 
Per Cent Change ... + 14 + 4 + 2 + 14 — 10 — 6 + 24 + 46 + 8 + 18 — 5 NA 

*TOLEDO, O. 

0 se 508,106 118,708 46,264 68,986 29,254 28,128 87,597 33,691 27,495 18,567 39,763 9,653 
Pea Pee 430,570 89,888 41,882 68,694 28,425 21,763 77,783 21,541 24,383 13,715 37,417 5,079 
Per Cent Change ... + 18 + 32 + 10 + 0 + 3 + 29 + 13 + 56 + 13 + 35 + 6 + 90 

TOPEKA, KAN. 

DE sed coetht abe 0 143,516 30,725 7,433 16,177 9,488 11,803 26,819 10,033 11,436 4,991 11,952 2,659 
DR gine sep aRade oo os 99,627 21,595 6,639 14,269 7,459 6,685 16,515 6,049 10,053 3,288 7,075 NA 
Per Cent Change ... + 44 + 42 + 12 + 13 + 27 + 77 + 62 + 66 + 14 + 52 + 69 NA 

TRENTON, N. J. 

BE Ves se CORP Aus oo 335,611 74,084 28,345 35,189 27,436 20,006 53,216 18,749 20,544 7,416 36,693 13,933 
Se sch eccRUn dis... 242,259 58,870 24,706 26,968 24,821 11,525 34,646 9,201 12,961 5,372 33,189 NA 
Per Cent Change ... + 39 + 26 + 15 + 30 + il + 74 + 54 +104 + 59 + 38 + 11 NA 

TUCSON, ARIZ. 
ere 201,206 50,830 15,596 20,868 13,398 10,166 30,957 16,123 19,151 7,289 14,211 2,617 
Ee rer 135,165 31,539 9,830 20,238 8,370 9,292 17,900 5,972 15,589 6,782 9,653 NA 
Per Cent Change ... + 49 + 61 + 59 + 3 + 60 +9 + 73 +170 + 23 + 7 + 47 NA 

TULSA, OKLA. 

Cie Saw Bien ie 2 366,723 71,274 22,795 41,149 29,036 20,194 83,044 22,791 32,366 12,906 22,042 9,126 
SL Web bia date'no o's 0 254,405 52,570 15,922 36,502 20,373 14,901 52,587 12,309 21,702 9,116 18,423 NA 
Per Cent Change ... + 44 + 36 + 43 + 13 + 43 + 36 + 58 + 85 + 49 + 42 + 20 NA 

UTICA-ROME, N. Y. 

A eee 305,357 76,411 24,540 24,293 21,430 15,699 49,713 19,314 23,626 7,837 37,455 5,039 
SED awa sca Cb bGwec cs 258,150 69,091 22,697 22,505 20,650 13,555 34,279 13,093 16,872 5,773 39,635 NA 
Per Cent Change ... + 18 + il + 8 + 8 + 4 + 16 + 45 + 48 + 40 + 36 — 6 NA 

WACO, TEXAS 
Se Sea 149,018 34,811 10,038 20,039 6,540 7,290 30,763 9,637 12,065 5,747 10,583 1,505 
eS ie § ee 114,536 25,216 7,839 16,484 7,245 6,471 22,733 6,078 10,842 3,270 8,358 NA 
Per Cent Change ... + 30 + 38 + 28 + 22 — 10 + 13 + 35 + 59 + il + 76 + 27 NA 

*WASHINGTON, D.C. 

ST Scag adde Pete ses 2,027,115 466,762 161,187 262,598 138,419 87,055 343,044 116,354 91,217 92,330 226,352 41,797 
Et > Fe 1,471,596 317,049 127,487 212,747 134,432 67,967 220,243 59,974 62,460 68,969 188,617 11,651 
Per Cent Change ... + 38 + 47 + 26 + 23 + 3 + 28 + 56 + 94 + 46 + 34 + 20 +259 

WATERLOO, IA. 

PS 2 ere ' 128,349 25,221 7,854 15,061 7,594 7,881 23,921 7,448 13,217 3,711 14,051 2,390 
ess bey detest «4 107,631 20,602 7,527 15,181 7,362 7,437 16,791 5,472 11,518 3,001 12,740 NA 
Per Cent Change ... + 19 + 22 + 4 - 1 + 3 + 6 + 42 + 36 + 15 + 24 + 10 NA 

WHEELING, W. VA.-STEUBENVILLE, O. 

Cy osat peebnee 0% 335,426 90,092 25,216 (D) 20,926 18,208 49,074 20,305 26,863 8,190 21,147 (D) 

SP Oe 268,024 76,165 22,185 32,575 21,924 16,179 36,568 12,723 21,370 6,759 21,576 NA 

Per Cent Change ... + 25 + 18 + 14 NA — 5 + 13 + 34 + 60 + 26 + 21 — 2 NA 
KAN. 

. sa ee ee 377,961 74,962 21,584 42,899 25,335 21,315 78,221 23,781 34,347 15,028 32,878 7,611 
eG tuek seb «0 « 225,074 42,771 15,120 30,953 18,534 13,073 44,851 11,867 22,540 8,160 17,205 NA 
Per Cent Change ... + 68 + 75 + 43 + 39 + 37 + 63 + 74 +100 + 52 + 84 + 91 NA 

FALLS, TEXAS 

bay si Lie ES Eee cee 135,464 26,529 7,255 13,417 9,229 6,158 29,604 9,194 6,832 4,678 21,613 955 
_ oo 90,285 17,004 5,363 10,182 6,427 5,005 20,496 5,148 6,954 3,391 10,315 NA 
Per Cent Change ... + 50 + 56 + 35 + 32 + 44 + 23 + 4 + 79 - 2 + 38 +110 NA 
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Furniture, Lbr., Bidg. Drug, 
Eating, Home Gasoline Matls.,Hdwe., Pro- Other 
Food Drinking General Apparel Furnishings, Automotive Service Farm Equip. prietary Retail Nonstore 
Area Total Group Places Merchandise Accessories Appliances Group Stations Dealers Stores Stores Retailers 
($1,000) ($1,000) ($1,000) ($1,000) ($1,000) ($1,000) ($1,000) ($1,000) ($1,000) ($1,000) ($1,000) ($1,000) 
WILKES-BARRE-HAZELTON, PA. 
oP PS eee 315,052 85,384 22,555 43,594 24,869 18,603 50,005 15,748 15,507 6,621 25,747 6,419 
ERE Pre paar 305,435 81,506 26,552 42,655 26,133 19,633 39,463 11,110 20,587 6,119 31,677 NA 
Per Cent Change + 3 + 5 — 15 + 2 — 5 — 5 + 27 + 42 — 25 + 8 — 19 NA 
WILMINGTON, DEL. 
a aes See 378,641 81,769 25,178 41,924 27,317 22,543 51,504 22,291 22,001 11,611 64,509 7,994 
tka sb weeks «xs 276,834 63,343 18,569 17,730 25,742 19,452 42,575 13,942 18,929 7,424 49,128 NA 
Per Cent Change . + 37 + 29 + 36 +136 + 6 + 16 + 21 + 60 + 16 + 56 + 31 NA 
WINSTON-SALEM, N. C. : 
BURST RSS Aen 155,394 32,571 7,597 21,881 13,463 9,243 27,344 9,754 9,297 4,037 17,039 3,168 
_ een eae 97,003 20,342 5,590 15,133 13,094 6,380 15,030 4,139 6,833 3,009 7,453 NA 
Per Cent Change + 60 + 60 + 36 + 45 + 3 + 45 + 82 +136 + 36 + 34 +129 NA 
YORK, PA. 
RR AIRE Soe 88 239,252 47,781 14,161 26,064 14,717 16,045 44,857 13,956 18,772 4,148 28,343 10,408 
EE din pscngned keen 172,775 42,274 10,530 20,237 13,425 12,448 25,331 8,373 12,647 3,034 24,476 NA 
Per Cent Change ... + 38 + 13 + 34 + 29 + 10 + 29 + 77 + 67 + 48 + 37 + 16 NA 
*YOUNGSTOWN, O. 
DUA Sek cd > s06eé 0 592,926 156,426 40,797 72,740 33,851 35,801 100,225 36,605 47,059 15,769 39,823 13,830 
De ehendn seb anc 461,880 117,275 33,894 60,310 34,928 22,147 72,866 21,993 39,719 11,273 43,493 3,982 
Per Cent Change ... + 28 + 33 + 20 + 21 — 3 + 62 + 38 + 66 + 18 + 40 — 8 +247 
Note: (1) For areas identified with (*) 1948 line-of-trade data has (2) Because many of the 18 New England Standard Metropolitan MASSACHUSETTS: 


béen adjusted by the Census Bureau to conform with 1954 coverage 
specifications. For other areas, data is not completely comparable to 
the following extent: In the food group, retail sales by dairies 
were not included in the 1954 Census of Business, so to the extent 
that retail sales of dairies are significant, the increase in the food 
group between 1948 and 1954 is understated. For all groups in 1954 
sales of non-store retailers have been separately reported, and tab- 
ulated under the heading ‘“‘non-store retailers."’ These mail order and 
door-to-door sales were not separately reported in 1948, but were 
tabulated under the heading of the appropriate line of trade. For 
those Standard Metropolit Areas where no official retabulation of 
1948 data is available the 1948 line-of-trade breakdowns are over- 
stated to the extent that mail order and door-to-door selling is sig- 
nificant. Experience of the Census Bureau in retabulating the larg- 
est standard metropolitan areas suggests the difference is significant 
chiefly in the general merchandise group, and to some extent in the 
furniture and food group. 

(D)—Figure withheld to avoid disclosure. NA—Not available. 


Areas are constructed from small political subdivisions which have 
not been separately reported in the Census of Business, it is not 
possible to provide Standard Metropolitan Area tabulations for these 
markets. The special table below provides sufficient information for 
the important metropolitan counties of New England, so that a sig- 
nificant indication of trends in these markets can be constructed. 
Listed below are the 18 Standard Metropolitan Areas in New Eng- 
land and the counties of which parts are included in each of these 
metropolitan areas: 
CONNECTICUT: 
Waterbury SMA—parts of Litchfield and New Haven Counties. 
Bridgeport SMA—parts of Fairfield and New Haven Counties. 
Hartford SMA—part of Hartford County. 
New Britain-Bristetl SMA—parts of Hartford and Litchfield Counties. 
New Haven SMA—part of New Haven County. 
Stamford-Norwalk SMA—part of Fairfield County. 
MAINE: , 
Portland SMA—part of Cumberland County. 


Boston SMA—all of Suffolk County and parts of Essex, Middlesex, 
Norfolk and Plymouth Counties. 
Breckton SMA—parts of Bristol, Norfolk and Plymouth Counties. 
Fall River SMA—parts of Bristol County in Massachusetts and 
Newport County in Rhode Island. 
Lawrence SMA—part of Essex County. 
Lowell SMA—part of Middlesex County. 
New Bedford 8SMA—part of Bristol County. 
Pittsfield SMA—part of Berkshire County. ; 
Springfield-Holyoke SMA—part of Hampden and Hampshire Coun- 
ties in Massachusetts and Hartford County in Connecticut. 
Worcester SMA—part of Worcester County. 
NEW HAMPSHIRE: 
Manchester SMA—part of Hillsborough County. 
RHODE ISLAND: 
Providence SMA—all of Bristol County and parts of Kent, Prov- 


idence, and Washington Counties in Rhode Island; and parts of 


Bristol, Norfolk and Worcester Counties in Massachusetts. 


CONNECTICUT 
Fairfield County 
a es ee 704,231 177,194 49,227 57,588 53,716 41,497 115,205 35,277 59,722 22,432 80,193 12,180 
ee ee 535,924 150,650 37,159 41,225 47,454 31,156 77,772 23,827 45,824 16,983 63,874 NA 
Per Cent Change + 31 + 18 + 32 + 40 + 13 + 33 + 48 + 48 + 30 + 32 + 26 NA 
Hartford County 
aiid then ano 754,965 166,953 57,130 96,418 52,191 42,785 124,975 41,834 40,333 27,588 89,415 15,343 
See 554,336 137,875 42,051 73,448 46,734 29,322 81,562 24,410 35,827 19,143 63,964 NA 
Per Cent Change ... + 36 + 21 + 36 + 31 + 12 + 46 + 53 + 71 + 13 + 44 + 40 NA 
New Haven County . 
yA ee ee 682,848 169,136 55,229 47,879 64,024 42,999 111,996 36,090 41,487 22,247 76,294 15,467 
Se de eViedxiones< 518,974 138,475 47,382 36,197 57,436 31,910 68,054 24,508 30,605 17,133 67,274 NA 
Per Cent Change . + 32 + 22 + 17 + 32 + 11 + 35 + 65 + 47 + 36 + 30 + 13 NA 
MAINE 
Cumberland County 
ea hatirs neko s,s 205,570 48,399 11,008 23,947 12,462 8,668 32,441 11,826 8,669 7,971 35,084 5,095 
ME wikia ie nh Se 4 ms 167,586 48,300 8,742 17,643 15,189 9,048 22,418 8,092 10,070 4,496 23,588 NA 
Per Cent Change ... + 23 0 + 26 + 36 — 18 — 4 + 45 + 46 — 14 + 77 + 49 NA 
MASSACHUSETTS 
Berkshire County 
IG babes 5 betes 147,429 37,889 9,770 14,196 11,238 7,444 25,092 7,735 8,628 4,183 18,176 3,078 
De dvhiscavacaned 125,993 33,835 9,720 11,754 9,934 6,182 18,739 5,689 7,825 3,172 19,143 NA 
Per Cent Change . + 17 + 12 + 1 + 21 + 13 + 20 + 34 + 36 + 10 + 32 — § NA 
Bristol County 
ie RE ea 380,515 101,336 28,536 23,461 35,542 21,480 59,552 20,568 20,973 12,097 49,328 7,642 
DE Pintns on caeiad were 317,432 93,183 25,323 26,419 30,719 21,070 35,948 15,010 18,885 10,189 40,686 NA 
Per Cent Change + 20 + 9 + 13 -ll + 16 + 2 + 66 + 37 + ll + 19 + 21 NA 
Essex County 
DN ele whales ¥5<0 2 541,320 146,586 45,808 40,803 41,998 24,455 78,586 31,833 30,299 18,464 66,756 15,732 
RE haa 65 0-2 6 han 465,066 142,345 42,996 34,015 41,722 22,958 51,902 20,685 32,055 15,517 60,871 NA 
Per Cent Change + 16 + 3 + 7 + 20 + 1 + 7 + 51 + 54 — 5 + 19 + 10 NA 
Hampden County 
DE cibcavecteosss 460,801 105,774 32,546 46,641 34,245 24,004 73,695 20,652 39,199 15,807 54,296 13,942 
a en kn thea es 355,274 91,353 28,632 37,268 30,901 21,474 47,625 15,424 24,640 11,986 45,971 NA 
Per Cent Change + 30 + 16 +14 + 25 + 11 + 12 + 55 + 34 + 59 + 32 + 18 NA 
Hampshire County 
~<a 79,380 19,454 5,661 6,443 5,053 3,578 15,139 4,469 4,872 2,599 11,695 417 
RS dg 5 attests a pen 60,033 14,786 5,281 3,570 5,069 2,176 7,955 2,933 5,203 2,017 11,043 NA 
Per Cent Change + 32 + 32 + 7 + 80 0 + 64 + 90 + 52 — 6 + 29 + 6 NA 
Middlesex County 
BED slab bis Fi vale lane Ors 1,109,006 293,594 73,443 85,710 69,522 52,077 193,884 56,780 68,092 36,468 127,343 52,093 
BE deeb’ cinaeneuns 768,902 243,564 63,018 60,498 42,666 32,356 107,999 35,142 45,936 28,689 109,034 NA 
Per Cent Change .. + 44 + 21 + 17 + 42 + 63 + 61 + 80 + 62 + 48 + 27 + 17 NA 
Norfolk County 
SEE > stead wad 415,603 105,116 31,204 22,137 27,890 12,994 79,816 22,369 34,086 14,727 47,168 18,096 
| RP eer 289,916 90,388 20,819 12,835 20,094 10,197 50,116 13,991 24,278 11,641 35,557 NA 
Per Cent Change . + 43 + 16 + 50 + 72 + 39 + 27 + 59 + 60 + 40 + 27 + 33 NA 
Plymouth County 
GS Gives técdwese 228,182 62,771 17,644 15,189 13,977 8,639 36,194 13,035 16,196 7,653 31,419 5,465 
ee cueuasesteedex’ 168,090 49,454 13,446 11,034 15,344 7,022 22,274 7,495 11,323 5,119 25,579 NA 
Per Cent Change + 36 + 27 + 31 + 38 — 9 + 23 + 63 + 74 + 43 + 50 + 23 NA 
Suffolk County aie 
DEER cthewccndecsvne 1,439,098 347,286 135,113 263,442 126,180 61,083 145,162 34,884 35,472 39,601 163,781 87,004 
Whines onan er das 1,151,671 250,996 125,319 282,900 127,340 57,285 87,573 20,372 27,478 33,011 139,397 NA 
Per Cent Change .. + 25 + 38 + 8 —- 7 - 1 + 7 + 66 + 71 + 29 + 20 + 17 NA 


oes nn eS Ce | a i eS —- * me i al 9 > re, c Re ees ss a “s A cy ae = LON = ae pe sii 
ako 2, See Rises 6, > Se ee . <a 2 ee Drea os ‘$334 : Se eo eae t rey at J gee es, ? oe Lee es sd . 
ee). fo . > d a ee, ce As L. : ern | Pee So ere ie ee co Nya Peat ‘ 
‘ ee a ee ; i * ee pean aa ie ya 5s ae Rais ose cae f Si aa ee oe Ss ope if er ee me * < Se of, e 
i ¥ eye Med = i Pa aie Sj ‘ J ~ ee é 
, : : bd « nt ar ae 
“4 e © 
i 
: a 
7 g % 
j a 6 
yf % 
‘ b 
Vy Pa 
i! =: 
i 5 
{ :. 
iF > 
' ry 
A 
\ 
{ 
j i 
} 
| ee 
4 - 
a a 
‘ f 
) Pa 
$i iv 
4 
: 
, 
i “a 
4 
' 
C 
: 
\ 
) — 
? 
| ’ 
SC Cs 7: 
4° : 
' 
| 
i ie 
{ 5 
é 
te. 
j 
| , 
4) 5 
i} . 
x 
Fi 
' 
: i 
| 
t 4 a 
{ Bh. 
~ 
‘ 1S 
. x 
ay 
Pe 
| , 
i 
3g ‘ . 
hs 
= ma = )- ile Se 
“ ~~ é — oS in a 
: 2 E ‘ ; ; ; : , F ce, en are Adley Ae 4 oF a 
ae a ca eel pare a Ae a 7 bi nia: Am es Ay Oy SPR eee i eR eo a ‘oe aesitea: : : 
t ™ ih i aaa — . a eee eo ee: 8 be oy. ew ia SNe ae an kt Pe a es meee oi a Tae te 
oar Te," epee cee ot om ‘i is see he pk, ee Pas hee Wi ae ‘ bs ¥ 
—. : on se eee Pad ae ee Sag ee = ee oe ani a” Be oh Megha a) Seana S| tear ; Te 


Per Cent Change ... 


NEW HAMPSHIRE 
Hillsborough County 
54 


Per Cent Change .. + 
RHODE ISLAND 


Bristol County 


22,816 
16,554 


+ 


80,528 
53,140 


Per Cent Change ... + 


Providence County 


634,131 
566,106 


+ 


48,820 
37,769 


Per Cent Change ... + 


183,121 
147,412 


Eating, 
Food Drinking 
Group 


($1,000) ($1,000) 


42,420 
40,665 


147,085 
135,405 


+ 9 


49,771 
44,352 


24 +12 


8,102 
5,523 


38 + 47 


22,094 
15,157 


52 + 46 


138,120 
146,887 45,408 


12 + 5 


3,738 
3,070 


29 + 22 


General 
Places Merchandise Accessories Appliances 
($1,000) 


43,578 
42,258 
+ 3 


Furniture, 
Home 


($1,000) ($1,000) 


30,671 
25,728 
+ 19 


42,382 
42,474 
0 


14,134 
12,015 


1,354 
1,533 
—- 12 


3,603 
2,765 
+ 30 


27,236 
30,119 
— 10 


59,129 
60,713 


1,768 
2,035 


Apparel, Furnishings, Automotive 
Group 
($1,000) 


105,465 
79,858 
+ 32 


6,428 
4,513 
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Lbr., Bldg. 
Gasoline Matls., Hdwe., 
Service 
Stations 
($1,000) 


Dealers Ss 


($1,000) 


39,370 
30,078 


+ 31 


35,407 
21,579 
+ 64 


1,339 
980 
+ 37 


5,596 
4,961 


+ 13 


34,573 
28,988 
+ 19 


6,010 
3,867 
+ 55 


($1,000) 


18,114 
14,241 


Drug, 
Pro- 
Farm Equip. prietary 


Other 
Retail 
Stores 

($1,000) 


Nonstore 
Retailers 
($1,000) 


tores 


11,831 
NA 


69,784 
64,615 


+ 27 


+ 7 


1,155 
633 
+ 82 


3,136 
1,540 


+104 + 26 


73,356 
66,235 
+11 


23,234 
20,540 
+ 13 


7,575 
4,396 
+ 72 


1,206 
1,307 


8 NA 


5,000 Clients Foot Small Bills... 


Butchers, Bakers, 
Accounts of Local 


‘Biggest’ Agency Handles 
Ads; Gets No Commission 
as Clients Handle Media 


New York, Feb. 15—The biggest 
agency in the world—in point of 
clients—is an outfit here known as 
Local Trademarks Inc. Since 1939 
it has had 56,000 clients and its 
current client roster numbers more 
than 5,000. 

Another unusual thing about this 
agency is that it gets no 15%. Asa 
matter of fact, it has nothing to do 
with media at all; leaves those 
dealings to the client. The client 
pays a set fee, gets a packaged or 
custom-made advertising cam- 
paign, then puts it in the local 
newspaper and pays the space rate. 

Something else odd about Local. 
Once an advertiser signs a contract 
with it, the same fee prevails prac- 
tically forever. He can keep re- 
newing each year for the same old 
original price. Neither can Local 
take the contract away, once it’s 
been let. é 

Fees are figured on the basis of 
the amount of service rendered 
and on the population of the town 
the client (lumber dealer, auto 
dealer, florist, druggist, laundry, 
bank, gas stations, or whatever) 
does business in. The minimum tab 
is $130 a year. The figure ranges 
upward, depending on locale and 
the nature of the client’s business. 
Top bracket clients pay $700 an- 
nually and up. 


® Local has 75 representatives who 
spend all their time traveling 
around the U.S. and Canada. They 
offer a mat ad campaign to one 
dealer of a kind in a town for a 
minimum of one year. The rep not 
only sells the man, he serves as a 
kind of account executive, return- 
ing four times a year to help map 
advertising moves. 

The representative also shows 
the dealer how to work mat mate- 
rial--provided by Local—into ad- 
vertising for his store. 

The dealer can take mats which 
show trade name products, if he 
likes. On the other hand he may 
want to forgo national brands to 
build up his own name locally. In 
any case, the Local client gets ad- 
vertising he can run once a week 


Undertakers Are 
Trademarks Inc. 


for 52 weeks. 

The dealers also get things like 
decals for trucks, windows, doors. 
He also is supplied with cardboard 
signs to merchandise the advertis- 
ing—even a talking sign that’s 
built around a 3” record. 

Local also does tv commercials 
for its clients; the films can be 
used on tv stations and also in local 
movie houses. 


@ It works out very well. Local 
Trademarks has 24 full-size file 
drawers of letters of satisfaction 
from its customers. Sample ex- 
cerpts: 

(From an Ohio newspaper) “... 
We have six local merchants who 
are using Local Trademark ad 
service, one of whom is on his 
third year. We have yet to find any 
of them with a complaint...” 

(A New York state paper) “... 
We have proved that regular inser- 
tions with some ‘gimmick’ such as 
your service provides are far more 
effective than any other form of 
advertising. ..” 

(A California lumber dealer) 
“The renewal we are submitting 
this date is for the next two years 
in advance.” 

Local Trademarks embraces two 
other outfits: Norm Advertising 
Inc., which handles publicity and 
specialized campaigns for clients 
who want custom-tailored jobs, 
and Film Commercials Inc., which 
does tv and movie house commer- 
cials for clients. 


® For $130, a tv client gets one 
b&w print of a 16mm film of a one- 
minute commercial, one print of a 
film of a 20-second version and the 
client’s logo produced and inte- 
grated into both prints. 

Local Trademarks’ dollar vol- 
ume is running close to $1,000,000. 
Since 1939 it has lost more clients 
—51,000—than most agencies will 
ever have, and it’s still collecting 
from the aforementioned 5,000 cur- 
rently on the books. 


‘L.A. Examiner’ to Stebbins 

| The Los Angeles Examiner has 
jappointed Hal Stebbins Inc., Los 
| Angeles, to direct its advertising 
promotion, both local and national. 
'In addition, Hal Stebbins, head 
‘of the agency, will serve as con- 
‘sultant on circulation promotion. 


1S YOUR CONCRETE WORK 
DONE? 
Concrete work is seasonal work... get 
t We have just received 


and get & while we sti! have an ample 
supply. Everyone wants cement sew 
before the weather changes. 


TO GIVE IT STYLE, 

THEN STAND BACK 
ANO SEE IT SMILE A 
raft > 4 


Du Pont “40” starts dazrling white, 
ways clean and bright’ Rach in the 


SPECIAL! For One 
Week Only 


® CALL OR STOP IN TODAY ® 
Fhont AURORA | 


LUMBER & SUPPLY CO, |mexes 
* THE HOME OF SUDDEN SERVICE” 


Wetter Lumber for Better Buskdung” 


ATED SOUTH 08 HIGHWAY 3! ,winnmy S Ait $1 + MONTGOMERT 


OD 


J 
“" PAINTS fo EVERY PURPOSE 


PACKAGED ADS—Sample newspaper ads created by Local Trademarks 
for lumber clients feature “Bill Ding.” Watsonville, Cal., outfit 
(right) plays up name of national paint advertiser, while Mont- 
gomery, Ill., lumber company eliminates brands to focus on its 
own name. Local Trademarks has more than 5,000 clients in 22 
different fields of business in the U.S. and Canada. 


Canfield Revises 
Book on PR, Adds 


Case Histories 


Cuicaco, Feb. 14—Chapters on 
public opinion, armed forces, pub- 
lic relations and public relations 
films have been added in the re- 
vised edition of “Public Relations, 
Principles, Cases and Problems” by 
Bertrand R. Canfield, director of 
distribution division public rela- 
tions, Babson Institute of Business 
Administration (Richard D. Irwin 
Inc., Homewood, IIl.; $7.20.) The 
first edition appeared in 1952. 

Two other important factors in 
the revision are the addition of 
case histories and an up-dating of 
the problems appearing in the 
original edition. 


® Mr. Canfield makes the point in 
his book that public relations has 
become a part of management, with 
pr directors sitting on the boards 
of directors of many industries. 

At the same time, Mr. Canfield 
seeks to give public relations a 
more plausible role in the com- 
munity than that of mere press 
agentry. 

“Public relations has advanced 
from the status of a defensive 
strategy, used to cover up corpor- 
ate greed and selfishness, to a social 
philosophy serving the public in- 
terest which reflects the most ad- 


Barnes Chase Names Markey: 
Elects Parker VP 

Barnes Chase Co. has appointed 
John Markey manager of its San 
Francisco office as the first step in 
an expansion of the office. Mr. 
Markey recently resigned as pres- 
ident of Wilson, Markey & Eng- 
land, San Francisco agency (AA, 
Feb. 6). 

Barnes Chase also has elected 
Leonard Parker, director of art 
and production in its San Diego 
headquarters, a vp. Mr. Parker 


has been with the agency since | 


1948. 
ABP Membership Hits Record 


Membership in Associated Busi- 
ness Publications is now the lar- 
gest in its 50-year history. Mem- 


bership now is 161 publications,| 
William K. Beard Jr., president, | 


has announced. Membership in 
1949, when Mr. Beard was named 
ABP president, was 103; the all- 
time high prior to that had been 
157. 


Fur Label Authority Bows 
The Fur Label Authority, dedi- 


kind of fur to the American wom- 

lan and (2) elimination of shops 
with substandard working condi- 
tions, will open offices March 1 
at 259 W. 30th St., New York. It 
is estimated that the new organ- 
ization will raise $200,000 for fur 
promotion this year. 


Lever Buys TV Musical 

Lever Bros., through Batten, 
Barton, Durstine & Osborn, will 
sponsor a new 15-minute show 
with singer Gordon MacCrae Mon- 
days at 7:30 p.m., EST, starting 
March 5 over NBC-TV. Webcor 
|and Associated Products, formerly 
|co-sponsors of the Tony Martin 
show, are vacating this period. 


‘Collins & Hart Adds Noodles 

Schoneberger & Sons, Chicago, 
has appointed Collins & Hart, Chi- 
cago, to handle advertising for 
|its Gold Spun egg noodles, effec- 
tive March 1. Robert Kahn & As- 
sociates formerly had the account. 


_UM&M TV Corp. Moves 


UM&M TV Corp., film distribu- 
tor, has moved its New York of- 


cated to (1) promotion of every |fices to 745 Fifth Ave. 


vanced business thinking,” he says 
in the preface. 

The book has 22 chapters and is 
organized in three sections, cover- 
ing respectively, a definition of pr, 
a definition of the audience pr 
seeks to reach and the tools of pub- 
lic relations. 


Coke Fills Two New Posts 

Coca-Cola Co., New York, has 
appointed Thomas E. Paradine as- 
sistant to the president and Lee 
Price Jr. director of personnel re- 
lations. Both posts are newly 
created. Mr. Paradine joined the 
company in 1953, Mr. Price five 
years ago. 


Adams to John Morrissey 

Ted Adams has resigned as sales 
promotion supervisor of the com- 
mercial equipment department of 
Hotpoint Co. to join John B. Mor- 
rissey Co., Chicago, as a vp. Mr. 
Adams will head the restaurant 
and hotel food equipment division 
of the agency. 


Hameroff Moves Office 

Hameroff Advertising Agency 
has moved to new quarters at 165 
N. High St., Columbus, O. 


Advertising Age, February 20, 1956 
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Sell the world’s BIGGE ST farmers! 


IOWA FARMERS like Wayne Gauger of 
Floyd County produce more and have more 
to spend than farmers anywhere. They raise 
more hogs, corn, chickens and eggs, for ex- 
ample, than farmers in any other state. Their 
incomes are twice the U. S. farm average. 
As the world’s biggest farmers, they’re your 


SHAKE HANDS WITH S 
low8* Homestead 
IOWA... THROUGH gee 
— Bi ee « 


best potential farm customers. 

How to sell them? Tell them in Wallaces’ 
Farmer and Iowa Homestead. It’s the publi- 
cation they practically all read—and prefer 
6 to 1 over any other (see chart). Ask us for 
complete facts on this rich market. 


FARM PUBLICATIONS IOWA 
FARMERS WOULD PREFER 
TO READ IF THEY COULD 
“READ ONLY ONE.”’"* 


Farm Farm Farm 
Mag. & Mag. C Mag. ) 


6.6% 64% 4.7% 
PE Re 


*From “inFarmation Please No. 2'', area sampling survey 
conducted by Statistical Laboratory of lowa State College. 


EF | WALLACES’ FARMER add IOWA HOMESTEAD 


RICHARD S. PIERCE, PUBLISHER * DES MOINES, IOWA 
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Benson Joins Stalcup 


| Sales representative of Stalcup 


L. Stewart Benson has been ap- | Inc., Kansas City, Mo. Mr. Benson 
pointed local and national outdoor | Was formerly branch manager of 


IMPRINT MATRIX COMPANY 
BOX 192-C 


| the Duluth office of General Out- 
| door Advertising Co. 


TAAN Elects Friend-Reiss 
Friend-Reiss Advertising, New 
| York, has been elected to member- 
|ship in the eastern region of the 
| Trans-America Advertising Agen- 


GRANTSBURG, WIS. 


ley Network. 


This Week in Washington... 


By Stanley E. Cohen 
Washington Editor 


that existing postal rates are “woe- 
at that 


WASHINGTON, Feb. 16—The) 
House appropriations committee) 
unanimously agreed the other day | 


fully inadequate.” But 


point the unanimity ended. 
When Rep. Tom Murray (D., 
Tenn.), chairman of the House 
post office committee took the 
floor to find out which rates the 
appropriations committee wants to 


raise, only a handful of the com-| 
|mittee members were ready to! 


}commit themselves. 

Time and again, in recent years, 
| Rep. Murray has battled to get 
rate increase bills to the floor, 


| only to find that the leadership | 


had no intention of letting them) 
pass. 


| So this time he listened to the} 
oratory for awhile, then asked for | 
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When ink smears from 
sheet to sheet, switch to 
Hammermill Mimeo-Bond 


being delivered on top of it. With 
Hammermill Mimeo-Bond you get fast 
running operation and neat, attractive 
copies without any fuss or muss. 


Hammermill Mimeo-Bond, with its 
exclusive air-cushion surface, is available 
at the same cost as Hammermill Bond. 
Comes in white and seven sparkling colors 
that can be matched with Hammermill 
Bond Envelopes for your smart mailings. 
It's watermarked, of course. Use it for 
company announcements, plant bulletins, 
sales letters, price lists,anything that comes 
off your stencil duplicating machine. 

You can get Hammermill Mimeo- 
Bond with printed mastheads and fill- 
in forms from your printer or com- 
mercial letter shop, plain from stationers. 
Large wholesale stocks are carried by 
Hammermill agents in 125 cities. 


LMOST EVERYONE has seen mimeo- 
graphed material with ink marks 
on the back, as shown above. That's called 
“set-off”. It looks messy. It happens when 
wet ink smears on the bottom of one 
sheet from the top of another as sheets 
pile up on the delivery board of the 
mimeograph machine. 

What can you do to have clean mimeo- 
graphing, without set-off, or the smearing 
of the copy itself while the set-off is 
happening? 

A makeshift way to combat this is by 
slip-sheeting— putting a blank piece of 
paper on each “printed” sheet as it is 
delivered from the machine's impression 
cylinder. That does the job—the expen- 
sive way. 

The better way is simple. You specify 
Hammermil! Mimeo-Bond. It’s the only 
mimeographing paper made with the 
“air-cushion surface”. Thousands of al- 
most microscopic air pockets temporarily 
insulate the drying ink from the sheet 


For sample sheets of Hammermill 
Mimeo-Bond (or Hammermill Dupli- 
cator paper) write to Hammermill Paper 
Company, 1499 East Lake Rd., Erie 6, Pa. 


we MERCg ee 


MIMEO-BOND Hammermill Bond Envelopes 


Ist Class Mail Boost Proves Stickler 


the floor. “You can raise the sec- 
/ond class rate 30%, as the Post- 
master General proposes, but it 
will only raise $17,000,000. You 
can raise the third class rate 30% | 
and it would only amount to $77,-| 
000,000,” he taunted. 

“If our committee reports out 
a bill increasing adequately the 
first, second, and third class rates, | 
can we depend on the enthusiastic 
support of every member of the, 
|committee on appropriations?” 

It turned out that he couldn't. 
Rep. Clarence Cannon (D., Mo.), 
|chairman of the appropriations | 
committee and a man close to 
House leadership, made it clear 
that he wants nothing to do with 
a 4¢ letter. 

“Charging 4¢ for delivering a 
| 3¢ letter would be an outrageous 
imposition on every family in the 
/country,” he said. “I am opposed 
to it. My constituents are opposed 
to it. The American people are 
opposed to it.” 

* e * 

First Class Memory: Sometimes 
it seems that Postmaster General 
Arthur Summerfield would rather 
fight with publishers than make 
an effective sales pitch for the 
4¢ letter. 

During an 80-minute briefing of 
Washington newspaper men last 
week, he punched away at the al- 
leged $250,000,000 “deficit” in sec- 
ond class and a $150,000,000 “defi- 
cit” in third class. After the con- 
ference adjourned, a reporter pri- 
vately pointed out that he had 
failed to supply any information 
to justify an increase in the first 
class rate—potential source of 
nearly $300,000,000 in new postal 
revenue. 

He hurriedly called back the 
handful of stragglers who were 
still hiking toward the back of his 
huge office. 

“I want to make it clear,” he 
said, “that we lose money on first 
class, too.” He estimated that a 
3¢ out of town letter now costs 
3.12¢ to handle. 

. 2 a 

FCC in Fish Bowl: Looks like 
the Federal Communications Com- 
mission will have the doubtful 
honor of being the government’s 


most investigated agency this year. 
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For the past few weeks, the com- 
mission has been on the mat try- 
ing to convince the Senate inter- 
state commerce committee that it 
is acting effectively to clear the 
way for more tv service in “under- 
served areas.” 

Now it is on notice that House 
judiciary’s anti-monopoly subcom- 
mittee will have hearings soon on 
/“monopolies” in the tv industry. 
| And Senate small business com- 


| mittee has promised former com- 


missioner Frieda Hennock that it 
will look into the problems of the 
daytime broadcasters, who have 
retained her as their legal counsel. 

As if this weren’t enough, the 
anti-trust division of the Depart- 
ment of Justice is probing FCC’s 


| recent approval of the NBC-West- 


inghouse station swap. Since FCC 
is supposed to be the official en- 
forcer of anti-trust laws in the 
broadcast industry, Justice De- 
partment’s intervention would 
hardly be interpreted as a vote of 
confidence. 
¢ io * 

Car Sales Control: Sen. Mike 
Monroney (D., Okla.), chairman 
of a Senate commerce subcom- 
mittee that has been studying the 
difficulties of automobile dealers, 
has come up with a bill authoriz- 
ing the Federal Trade Commission 
to intervene if an auto manufac- 
turer tries to force a dealer to 
accept more cars than he wants. 

His bill also would outlaw 
“phantom” freight, and it seeks to 
curb “bootlegging,” by requiring 
that each car have a “truth in 
labeling” windshield sticker trac- 
ing its travels from factory to ul- 
timate owner. 

He steered clear of “territorial 
exclusivity” demanded by many 
dealers. A committee poll, cover- 
ing 20,000 dealers, showed the in- 
dustry split 50/50 on this. Subur- 
ban dealers, particularly, want the 
right to sell wherever they can. 

i) 7 e 

Insult: A representative of one 
of the major tv networks was ap- 
palled this week, when he was in- 
vited to preview the home of the 
average American worker, which 
is part of Advertising Council’s 
“People’s Capitalism” exhibit, 
open for a nine day test at Union 
Station here. No tv. 

Needless to say, 
giant-screen set will 
added. 

Among the hundreds of com- 


a handsome 
soon be 


In recent years the big change 
has been to Meyercord Decals 
for truck fleets of 15 or more 
vehicles. It’s a fact that 
Meyercord Decals tell your 
identification and promo- 
tional story better, more col- 
orfully . .. and at far less 
cost. Whether your needs call 
for colorful pictorials or sim- 


Your Trucks Sell For You 


With MEYERCORD Decals 
Switch to Meyercord Decal “Moving Billboards” 


ple lettering, your best answer is Meyercord Decals. Let us give 


you all the facts . . . let us show 


you what we've done for others 


in your field. Just drop us a note; no obligation, of course. 


Ee ee 


THE MEYERCORD Co. 
Wnldskergest Decaleemania Manufacturers 


5323 W. LAKE ST. 
CHICAGO 44, ILL. 
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|these rules as the basis for its 
j|own. 
| Mr. Pansing pointed out that 


it 

1e |these rules are “like steel,” in that 

eo “they emerged, after more than 
|30 meetings, from a very hot fur- 

e ome 

|= 

n |Philco Promotes Kelly 


John E. Kelly has been named 
jadvertising manager of the tele- 
| vision and radio divisions of Phil- 
co Corp., Philadelphia. Mr. Kelly 
has been with Philco in advertis- 
ing and sales promotion posts for 
the past seven years, most recently 
as advertising and sales promotion 


- 
it 
e 
e 
l 
e 
s JOSEPH J. SEREGNY has been named|™Manager of Philco Distributors 
s 
e 
| 
f 


advertising manager of the Lin- Inc., Los Angeles. 


coln division of Ford Motor Co.,|OAJ] Names Edward Pachuta 

Dearborn, Mich., a new post. He| Outdoor Advertising Inc., New 

formerly was assistant advertising| York, has appointed Edward 
[? manager of the Mercury division.|Pachuta to head a new grocery 
sales unit. Mr. Pachuta joined OAI 
last fall. He formerly was New 
ments—most of them constructive|york sales manager of Farm & 
and enthusiastic—was one which! Ranch. 
pointed out that there was no sign 


IN SUBURBAN NORTH JERSEY 

ONE NEWSPAPER REACHES MORE THAN 
62,000 HOMES IN BERGEN AND PASSAIC 
COUNTIES - WHERE AUTO OWNERSHIP 
AVERAGES OVER ONE PER FAMILY 


THE HERALD-NEWS 


of PASSAIC-CLIFTON, N. J. 


New York General Advertising Office, 18 East 41st Street, New York 17—James J. Todd, Mgr. 


p of books or magazines in the 

v worker’s house. Another over- 

- sight to be corrected. 

2 It sure pays to test. 

a “People’s Capitalism” pictures a 

- classless American. And for what 

7 it’s worth, the Bureau of Labor 
Statistics reported this week that 

) America is becoming more class- 
less in its housing, too. 

) A survey covering 1955 showed 

) { fewer small houses and fewer | 


large houses. Three-bedroom) 
houses were most popular, ac-| 
counting for two-thirds of the 
total. Median selling price was up 


11%, to $13,700. 


States’ Rules on 
Health Insurer Ads 
* Suffice, FTC Hears 


(Continued from Page 2) 
diction than we have. That’s de- 
termined by the statute, and nei- 
ther you nor the commission can 
change that. 

“Nor can we compromise or | 
negotiate. We have to give you) 
our best interpretation of the law. | 
And at this point we are asking 
your advice to guide our actions.” 

He revealed that FTC is test- 
ing new streamlined procedures to 
rush the insurance code. Instead 
of routing the proposed draft 
through a series of FTC divisions, 
a “task force” representing various 
parts of the agency will work 
q jointly on the code. 


8 “I promise you they will have 
proposed rules in my hands by 
March 14,” he told the meeting. 
“And the commission will be able 
to act on them March 15.” Com- 
missioner Mason also announced 
that he intends to have a session 
; here April 18 for “final decision” 
‘ on the proposed rules. 
As for FTC’s staff, he said, “If 
( they can’t agree on rules by March 
j 14, they’ll have to submit what 
they have, together with such ex- 
planations of their disagreements 
as they may wish to submit.” 
Most of the discussion at the 
two-day session last week hinged 
{ on the rules used by the states. 
FTC apparently intends to use 


VALUABLE FRANCHISE FOR 
EXECUTIVE SALESMEN 


Well rated concern national in scope. Advertis- 
ing or intangible experience necessary. No in- 
vestment or At  - “ see on 
with protec’ territory. Men mus’ of hig 

caliber, educated, nice ond, experi- VICTOR A. SHOUIS, Director 
enced in calling on top management. erence . 

required. 95% renewal year after year. We have NEIL CLINE, Station Mgr. 
testimonial letters from over 80% of our cus- 


tomers. This is a startling new idea. but old Represented Nationally by Harrington, 


enough to be proven. This is prestige advertis- 

ing and Public Relations in te most palatable Righter & Parsons, 

form. We are now setting up restric erritory. ‘ . 

Our plan of pay is much better than a draw. Associated with The Courier-Journal 
See a ee eae & The Lovisville Times 


. your re- 
newals will be te retire on. We vay 
you immediately al we bill customers 
monthly. Write 


RANDALL, Suite 143 
BUSINESS DIGEST & FORECAST 
1724 - 20th Street, N.W., Washington 9. D. C. 


a 
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Machine Shops ane fire... 


*We ought to know . . . in our three complete shops, we 
can build a new transmitter or fix the boss’ swivel chair. 


But in Louisville... 


WHAS-TV Programming pays off! 


“MIDDAY ROUNDUP" 

12 Noon to 2:30 P. M. 
Monday through Friday 
(Market's only daily service- 
entertainment show with News, 
Farm Weather, and Music.) 


BASIC CBS-TV Network 
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No ‘56 Schedule Is Complete Without the 
Yearbook of the Automotive Industry 


The Medium That Pulls All 


All year long, car dealers and manufacturers 
reach for Automotive News Almanac to (1) 
find historical data; (2) find information on 
new models; (3) look up statistics, charts and 
graphs; (4) check buying information in listings 
of over 2,000 automotive firms; (5) check photos 
and biographical sketches of 1,000 industry 
executives. 


RESULTS: 
Automotive News Almanac has become the year- 
book of the industry. 


RESULTS: 

The men you want to sell in the automotive 
industry see informative, profit-making adver- 
tisements many times a year in the Almanac. 
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Year Long 


RESULTS: 

These important buyers— the car dealers and 
manufacturers — have learned to look to the 
Automotive News Almanac as a buyer's guide. 


RESULTS: 

Every dollar you spend for advertising in the 
Automotive News Almanac pulls all year long 
because it reaches the men who count in the 
automobile industry . . . over 43,000 factory 
executives and car dealers across the nation. No 
wonder your "56 budget dollars go a long way 
—for a long time —in the Automotive News 
Almanac ! 

Ie is important that you reserve space now. 
Today, if possible. 

@ Closing date — March 15 

@ Published with the April 30 issue 


THE WEEKLY NEWSPAPER OF AMERICA’S NO. 1 INDUSTRY 


K> Edward Kruspak, Advertising Mgr.. Ray Billingham, Howard E Bradley, 5! E. 42nd St, Murray Hill 7.6871 
RL Webber. Mich. Mgr, Wm. Maas, Roy Holihan, 2666 Penobscot Bidz. Woodward 3 0495 


‘Blatter Finds Mail 
More Effective Than 
Magazine Ads 


New York, Feb. 14—A whole- 
sale fabric house here, with an an- 
nual promotion budget that ranges 
from $35,000 to $70,000, likes di- 
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rect mail far better than print @ 


/copy in business publications. 

A recent test by Titus Blatter & 
Co. used a full page in business 
papers. This drew a half dozen 
|replies on a printed blank. A 
direct mail piece brought in “sev- 
|eral hundred orders.” 

The mailing pieces, devised by 
|Harold J. Siesel Co. for Blatter, 
go to the nation’s 5,000 decorative 
fabric buyers. They’ve included a 
gaily colored cardboard tube that 
set free a diminutive paratrooper 
who held an invitation to “drop in 
first at Carole Draperies Inc. at a 
|forthcoming trade show.” Carole, 
and Catalan Fabrics, are subsidi- 
|aries of Blatter. 


s Another mailer claimed that 
Blatter fabric was water repellant. 
It invited buyers to test the claim 
by applying the point of an en- 
closed pin to a “bubble” of water 
sent along with a swatch of the 
material. 

Blatter says “as much as $2,000 
may be spent getting out a single 
one of these mailing pieces.” On 
Carole Draperies, a line sold 
through chain and variety stores, a 
new type plastic drapery was in- 
troduced through a direct mail 
piece. This contained swatches, a 
price list, and a coupon that could 
be used as an order blank. This 
sold 36,000 pairs of draperies and 
opened 800 new accounts. 

The Siesel agency, which con- 
centrates on home furnishings ac- 
counts, decided on direct mail as 
the right medium for Blatter like 
this: 

“Doing an effective consumer 
advertising campaign would call 


for large, full-color units in each | 


MAILERS—Harold J. Siesel Co. uses 
direct mail pieces like this to push 
sales of Titus Blatter & Co. Direct 
mail is credited with increasing 
fabric sales about 300% in last ten 
years. Promotion budget ranges 
from $35,000 to twice that figure 
annually. 


Milner Publicizes 
Homemaker’s Contest 
in $1,000,000 Drive 


JACKSON, Miss., Feb. 14—Milner 
Products Co. will spend $1,000,000 
to publicize its Mrs. Homemaker’s 
forum contest this year. 

Milner offers a summer vacation 
for two in Florida to the 40 con- 
testants who submit the best 
household hints. Awards of $5 go 
to several hundred runners-up. 

Would-be contestants can get 
entry blanks by purchasing a bot- 
tle of Pine-Sol cleanser or Perma 
Starch. The blanks are on the 
label. Entries must be in the mail 
by April 30. 


® Most of the advertising dollars 
in this campaign will be spent in 
network radio. The company spon- 
sors portions of the “Robert Q. 


of the leading shelter magazines.|Lewis Show,” the “Bing Crosby 


For the allotted sum, only six to | Show” and “Amos ’n’ Andy”—all 
eight pages a year could be bought. | 0m CBS, and the “Breakfast Club 


This was far from adequate cov- 0m ABC. Television promotion will 
erage. |include Lou Payne’s homemaking 
|program on WBKB, Chicago, as 
® “For the same money, a com-| well as spots in major markets. 
prehensive job could be done in| C0-op newspaper ads and copy 
the trade press. An average budg-|in Good Housekeeping and Par- 
jet of $50,000, for example, would | ents’ Magazine round out this 
/cover bi-weekly inserts in the|campaign, which is being placed 
leading daily servicing the home| through Gordon Best Co., Chicago. 
| furnishings field, plus full pages | 
‘in each edition of three or four Jae Resigns from ‘Globe’ 
monthly publications read by fab-| James F. Jae has resigned as cir- 
ric buyers. On the surface, this | culation manager of the St. Louis 
|seems like a sound campaign. But|Globe-Democrat, a post he has 
|here’s where the element of indi-| held since 1937. He will head Pub- 
| viduality enters the picture. | lishers Counselors, adviser to daily 
“What might have been fine for newspapers in cities of 5,000 to 
|another client, wouldn’t work for | 100,000 population, effective March 
Blatter because of the nature of|1. Walter E. Evans heads the cir- 
\the company’s operations. The) culation department as circulation 
‘sales pitch for Blatter and its sub-| director, a new post which he was 
'sidiaries is based on ‘hot items’| named to some time ago. The po- 


| which are periodically introduced. sition of circulation manager will 


'The job of advertising is to sell 
‘them while they’re hot. 

“But which items will be sin- 
| gled out, and how many there will 
| be in the course of a year are 
questions that can’t be answered 
| far enough ahead to plan a bal- 
anced insertion schedule.” 
| The direct mail arrangement, 
| backed by merchandising and pub- 
\licity, according to the agency, has 


/seen the client’s sales figures triple | 


|in ten years. 


Pritchard Promoted 

Bosh Pritchard, former profes- 
sional football star and currently 
on the sales force of Tel Ra Pro- 
ductions, 


sales department. 


‘Cosmopolitan’ Names Watson 

Cosmopolitan has named the Ray 
C. Watson Co. its Pacific coast rep- 
resentative. 


Philadelphia film pro-| 
ducer, has been promoted to direc- | 
tor of the company’s syndication | 


/remain vacant. 
NBC Names Three VPs 

National Broadcasting Co., New 
| York, has named three more vps. 
They are Hugh M. Beville Jr., re- 
|search chief for the network, who 
‘becomes vp in charge of planning 
and development; Thomas C. Mc- 
Crary, general manager of KRCA, 
Hollywood, and Lloyd E. Yoder, 
general manager of WRCV and 
| WRCV-TV, Philadelphia. 


CBS Appoints Martin 

Jack Martin, who has been on 
the CBS Radio sales service staff 
in New York since 1953, has been 
named network sales service man- 
ager, succeeding Eric Salline, who 
recently was appointed manager of 
| station relations for CBS. 


NBC Switches Stations 
KARD-TV will replace KEDD 

|as the NBC-TV affiliate in Wichi- 

‘ta, Kan., effective May 1, 1956. 
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Lh Conover Must Fablicallir— 


We are so confident that we can de- 
monstrate to your satisfaction that 
INSTITUTIONAL FEEDING AND 
HOUSING provides you with the 
best, most up-to-date and widest cov- 
erage of the volume feeding market 
obtainable anywhere, that we invite 
you to make a comparison of our cir- 


culation in any state of the Union 
with that of any other institutional 
publication. 

What’s more, we will pay the cost of 
any comparison study you make of 
our circulation, reader by reader, 
with that of any other magazine in 
any state. 


The only conditions we ask you to observe in making this comparative audit are: 


1 That you provide us with a signed statement that our 
subscription list will be used for no other purpose than 


this comparative audit. 


? That you will request and obtain from us and from any 


other publication, the complete circulation for the entire 
state in which the comparative audit is to be made. This 
makes it possible for you to check totals for any state 
against those on audited circulation statements. 


3 That you return our subscription list as soon as the 


audit is completed. 


Institutional 


202 £837 


Feeding ... Housing 


42m MeRTREET NEW YORK: FEN. Y.} 


You will find that INSTITUTIONAL FEEDING AND HOUSING taps more 
actual buying influences in the volume feeding market than any other publication. 
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‘PHOTO REVIEW 
OF THE WEEK 


Shaw 


CHARTERED—C. James Proud, assistant to the president of the Ad- 

vertising Federation of America, presents a charter of membership 

to the Advertising Club of Hartford. Elliott J. Barnett, adclub 

president and retail advertising manager of the Hartford Times, 

accepts the charter, with Len Shaw, Norton Co., Worcester, first 
district governor of AFA, as witness. 


COPY VETERAN—Bruce Barton, chair- 
man of Batten, Barton, Durstine 
& Osborn, discussed the role of 
the copywriter in today’s world 
at a meeting of the San Francisco 
Copywriters’ Club. With Mr. Bar- 
ton is Raymond Menzel, president ————— 

of the club. : iis 


SHOW TIME—T. G. Vandever, Mennen Co. sales manager, and an un- 
identified model (partly hidden) team up, on an NBC-TV closed 
circuit telecast to 32 cities, to advise Mennen dealers and wholesal- 
ers to order enough of the company’s products and display them 
properly. At right, Chicago’s “Miss Photoflash” (Joan Ross) and 
Burr L. Robbins, president, General Outdoor Advertising Co., Chi- 
cago, join in a salute to National Advertising Week. The miniature 
is of a poster designed by Outdoor Advertising Inc. and used coast 
to coast. 
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Keck Firestone 


CITIES SERVICE ON TV—Ray Keck, ad and promotion manager of 
Cities Service Oil Co., signs for multi-market sponsorship of the 
“Man Called X” following cancellation of the company’s longtime 
radio series “Band of America” (NBC). Looking on are Barry 
Sullivan, star of the film series; Hal James, vp, and Dan Kane, 
Ellington & Co., and Len Firestone, Ziv Tv Programs. 


OFFICE QUEEN—Sheila Almassey 
was one of two tam-and-kilt-clad 
lassies designated Miss Business 
Show of 1956 at the annual show 
of the Office Management Assn. 
of Chicago. Miss Almassey prac- 


Kupos—Election as “president of Kudos College” is an honor con- 
ferred by the Dallas Advertising League to those who bring “rec- 
ognition of a highly favorable kind to Dallas.” A new “president” 
is Arthur A. Dailey (right), advertising director of the Santa Fe tices her efficiency in the research 
Railroad, Chicago, honored for directing a $250,000 ad campaign department of Foote, Cone & Bel- 
in connection with the Santa Fe’s new main line service into Dallas. ding. 

Shown with Mr. Dailey is Mayor Robert L. Thornton, also a “pres- 

ident.” 


Miller Mackie Toppin Harris Milne Hill Lloyd 

BOSSES & SLAVES—President Clarke B. Lloyd accepts, on behalf of 

the Young Men’s Advertising & Sales Club of Toronto, a new lec- 

tern presented by Albert H. Toppin, general advertising manager, 

Quebec Zone 2 Dailies. The picture, taken at the club’s annual 

“Boss and Slawe Night,” also includes James C. Miller, director of 

E. Koblitz Sayre Schiffmacher L. Koblitz sales and advertising, Ford Motor Co. of Canada; A. Gibson Mackie, 

SEVEN CANDLES?—It’s a happy seventh birthday for director; Jac Brahm, production manager; Bob president, Advertising & Sales Club of Toronto; L. G. Harris, Que- 

the Edwards Agency, Los Angeles. Gathered for the Sayre, account executive; Bill Schiffmacher, art bec Zone 2 Dailies; Jack D. Milne, Maple Leaf Insurance Agencies, 

birthday picture are Edward L. Koblitz, president; director, and June Gilats, research director. Ed- and F. W. Hill, vp and managing director, Crown Life Insurance 
Lawrence B. Koblitz, exec vp; Rickey Barr, media ward Koblitz founded the agency in March of 1949. Co. 
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Paper Companies 
Hike Prices for 
Magazine Stock 


(Continued from Page 2) 
materialized a few weeks after he 
had made the prediction, when 
another large Canadian mill in- 
creased the price $5 a ton. 

The current contract priee on 
newsprint ranges from $126 to 
$131 a ton here. 


® Gray market business continues 
active, with demand strong but 
spotty. Domestic newsprint in lots 
of about 200 tons is quoted at 
$220 a ton for deliveries within 
two weeks. Imported newsprint, 
chiefly from Austria or Scandi- 
navia, is quoted at $195 a ton for 
deliveries in 30 to 60 days. Some 
imported newsprint is reported 
coming in from Poland at the 
$195-a-ton price. 

Importers say that some fine 
paper mills in Europe are con- 
verting to newsprint manufacture, 
and that Russia and Russian satel- 
lite countries are offering both 
newsprint and pulp in western 
European markets for the first 
time. 


PAPER INDUSTRY 
PLANS EXPANSION 

New York, Feb. 15—Record- 
breaking plant expansion and 
modernization costing $1.3 billion 
in the next two years is planned 
by the American pulp and paper 
industry. 

Announcement of the program 
was made here yesterday at a 
press conference on the eve of the 
79th annual convention of the 
American Paper & Pulp Assn. to 
be held next week. 

E. W. Tinker, executive secre- 
tary of the association, said this 
will be the largest single expan- 
sion in the history of the industry. 


® All paper, paperboard and pulp 
mills, Mr. Tinker said, will oper- 
ate at an average of 100% of ca- 
pacity during the first quarter to 
match the record operations in the 
last quarter of 1955. For the re- 
mainder of 1956, he predicted, 
mills will be within 2% of capac- 
ity. In nine of the last ten years, 
he said, the industry has operated 
at more than 90% of capacity. 

Production capacity of the paper 
and paperboard industry will be at 
an estimated minimum of 33,615,- 
000 tons by the end of 1960, a 
survey made by the association 
indicates. This is an increase of 
2,857,000 tons over capacity at the 
end of 1955. 

The backlog of orders for paper- 
board stood at 543,000 tons at the 
beginning of 1956. 


Maclean Promotes Brander 

F. G. Brander, formerly man- 
ager of Modern Power & Engi- 
neering and Design Engineering, 
has been appointed manager of the 
merchandising publications group 
of Maclean-Hunter Publishing Co., 
Toronto, succeeding H. L. South- 
all, who has retired. 


If I were planning 
advertising for the 
Albany market, 

I would buy 

the paper with the 
largest circulation . . . 
the Albany Times-Union 


Albony New York 


Set ‘Made in Minnesota’ Show 

The Minnesota Development 
Committee of the Minnesota Jun- 
ior Chamber of Commerce is spon- 
soring the first annual “Made in 
Minnesota International Trade 
Show,” a five day event, starting 
April 8 in Minneapolis. The show, 
which will highlight a “Made in 
Minnesota Week” program to 
attract and retain more industry 
in Minnesota, is open for participa- 


tion by all manufacturers with 
plants in Minnesota. 


Eldridge Inc., Watt Affiliate 

Eldridge Inc., Trenton agency, 
and Robert W. Watt Associates, 
Princeton public relations com-| 
pany, have affiliated to provide 
“integrated advertising, public re- 
lations and business expansion 
campaigns for industries in the 
Delaware Valley area.” 


Specialists in 


INCORPORATED 
BOX 2017 TULSA, OKLAHOMA 


Mr. J. F. WOLFRAM, Oldsmobile General Manager, Vice President General Motors Says: 


“Great things are happening in LANSING... 


That’s right! Oldsmobile is undertaking a multi-million 


dollar expansion program that will increase our 
production capacity 50% in Lansing.” 


When Industry is expanding, payrolls are 
at a peak. That’s the way it is in Lansing 
. .. employment at an all-time high and 
retail sales records are being broken daily. 
You can bet things are happening! 


Lansing’s $5,000,000 Civic Center is sym- 
bolic of Lansing’s growth, expansion and 
prosperity. Completed last fall, it will be 
the scene of a continuous array of home 
shows, outdoor shows, automotive shows 
and other civic and promotional projects. 


LANSING: 


per family 
sales: 13th 
in the nation 


AIL SALES 
* RETAIL S 


per family 
effective buying 
income: 21st 
in the nation 


MANUFACTURING 
INDUSTRY 


(Av. month, 1955) 


Average Weekly Wage: 
$106.30 


13.8% 
above state average 


37.8% 
above national average 


(1st 9 months, 1955) 


13% 
gain—Total Retail Sales 


41% 
gain—Automotive 


23% 
gain—Department Store 


Michigan’s fast growing capital 
city is ranked among the best 
earning and spending metro- 
politan areas in the nation year 
after year. 


THE STATE JOURNAL and only the State Journal 
delivers this rich market going into 65,870* Central 


MICHIGAN’S GREAT 
CAPITAL CITY— 


Michigan homes daily. 
*Ay. daily circulation, 10/1/55—12/31/55 


THE STATE JOUR 


REPRESENTED NATIONALLY BY 
SAW YER-FERGUSON-WALKER COMPANY 
Member of Federated Publications 
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Says ‘Saturation’ Is Goal 
for Appliance Industry 

To the Editor: I have been 
meaning to write you since reading 
your Jan. 9 issue... 

What disturbed me was an arti- 
cle headed, “Electric Appliances 
Market Reaching Saturation, ‘Elec- 
trical Merch’ Finds.” There is no 
quarrel with the statistics as pre- 
sented—but the d... word “sat- 
uration” is distressing. The use of 
it is no fault of yours. It is one of 
those unfortunate industry terms 
which has a special meaning to 
appliance manufacturing market 
analysts and another to everyone 


The Voice cf the Advertiser 


This department is a reader’s forum. Letters are welcome. 


| sired goal. Let me illustrate why. 


units being created, whether they 
be homes or apartments, need re- 
Refrigerators have reached a | frigerators. Even if a home owner 
| saturation point of over 90%. They! brings his own unit into a new 
have been “accepted” by that share | dwelling, someone is left without 
of the potential market as a neces-/' one. 
sity, not a luxury. The refrigera-| 4. The formation of new families 
tion industry no longer has to sell|is interrelated with these sales to 
the “idea” of refrigerating food.|new construction also, but they 
|The consumer has demonstrated| have sales volume in addition to 
|he understands the idea and be-|that attributed to new construc- 
‘lieves in it. ition alone. 
| The uninitiated will say, with Adding up replacement. sales, 
some foreboding, that this leaves new construction sales and new 
them only a replacement market. sales to those few who did not 
|Only? What’s wrong with that! own a refrigerator, 1955 hit a 
| Since achieving saturation, refrig-| whopping total of 4,025,000 units 
lerator sales have been setting a/sold. In 1954, it was 3,600,000 


appliance industry sense is a a 


Advertising Age, February 20, 1956 


| publications furnishing such infor- 
|}mation to client and account ex- 
ecutives, for it might be the 
determining point if- space is) 
placed or not. 

Usually librarians send in a com-| 
plete report to the account man- | 
ager without references to where) 
good suggestions come from. Even 
a footnote saying that additional | 
cooperation is offered from such) 
and such a publication might be a| 
valuable asset in a sales campaign. 
The value of all publications can- 
not be determined by circulation 
or a glance alone. 

FRANK E. DITTRICH, 
Publisher, All-Pets Magazine 
Inc., Fond du Lac, Wis. 
- * . 

Illmoky Adclub’s Ad 
Backs Recognition Week 

To the Editor: We're sending 
you a copy of the ad which we 
are sending to 177 daily and week- 


the Illmoky is the Citizen’s adver- 
tising manager, Earl Jewell. 

We thought you and your read- 
ers would be interested in hearing 
of our development and in seeing 
the ad. : 
DoNnaLp G. HILEMAN, 

Associate Professor of Jour- 

nalism, Southern Illinois Uni- 

versity, Carbondale, Ill. 

* * * 
Wants Pointers on That 
‘Second Career’ 

To the Editor: Congratulations 
for your editorial “A Second Ca- 
reer is Open” in your Jan. 30 issue. 

But how does one go about find- 
ing an opportunity to “swell their 
ranks?” Only sheer chance seems 
to make it possible. When my re- 
tirement was approaching a little 
over a year ago, it did appear that 
pure chance was going to provide 
me with a very logical place in the 
Foreign Operations Administra- 


else. Unfortunately, the appliance . . . . 
7 “PP promend high. |units. So you see, saturation is far) 


industry gets careless all too often | 
and uses it in spots where the) 
meaning can be misconstrued. 

The dictionary definition—which 
most non-appliance industry peo- 
ple would assume is what is meant) tors 


In a few easy lessons, here’s | from a “limiting factor.” It is a 
why: | desirable end—unless you have an 
1. With saturation, there are ap- | indestructable product which can- 
|proximately 42,000,000 refrigera- Ot be improved. And I have yet 
in use. Consumers replace to hear of such a product. 
—is as follows: “Act or process of| them after an average of 11 years’) A check of statistics on ranges, 
saturating, or state of being sat-|use. Consequently, in 1955, re-| refrigerators and toasters, all of 
impregnation.” The erudite might | 2,000,000 units. | uration, will show you the indus- 
think of the economic definition: 2. Freed from having to sell the try sales records were all set after 
“The presence in a market of! idea of refrigeration, manufactur- reaching saturation. 
goods adequate to meet all de-' ers can concentrate on selling new Victor C. PETCHUL, 
mands under existing conditions.”| features, new styles and new en-| Editor, Appliance Manufac- 
Neither really fits the bill. Actual-| gineering developments. Each of; ‘urer, Chicago. 
ly, the word “acceptance” fills the| these helps create obsolescence— | e . e 
bill much more closely than “sat-| and, consequently, a more frequent Suggests Agencies Credit 
uration.” ‘turnover of the 42,000,000 units in Publishers’ Market Help 
Even Electrical Merchandising| use. These efforts just recently | 
falls victim to a misinterpretation | brought the average use time for | advertising agencies: 
of “saturation” and its effect in|a refrigerator down from 12 years| The publication which can fur- 
saying that a “limiting factor in| to 11 years. 
the appliance-radio-tv marketing) 3. New construction, with the and statistics or facts and distri- 
picture is the steady growth of|refrigerator at saturation and,/| bution information is usually the 
saturation.” A pox on the house of! therefore, a necessity, boosts the one which is on the “go.” We feel 
Larry Wray. “Saturation” in the annual sales total. New dwelling that credit should be given 
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by ne arl y 


in coverage of both MISSISSIPPI and 
JACKSON’S 16 county trade area 


We Feaching 1/6 of all 


homes in Mississippi 


*ABC REPORT Sept. 30, 1955 


ae ee ae 
ACKSON DAILY NEWS 
~ Morning — Evening — Sunday 


PRESENTED BY THE KATZ AGENCY INC 
-OWNERS WJTV (TV) WSLI (RADIO) 


| ly newspapers in southern Illinois, 
|southeast Missouri and western 


Kentucky to be printed as a house 


___ IN HONOR of Advertising Recognition Week 


| (FEBRUARY 19 25. 1956) 
| 


The ILLMOKY Advertising Club 


To the Editor: A suggestion to 


{nish you with sales ammunition | 


“We Ail Stand To Gain Through Better Advertising” 
THE CAIRO EVENING CITIZEN 


ad during advertising recognition 
week. We feel the ad will benefit 
all parties concerned. 


|tion, but it faded with the fading 
lof that agency. And nothing has 
appeared since. 

If ADVERTISING AGE knows of 
needs in this line, it would be 
performing a real service in acting 
as a clearing house for those of 
|its readers who now fall in this 
| category. 

Cc. O. Davis, 
Plandome, Long Island. 


* * = 
Advertising Not Detined, Is 
His Criticism of Survey 

To the Editor: My eyes popped 
when I saw your gatefold on “Ad- 
vertising as Per Cent of Sales.” 
“At last, someone has finally done 
it!” I exclaimed to my bored 
spouse (you see, I read AA at 
home, too, and she hates it like 
poison). 
| All those figures—all those busi- 
ness classifications—and a learned 
professor wielding the slide rule— 
this has got to be good. 

Then my heart sank as I read, 
'“The study makes no attempt 
whatever to define advertising... 
|It can reasonably be assumed that 
'general accounting practice... 


We hope the Illmoky Advertis-| tends to differ relatively little for 


tising Club will be an influential | 


agency in this area in helping to 
produce sound and profitable ad- 
vertising for the business men and 
helpful and informative advertis- 
ing for the citizens. 

The copy tells of our objectives, 
membership and officers. The copy 
is my doing and the ad was com- 
posed and printed by the Cairo 
Evening Citizen. The president of 


companies in the same line of busi- 
ness.” I'll bet you a five-year sub- 
scription against 52 free copies of 
AA that this little loophole ac- 
counts for variances of as much 
as 100% within given industries. 
Catalogs: Are they “advertising” 
or are they “sales expense?” Mer- 
chandising racks: Who pays for 
them, the ad manager or the sales 
manager? In many companies do- 


gency production men 
(who usually have too much to do) 
can simplify their operations by ordering 
letterpress and gravure engravings 


from one source...the best! 
COLLINS, MILLER & 
HUTCHINGS, INC. 


America’s Finest Photoengraving Plant 
for Letterpress and Gravure 
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Fund activities are anxious to give 
every assistance possible to those 
who help promote our need. 

The funds so generously con- 
tributed by the public to the Heart 
Fund are used for research, edu- 
cation and community service 


ing under $5,000,000 in sales, dis- 
plays account for as much as the 
media budget. Yet among our 
agency’s clients, you’ll find them 
in the “sales expense” budget with 
one firm, and ledgered as “adver- 
tising” in another. 

I wish, too, the professor had 


talked to a few ad managers be-| diseases. After all, this is a goal 


fore he sent out all those forms.|that benefits each and every one) 


I’m scared to show this survey to| of us. 

the ad managers I work with. 

There will be too many questions 

that I won’t know how to answer.| Northwestern Ohio Heart 
Perer GROVE WEINBERG, Assn. Inc., Toledo. 


Friend-Reiss Advertising, New e e e 


York. 
Steady Does It 
Mr. Weinberg has our permis- To 4 — 
sion to go right ahead with his re- : ~ =: 
fined study. If he is able to get|*5 S™Ply as you can how you pro- 
nounce the names of the principals | 


percentage of sales and a clear-cut 
“agi in the much written about agency, 
determination of what to charge to “Biow-Beirn-Toigo.” 


the ad budget at the same time, ; 
we shall be glad to print his find-| "tS Griving me crazy! | 


JAMES T. CUNNINGHAM, 
Relations, Mathews Conveyer 


age. Manager, Advertising & Public 
° e e Relations, Mathews Conveyor 
Co., Ellwood City, Pa. 
Abhors ‘Packaged Research’ It was B.O., Burn, Toe-y-go. 


To the Editor: Apvertistnc Ace | Now it is just Biow. 


towards the conquest of heart) 


Please tell me| 


RCA Unveils Color 
Set Facility: Hails 
‘Era of Color TV’ 


dio Corp. of America now is 
|equipped to roll color tv sets off 
its assembly lines here at the rate 
of one a minute. 

The manufacturer last week in- 
vited reporters to visit the plant, 
on which it has spent $5,000,000 in 


tint receivers. RCA also is turning 
out color sets at an Indianapolis 
plant. 

Robert A. Seidel, exec vp for 
RCA consumer products, hailed | 
the arrival of “the era of color 


Clauser Named Editor 


Henry R. Clauser, formerly 


‘managing editor, has been appoint- 
jed editor of Materials & Methods, 
| published by Reinhold Publishing 
|Corp., New York. He succeeds T. 
BLOOMINGTON, IND., Feb. 14—Ra-_ 'C. DuMond, who has resigned to 
become a principal of Gale Benn | been named an account executive. 
Associates, New York public re- 
lations company. John B. Camp- 
bell, formerly an associate editor, | 
has been named managing editor, | "agency 
and John L. Everhart, an associ-| : 


, ate editor, - 
preparation for mass production of tor. Pe es 


F&S&R Appoints Three 


Clark L. Robinson, with Fuller | 


75 


director. Louis E. Reid Jr., for- 
merly associate editor of the old 
|Country Gentleman, has joined 
F&S&R, and is working on the 
Alcoa account, and James F. Mc- 
Manus, formerly with Norman 
Malone Associates, Akron, has 


| Sepervicion Adds Brewing Co. 


Supervision Inc., Cleveland 
has been appointed to 
handle advertising for Cleveland- 
|Sandusky Brewing Co., Sandusky, 
'O. The 1956 campaign will use 
| newspapers, radio, tv, outdoor and 
jear cards in the Ohio-Pennsyl- 
vania market. Paul C. Warren Ad- 


& Smith & Ross, Cleveland, for | vertising, Cleveland, formerly han- 
five years, has been named art | dled this account. 


| television. ” He said “proof of this 


are now able to mass produce 
‘color picture tubes and color sets, 

jand that heavy color program 
schedules now are on the air and 
are growing daily.” He said RCA| 
|expects to make and sell 200,000) 
‘color receivers this year. 


few be seen in the fact that we 


& * Something Omitted on a Printed Job? 
OVERPRINTING AND IMPRINTING 


—even on Folded or Bound Jobs 


| Sersen’s IMPRINTING, Inc. 


CHesapeake 3-2050 
17 N. Loomis St. 


CHICAGO 7 


Jan. 23 carries a report on the 
Messrs. Dobberteen and Brown 
talks before the American Mar- 
keting Assn. My comments are: 
After some 35 years in market, | 
media, sales analysis, campaign 
planning, research, etc., I abhor) 
anything that smells like “pack- 
aged research.” Let’s not try to 
draw success out of the same 
spigot for all. It just won’t work, 
because general research of any 
media group is in no way a mea- 
sure of editorial impact of its re- 
spective members. 1S 
Sure, we need media research to 
some degree to keep confirming, or 
denying if you will, what we know 
about various media groups’ effec- 
tiveness. We don’t need another 
150 more newspaper research jobs 
to prove newspapers’ editorial im- 
pact. The public is still putting. 
cash on the line at the “box office” 
and demanding 56,000,000 copies 
every day. Rather let’s research | 
how to profitably use this great 
tool. The same goes for our great | 
magazines (general, specific and | 
business type). 
Television is the new medium | 


. 


THE WAY TO THE 
HEART OF ILLINOIS 


THROUGH THE 


Mlinsis State 
Journal and Register 


THE HEART OF ILLINOIS 


and therefore may need more re-| 
search. But here again “the track 
to market has already been laid at 
cost of millions upon millions of | 
dollars.” Success again is based on 
“how to use it with profit.” I am) 
sure the creator of the arened 
Question didn’t count noses at the 
screen, or antennas along the rail- 
road track or ants going over the) 
mountain or “Chick Sales.” They | 
just created an editorial impact | 
and commercial blending that rolls | 
the sales on the track to market | 
already built. The great editors of | 
our newspapers and magazines 
have also built tracks to market at 
millions of dollars investment. The 
tools are there. Let’s research | 
more how to use each in its place | 
as they fit varying national and} 
sectional marketing problems. 

T. NORMAN TVETER, 

Executive Vice-President, 
Tveter Inc., New York. 


IN SPRIN 


POPULATION 


‘Causes’ Aid Helpers 

To the Editor: The Eye and Ear | 
Man on Jan. 23 did a very good 
piece on the public service ap-| 
peals. It is indeed a problem for | 
the advertiser to know where to 
draw the line. A problem also for 
the various media which are asked | 


to support these causes. Probably | 
anybody who has worked with the 
Heart Fund drive will recognize ee ed pj 


the great care taken in preparing 
material for newspaper, radio and 
television support of the campaign. 

Perhaps one of the deciding fac- 
tors in selecting a public service 
cause to support is the assistance 
that that particular appeal pro- 
vides. The support given to the 
Heart Fund is greatly appreciated 
and all concerned in the Heart! , 


GFIELD’S 11 


COUNTY MARKET 


total . . . 412,548 


RETAIL SALES total . . . $419,444,752 
CIRCULATION total . . . 72,000 


Pourna 


For advertising and sales dominance — at lowest cost — go straight 
to the heart of the matter! 
Use the Illinois State Journal and Register to tell and sell the rich 
agriculture, progressive industry, and the public service buying 
power of the market with “perfect balance” economy . . . Springfield 
— Capital City of Illinois — Heart of Illinois! 


INCREASE DOMINANCE with Illinois State Journal and Register COLOR! 
Black and 1, 2, or 3 colors available with our Goss Headline Press! 


L and Register 


¢ © P.i..c aa NEWSPAPERS 15 “Hometown” Newspapers covering San Diego, 
California — Northern Illinois — Springfield, Illinois — and Greater Los Angeles... Served by the 
COPLEY Washington Bureau and the COPLEY News Service. 
REPRESENTED NATIONALLY BY WEST-HOLLIDAY CO., INC. 4 
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Says ‘Saturation’ Is Goal 
for Appliance Industry 

To the Editor: I have been 
meaning to write you since reading 
your Jan. 9 issue... 

What disturbed me was an arti- 
cle headed, “Electric Appliances 
Market Reaching Saturation, ‘Elec- 
trical Merch’ Finds.” There is no 
quarrel with the statistics as pre- 
sented—but the d... word “sat- 
uration” is distressing. The use of 
it is no fault of yours. It is one of 
those unfortunate industry terms 
which has a special meaning to 
appliance manufacturing market 
analysts and another to everyone 


appliance industry sense is a de- 
|sired goal. Let me illustrate why. 
| Refrigerators have reached a 
| saturation point of over 90%. They 
| have been “accepted” by that share 
| of the potential market as a neces- 


sity, not a luxury. The refrigera-| 


tion industry no longer has to sell 


the “idea” of refrigerating food. | 


|The consumer has demonstrated 


he understands the idea and be-| 


| lieves in it. 

| The uninitiated will say, with 
some foreboding, that this leaves 
them only a replacement market. 
Only? What’s wrong with that! 
| Since achieving saturation, refrig- 
|erator sales have been setting a 


units being created, whether they 
be homes or apartments, need re- 
frigerators. Even if a home owner | 
brings his own unit into a new 
dwelling, someone is left without 
one. 

4. The formation of new families 
is interrelated with these sales to 
new construction also, but they 
have sales volume in addition to 
that attributed to new construc- 
tion alone. 

Adding up replacement sales, 
new construction sales and new 
sales to those few who did not 
own a refrigerator, 1955 hit a 
whopping total of 4,025,000 units 
sold. In 1954, it was 3,600,000 
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ecutives, for 
determining point 
placed or not. 

Usually librarians send in a com-| 
plete report to the account man-| 
ager without references to where 
good suggestions come from. Even 
a footnote saying that additional 
cooperation is offered from such | 
and such a publication might be a| 
valuable asset in a sales campaign. | 
The value of all publications can-| 
not be determined by circulation 
or a glance alone. 

FRANK E. DITTRICH, 
Publisher, All-Pets Magazine 
Inec., Fond du Lac, Wis. 


e e e 
Illmoky Adclub’s Ad 
Backs Recognition Week 
To the Editor: We're sending 
you a copy of the ad which we| 


it might be the) 
if- space is) 


= 
| publications furnishing such infor-| the Illmoky is the Citizen’s adver- @ \ 
|/mation to client and account ex- | tising manager, Earl Jewell. By 


The Voice of the Advertiser | 


This department is a reader’s forum. Letters are welcome. 


We thought you and your read- 
ers would be interested in hearing 
of our development and in seeing 
the ad. 

Dona.p G. HILEMAN, 

Associate Professor of Jour- 

nalism, Southern Illinois Uni- 

versity, Carbondale, Ill. 

7 - w 
Wants Pointers on That 
‘Second Career’ 

To the Editor: Congratulations 
for your editorial “A Second Ca- 
reer is Open” in your Jan. 30 issue. 

But how does one go about find- 
ing an opportunity to “swell their 
ranks?” Only sheer chance seems 
to make it possible. When my re- 
tirement was approaching a little 
over a year ago, it did appear that 
pure chance was going to provide 
me with a very logical place in the 


else. Unfortunately, the appliance) 


| are sending to 177 daily and week- 


|Foreign Operations Administra- 


industry gets careless all too often | poe 
w y 


and uses it in spots where the 
why: 


meaning can be misconstrued. : 4 
The dictionary definition—which| 1. With saturation, there are ap- 


| units. So you see, saturation is far | . a : . 
lessons, here’s|from a “limiting factor.” It is a|!¥ ®€wspapers in southern Illinois, | tion, but it faded with the fading 
| desirable end—unless you have an | Southeast Missouri and western) of that agency. And nothing has 


‘indestructable product which can- | Kentucky to be printed as a house | appeared since. 


most non-appliance industry peo-| proximately 42,000,000 refrigera- not be improved. And I have yet If ee a —— = 
ple would assume is what is meant|tors in use. Consumers replace ‘0 hear of such a product. | IN HONOR of Advertising Recognition Week a Se eS ee 

—is as follows: “Act or process of| them after an average of 11 years’| A check of statistics on ranges, | yo Nehari | performing a real service in acting 
saturating, or state of being sat-| use. Consequently, in 1955, re-| refrigerators and toasters, all of as a clearing house for those of 
urated; complete penetration or|Placement sales alone totalled Which have achieved virtual sat- peg who now fall in this 


impregnation.” The erudite might 2,000,000 units. uration, will show you the indus-| 
think of the economic definition:| 2. Freed from having to sell the try sales records were all set af ter | 
“The presence in a market of| idea of refrigeration, manufactur- | "¢®¢hing saturation. 
goods adequate to meet all de- ers can concentrate on selling new . Victor C. PETCHUL, | 
mands under existing conditions.” | features, new styles and new en-| Editor, Appliance Manufac- | 
Neither really fits the bill. Actual-| gineering developments. Each of turer, Chicago. 


The Cairo Evening Citizen Salutes 
The ILLMOKY Advertising Club C. O. Davis, 
eectod . Plandome, Long Island. 


- om . 
Advertising Not Detined, Is 
His Criticism of Survey 
* 


ly, the word “acceptance” fills the| these helps create obsolescence—| e e 


bill much more closely than “sat- 
uration.” 

Even Electrical Merchandising 
falls victim to a misinterpretation 
of “saturation” and its effect in 
saying that a “limiting factor in 
the appliance-radio-tv marketing 
picture is the steady growth of 
saturation.” A pox on the house of 
Larry Wray. “Saturation” in the 


‘and, consequently, a more frequent Suggests Agencies Credit 
turnover of the 42,000,000 units in Publishers’ Market Help 


juse. These efforts just recently 


To the Editor: A suggestion to 


| brought the average use time for | advertising agencies: 


|a refrigerator down from 12 years 
'to 11 years. 

| 3. New construction, with the 
|refrigerator at saturation and, 
therefore, a necessity, boosts the 
annual sales total. New dwelling 


The publication which can fur- 


|nish you with sales ammunition 


and statistics or facts and distri- 
bution information is usually the 
one which is on the “go.” We feel 
that credit should be given 


yf 


a 


tn 
e 


y 


a 


1d by 


“We All Stand To Gain Through Better Advertising” 


THE CAIRO EVENING CITIZEN 


ad during advertising recognition | 
week. We feel the ad will benefit | 
all parties concerned. 

We hope the Illmoky Advertis-| 


|tising Club will be an influential | 


agency in this area in helping to 
produce sound and profitable ad- 


| vertising for the business men and 


w 


4 


a 


in coverage of both MISSISSIPPI and 
JACKSON’S 16 county trade area 


MeFeaching 1/6 of all 


homes in Mississippi 


*ABC REPORT Sept. 30, 1955 


ae 


-CLARION-L 


THE. 


and 


RE BY THE KATZ AGENCY | 
“CO-OWNERS WJTV (TV) WSLI (RADIO) 


helpful and informative advertis- 
ing for the citizens. 

The copy tells of our objectives, 
membership and officers. The copy 
is my doing and the ad was com- 
posed and printed by the Cairo 
Evening Citizen. The president of 


To the Editor: My eyes popped 
when I saw your gatefold on “Ad- 
vertising as Per Cent of Sales.” 
“At last, someone has finally done 
it!” I exclaimed to my bored 
spouse (you see, I read AA at 
home, too, and she hates it like 
poison). 

All those figures—all those busi- 
ness classifications—and a learned 
professor wielding the slide rule— 
this has got to be good. 

Then my heart sank as I read, 
“The study makes no attempt 
whatever to define advertising... 
It can reasonably be assumed that 
general accounting practice... 
tends to differ relatively little for 
companies in the same line of busi- 
ness.” I’ll bet you a five-year sub- 
scription against 52 free copies of 
AA that this little loophole ac- 
counts for variances of as much 
as 100% within given industries. 
Catalogs: Are they “advertising” 
or are they “sales expense?” Mer- 
chandising racks: Who pays for 
them, the ad manager or the sales 
manager? In many companies do- 


\ gency production men 
(who usually have too much to do) 
can simplify their operations by ordering 
letterpress and gravure engravings 


from one source... the best! 
COLLINS, MILLER & 
HUTCHINGS, INC. 


. America’s Finest Photoengraving Plant 
now equipped for Letterpress and Gravure 
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ing under $5,000,000 in sales, dis-| Fund activities are anxious to give 


plays account for as much as the every assistance possible to those 


media budget. 
agency’s clients, you’ll find them | 
in the “sales expense” budget with 
one firm, and ledgered as “adver- 
tising” in another. 

I wish, too, the professor had 
talked to a few ad managers be- 
fore he sent out all those forms. | 
I’m scared to show this survey to 
the ad managers I work with. 
There will be too many questions | 
that I won’t know how to answer. 

PETER GROVE WEINBERG, 

Friend-Reiss Advertising, New 

York. 


Mr. Weinberg has our permis- 
sion to go right ahead with his re- 
fined study. If he is able to get 
percentage of sales and a clear-cut 
determination of what to charge to 
the ad budget at the same time, 
we shall be glad to print his find- 
ings. 

- . * 


Abhors ‘Packaged Research’ 
To the Editor: ADVERTISING AGE | 
Jan. 23 carries a report on the| 
Messrs. Dobberteen and Brown) 
talks before the American Mar- 
keting Assn. My comments are: 
After some 35 years in market, 
media, sales analysis, campaign | 
planning, research, etc., I abhor) 
anything that smells like “pack- 
aged research.” Let’s not try to 
draw success out of the same 
spigot for all. It just won’t work, 
because general research of any 
media group is in no way a mea- 
sure of editorial impact of its re- 
spective members. 
Sure, we need media research to | 
some degree to keep confirming, or 
denying if you will, what we know 
about various media groups’ effec- 
tiveness. We don’t need another 
150 more newspaper research jobs 
to prove newspapers’ editorial im- 
pact. The public is still putting 
cash on the line at the “box office” 
and demanding 56,000,000 copies 
every day. Rather let’s research | 
how to profitably use this great | 
tool. The same goes for our great. 
magazines (general, specific and 
business type). 
Television is the new medium | 
and therefore may need more re-| 
search. But here again “the track 
to market has already been laid at) 
cost of millions upon millions of | 
dollars.” Success again is based on 
“how to use it with profit.” I am 
sure the creator of the $64,000 
Question didn’t count noses at the 
sereen, or antennas along the rail- 
road track or ants going over the) 
mountain or “Chick Sales.” They | 
just created an editorial impact | 
and commercial blending that rolls | 
the sales on the track to market) 
already built. The great editors of 
our newspapers and magazines 
have also built tracks to market at 
millions of dollars investment. The 
tools are there. Let’s research 
more how to use each in its place 
as they fit varying national and 
sectional marketing problems. 
T. NORMAN TVETER, 
Executive Vice-President, 
Tveter Inc., New York. 


‘Causes’ Aid Helpers 

To the Editor: The Eye and Ear 
Man on Jan. 23 did a very good) 
piece on the public service ap-| 
peals. It is indeed a problem for 
the advertiser to know where to 
draw the line. A problem also for 


Yet among our who help promote our need. 
The funds so generously con- 


Fund are used for research, edu- 


tributed by the public to the ‘eau | "Era of Color TV’ 


cation and community service! 
towards the conquest of heart | dio Corp. of America now 


RCA Unveils Color 
Set Facility: Hails 


BLOOMINGTON, IND., Feb. 14—Ra- C. DuMond, who has resigned to Malone Associates, 


75 


|Clauser Named Editor director. Louis E. Reid Jr., for- 
Henry R. Clauser, formerly|merly associate editor of the old 
managing editor, has been appoint-| Country Gentleman, has joined 
‘ed editor of Materials & Methods, F&S&R, and is working on the 
'published by Reinhold Publishing Alcoa account, and James F. Mc- 


|Corp., New York. He succeeds T.|Manus, formerly with Norman 
Akron, has 


1S become a principal of Gale Benn | been named an account executive. 


diseases. After all, this is a goal| equipped to roll color tv sets off ; : 
that benefits each and every one| its assembly lines here at the vate | icttamy eontaney pice > Cue | Supervision Adds Brewing Co 
; . | . 


of us. 


Relations, Mathews Conveyer 
Northwestern Ohio Heart 
Assn. Inc., Toledo. 


Steady Does It 
To the Editor: Please tell me} : 
as simply as you can how you pro- RCA consumer products, hailed|* Smith & Ross, Cleveland, for 
nounce the names of the principals | the arrival of “the era of color | Ve years, has been named art| 
in the much written about agency,| television.” He said “proof of this 
“Biow-Beirn-Toigo.” 
It’s driving me crazy! 


Manager, Advertising & Public 

Relations, Mathews Conveyor 

Co., Ellwood City, Pa. 

It was B.O., Burn, 
Now it is just Biow. 


JAMES T. CUNNINGHAM, | 


|of one a minute. 
The manufacturer last week in- | has bee i i 

2 = n named managing editor, aoency 
vited reporters to visit the plant, | and John L. Everhart, an associ- lauds ebvertieine for Cleveland- 


on which it has spent $5,000,000 in | ; : :_ | 
preparation for mass production 7] pee editor, becomes technical edi-|Sandusky Brewing Co., Sandusky, 


tint receivers. RCA also is turning | | 


|bell, formerly an associate editor, | Supervision Inc. Cleveland 


has been appointed to 


|O. The 1956 campaign will use 
|newspapers, radio, tv, outdoor and 


out color sets at an Indianapolis) 
plant. " |F&S&R Appoints Three 


Robert A. Seidel, exec vp for | 


car cards 
Clark L. Robinson, with Fuller vania market. Paul C. Warren Ad- 
vertising, Cleveland, formerly han- 
dled this account. 


in the Ohio-Pennsyl- 


can be seen in the fact that we 
are now able to mass produce 
color picture tubes and color sets, | 
jand that heavy color program) 
schedules now are on the air and 
are growing daily.” He said RCA} 
Toe-y-go.|expects to make and sell 200,000 
color receivers this year. 


H. E. HELLING Jr., 


OVERPRINTING AND 


Sersen’s IMPRINTING, Inc. 


« a Something Omitted on a Printed Job? 


—even on Folded or Bound Jobs 
CHesopeake 3-2050 
17 N. 


IMPRINTING 
CHICAGO 7 


Loomis 5t. 


the various media which are asked | 


to support these causes. Probably | 
anybody who has worked with the 
Heart Fund drive will recognize 
the great care taken in preparing 
material for newspaper, radio and 
television support of the campaign. 

Perhaps one of the deciding fac- 
tors in selecting a public service 
cause to support is the assistance 
that that particular appeal pro- 
vides. The support given to the 
Heart Fund is greatly appreciated 


and all concerned in the Heart 


THE WAY TO THE 


HEART OF ILLINOIS i 

1S THROUGH THE re ill & = 

Cys — Gy 
Illinsis State Ges A= 
Journal and Register G6 -=- 


MACOUPIN| MONTGOMERY 


THE HEART OF ILLINOIS wt SA beet 9 


IN SPRINGFIELD’S 11 Pe os B 
‘e- 

COUNTY MARKET woe ern 
oor | wea |e 


POPULATION total .. . 412,548 


RETAIL SALES total . . . $419,444,752 
CIRCULATION total . . . 72,000 = 


For advertising and sales dominance — at lowest cost — go straight 
to the heart of the matter! 

Use the Illinois State Journal and Register to tell and sell the rich 
agriculture, progressive industry, and the public service buying 
power of the market with “perfect balance” economy . . . Springfield 
— Capital City of Illinois — Heart of Illinois! 


INCREASE DOMINANCE with Illinois State Journal and Register COLOR! 
Black and 1, 2, or 3 colors available with our Goss Headline Press! 


r 
t 


J linois State Journal and Register 


¢ a Pic Y NEWSPAPERS 15 “Hometown” Newspapers covering San Diego, 
California — Northern Illinois — Springfield, Illinois — and Greater Los Angeles... Served by the 
COPLEY Washington Bureau and the COPLEY News Service. 
REPRESENTED NATIONALLY BY WEST-HOLLIDAY CO., INC. 
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QUEEN SIZE TOO—The cut-out for 
a poster promoting the new Bud- 
weiser 16-oz. can is checked by 
William Meech, paint superinten- 
dent of General Outdoor Advertis- 
ing Co., Chicago. D’Arcy Advertis- 
ing Co., St. Louis, is the agency. 


Zurkan Joins ‘AC&R News’ 
William Zurkan has joined Air 
Conditioning & Refrigeration News 
as an advertising representative in 
the New York office. Mr. Zurkan 
formerly was on the New York 
sales staff of the Philadelphia In- 


THE PERFECT SALES KIT 


COMBINES A RING BINDER DISPLAY 
UNIT WITH HANDY ZIPPER CASE 


Attracts and holds prospect's atten- 
tion by setting up sales material at a 
30° angle when he is standing, or 
a 60° angle when he is sitting. Two 
pockets hold order pad, circulars, 
etc. Weatherproof zipper closure. 


SEND For Full Line Folder 


1702 West Washington 
CHICAGO 12, ILL. 


to Sell Magazine 


ELIZABETHTOWN, Pa., Feb. 14— 
Western Locker, a West Coast 
trade paper, is up for sale because 
a trade association didn’t realize 
it was bound by a contract pre- 
venting it from entering the pub- 
| lishing business. 
| The National Frozen Food Lock- 
|er Institute here recently bought 
|Western Locker for $1,000 from 
publisher J. M. Lansinger of Port- 
land, Ore. The institute had plans 
to expand the regional monthly 
into a national publication circu- 
lating among frozen food locker 
operators. 

The January issue was set to go 
to press when the institute was in- 
formed about its contractual obli- 
gations. 

It seems that five years ago 
there were two trade associations 
in the field, the institute and the 
National Frozen Food Locker Assn. 
The two groups squabbled and 
eventually merged. 


® However, the National Frozen 
Food Locker Assn. had been pub- 
lishing a magazine, Locker Oper- 
ator, and at the time of the merger, 
this book was sold to Frozen Food 
Center, published by Locker Man- 
agement Inc., St. Louis. 

The contract of sale included a 
clause prohibiting the institute 
from undertaking a publishing 
venture for a period of 10 years. 

This contract was somehow 
never filed at the institute head- 
quarters and the present officers 
were unaware of its terms. 

It is, nevertheless, binding, and 
the institute has no option but to 
put the magazine up for sale with- 
out publishing a single issue. The 
monthly made its last appearance 
with a combined November-De- 
cember issue. 


Manischewitz in New Drive 

Manischewitz Wine Co. will use 
600-line ads weekly in daily news- 
papers in Columbus, Los Angeles, 
Pittsburgh, Syracuse, Wichita and 
Wilmington, plus radio and tv 
spots for the next two months to 
promote its medium dry Concord 
wine. Emil Mogul Co., New York, 
is the agency. 


Simmons-Boardman to Tyler 

Tyler Advertising Agency, New 
York, has been appointed to han- 
dle advertising for all the publica- 
tions of Simmons-Boardman Pub- 
lishing Corp., publisher of railway, 
petroleum, marine and construc- 
tion trade magazines. 


VanSant McKeldin 


Gow Hilgenberg 


TESTIMONIAL—Wilbur VanSant, president of VanSant, Dugdale & Co., 
Baltimore, was honored by the Adclub of Baltimore at a luncheon 
earlier this month (AA, Feb. 13). Shown with Mr. VanSant are Gov. 
Theodore McKeldin, Arthur S. Gow, exec vp, Curtis Publishing Co., 
and William Hilgenberg, adclub president. Mr. VanSant was pre- 
sented a plaque citing his “distinguished career, achievements in — 


advertising, valued public service, 


outstanding civic leadership, de- 


votion to high purpose.” 


Carbonated Beverage 


Men Consider Push 


for Health Giving Qualities of Soft Drinks 


MILWAUKEE, Feb. 14—The na-; 
tional organization of the soft 
drink industry, American Bot- 
tlers of Carbonated Beverages, 
hopes to sell the American public 
on the health giving attributes) 
of soft drinks in an advertising} 
program now being developed. 

Plans for the education drive 
were discussed as the Wisconsin 
Bottlers of Carbonated Beverages 
held its annual convention here. 

If the national association gets 
enough trade support, advertise- 
ments will tell the public that) 
carbonated beverages give the) 
drinker zip, quick energy and re-| 
laxation. The drinks also perk up 
the appetite and aid digestion, as | 
well as quenching thirst, the cam- 
paign will assert. 

Loring F. Overman, of Wash- 
ington, D.C., public relations di- 
rector of the national association, 
and Thomas Moore, of Minnea-| 
polis, president of a Minnesota 
bottlers’ group and national pr 
committee chairman, discussed the 
program. 


® The two declared that there has 
been unwarranted criticism that 
the sugar in soft drinks caused 
tooth decay and diminishes chil- 
dren’s appetites, while some phy- 
sicians erroneously have claimed 
that carbonated drinks disturb the 
stomach. 

The national carbonated bever- 
age organization, underwriting re- 


search at universities and by neu- 
tral commercial laboratories, now 
has evidence that such claims are | 


not supportable, said Messrs. 


Overman and Moore. 


There is too little sugar in soft 
drinks to harm teeth, and what 
there is is washed off the teeth 
by the liquid itself, Mr. Overman 
said one study found. Red Cross 
blood centers, he asserted, serve 
soft drinks as a fast “pick me up” 
to donors after they have given 
blood. 


Seaboard Finance Names Two 

William D. Van Dyke, southern 
advertising supervisor in Jackson- 
|ville, Fla., of Seaboard Finance 
Co., has been transferred to the 
company’s Los Angeles headquar- 
ters, effective March 1. Mr. Van 
Dyke will be advertising super- 
visor for more than 100 offices in 
eight western states. Robert J. 
Billings Jr., who headed his own 
agency in Dallas for seven years, 
has been named to succeed Mr. 
Van Dyke in Jacksonville. 
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National Shoe Sets 
‘Push for Low-Price 
Children’s Footwear 


New York, Feb. 14—National 
Shoes Inc. will break a new testi- 
monial campaign for its children’s 
shoes this week. 

Newspapers and radio will be 
used in the five states (New York, 
New Jersey, Connecticut, Massa- 
chusetts and Maryland) where 
National operates its 120-store re- 
tail chain. 

The testimonials will be from 
mothers whose children tried out 
a pair of National Juniorland shoes 
in a one-month test. According to 
Emil Mogul Co., National’s agen- 
cy, 93% of the mothers rated the 
shoes superior or equal in quality 
to shoes costing $6, $8 and $10. 
The National shoes cost $3.99 and 
$4.99. 

National has scheduled 1,000- 
line ads headlined: “Actual wear 
tests prove National children’s 
shoes wear, fit and look as well 
as shoes that cost even twice as 
much.” 


® Some 500 spots a week have 
been scheduled for 20 radio sta- 
tions. The campaign also will be 
supported on National’s tv pro- 
gram, “Time for Adventure,” Sun- 
day mornings on WRCA-TV, New 
York. 

Page ads will begin running in 
the March issue of Parents’ Mag- 
azine. 


Ramsdell Names Olley VP 

Stanley F. Olley, art director of 
Lee Ramsdell & Co., Philadelphia, 
has been named a vp. He con- 
tinues as art director. 


Individualists 


seldom follow rules 


Their work is interesting to them, 
and valuable to others. The price is 
JAY P., of noconsequence. Free specimens. 


WALK advertising typography 
Telephone MO 4-61 34 @ 11 E. Hubbard, 


LOOK WHAT 
$15.00 WILL 


ATV FILM SPOT 
with ACTION ... 


FILMACK STUDIOS | 


o NEW YORK 
once s. : aatiiain 341 W. 44th St. 
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Senate P.O. Unit 
Advisory Council 


Weighs Cost Cuts 


Summerfield Says Its 
Makeup May Violate 
‘Conflict of Interest’ 


WasuinctTon, Feb. 14—The Sen- 
ate post effice committee Chair- 
man Olin Johnston (D., S.C.) 
today appointed a seven-man ad- 
visory council for an extensive 
study of post office operations. 

A successor to a similar council 
which reported to the committee 
two years ago, the new group will 
try, “once and for all,” to answer 
such questions as how much of the 
postal operations should be car- 
ried by the government as a service 
to the people and how much de- 
frayed by the users of the mails. 

The chairman said he is con- 
vinced that there are many un- 
touched areas of potential economy 
in postal operations. 

“There is no question that the 
present Post Office Department 
deficit is excessive,” he said, “but I 
believe that a sizable reduction can 
be effected by intradepartmental 
economies and the use of more ef- 
ficient, modern methods and 
equipment. 

“I believe emphatically that 
every effort should be made to re- 
duce the deficit through maximum 
economies before Congress is asked 
to legislate higher postage rates.” 


® Members of the new council are: 
A. M. Andersen, exec vp, Reuben 
H. Donnelley Co., Chicago; Dr. 
Carey H. Bostian, chancellor, North 
Carolina State Agriculture College, 
Raleigh; William C. Doherty, pres- 
ident, National Assn. of Letter Car- 
riers, Washington; Walter D. Full- 
er, chairman of the board, Curtis 
Publishing Co., Philadelphia; Dr. 
Pendleton Gaines, president, Wof- 
ford College, Spartanburg, S.C.; 
Lovick Pierce, publishing agent, 
Methodist Publishing House, Nash- 
ville, and Gene Robb, publisher, 
Albany Times-Union. 

Postmaster General Arthur Sum- 
merfield today termed the appoint- 
ment of the council as a device to 
stall on rates. He denied that suf- 
ficient savings are possible to 
avoid increases in first, second and 
third class rates. 

The Postmaster General also 
questioned possible “conflicts in 
interest” of members of the advis- 
ory council. “These are the people 
who benefit most from subsidies,” 
he said. “Apparently some people 
think the conflict of interest laws 
apply only to the executive depart- 
ments.” 


John Esau Forms Company 

John Esau has resigned as gen- 
eral business manager of Televi- 
sion Age to open his own company 
at 420 Lexington Ave., New York. 
The new organization, John Esau 
& Co., will serve tv and radio sta- 
tions on a management consulting 
basis and will also serve as public 
relations counsel to companies in 
the tv-radio field. 


NBC Spot Sales Names Two 

Robert Anderson has been shift- 
ed from the Chicago to the San 
Francisco staff of NBC Spot Sales. 
At the same time, Kenneth John- 
son, former KNBC, San Francisco, 
salesman, has been added to the 
Los Angeles staff of NBC Spot 
Sales. 


Lambert & Feasley Adds One 
Lambert & Feasley Inc., New 
York, has been appointed by Fed- 
eral Liquors Ltd., Boston, to han- 
dle advertising for its Ice Box 


y | 
| 


| 


SNIFTER—This plastic bowl is ce- 
mented to tavern mirrors or walls 
to keep Ballantine’s name before 
the customers. The artificial flow- 
ers can be changed seasonally. Kay 
Inc., New York, designed and pro- 


duced the display. 


Container Board Approves 
Stock Exchange Plan 

The board of directors of Con- | 
|tainer Corp. of America, Chicago, | 
“has approved a plan for the ex- 
| change of Container common stock | 
for common stock of Mengel Co., | 
Louisville, on a one Container, | 
two Mengel basis. The offer will | 
be withdrawn if Container can not | 
acquire by the exchange at = 
90% of Mengel’s common stock, 
with the right reserved to accept 
80%. 

The plan will be submitted to 
Menge! stockholders. 


4 Timmerman Named VP 


Art Timmerman has joined | 
Coventry, Miller & Olzak, Chicago | 
advertising art studio, as a vp and | 
account executive. Mr. Timmer-| 
man formerly was an account ex-' 
ecutive and radio-tv director of 


Kencliffe, Breslich & Co., Chicago. | 


Authoritative Free Book Discloses 
Secrets of Direct Selling Success 


Modern Direct Selling is big! Eight 
to nine billions’ yearly volume big, 
and versatile, too. Few products or 
services aren't suited to it, and a 
big-ticket price makes no differ- 
ence—today’'s Direct Selling Spe- 
cialist can sell anything you can 
sell him. What's the secret of sell- 
ing him? Send today for a free 
copy of “The Truth About Modern 
Direct Selling’’ and find out in 
mere minutes of reading time. It's 
most authoritative text on modern 
Direct Selling, filled with facts all 


sales executives and agency ac- 
count men should know. Write fer it 
today on business letterhead; learn 
why this powerful distribution force 
adds volume fast, perils no part of 
present over-the-counter retail 
sales, can be tested virtually cost- 
free. Just pin, paste or staple this 
ad to your letterhead and mail to: 
SPECIALTY SALESMAN, The Maga- 
zine of modern Direct Selling; 
Room 812-10, 307 N. Michigan 
Ave., Chicago 1}, Ill. 


Ready-Mixed cocktails. 


‘Here's Your Herald-Express, Mister 


Another reason why THIS newspaper has 
the LARGEST EVENING CIRCULATION 


in Western America is because so many 
readers buy it TO TAKE HOME. There it 
is read, and enjoyed, by all the family. 


a7 


Remember! In the Evening, Los Angeles Reads and Prefers the 


Represented 
Nationally by 


MOLONEY, REGAN 
& SCHMITT, INC. 


HERALD - EXPRESS 


“Largest Evening Circulation in Western America” 
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deGarmo Gets GE Department 

deGarmo Inc., New York, has 
become the 19th advertising agen- 
cy in the General Electric Co. ros- 
ter. The agency has been appointed | 
to handle advertising for GE’s light | 
military electronic equipment de- 
partment, located in Syracuse. The | 
department makes communica- 
tions, navigation and radar equip-| 
ment for the three military 
services. Trade and consumer 
magazines will be used. 


Joseph Tiernan Promoted 

Joseph P. Tiernan, formerly 
on the Chicago sales staff of Every- 
woman’s magazine, has been ad-| 
vanced to western advertising) 
manager. 


Clip Bureau to Heiman 

Consolidated Press Clipping Bu-| 
reau, Chicago, has appointed Shel-| 
don M. Heiman Inc., Chicago, to 
handle its advertising and public 
relations. 


BLOOMINGTON: 
C 1 NORMAL, ILL. 


\ CITY ZONE 


\ 


\ 
\ 
5 1 


| 


® BIGGEST pop. gain—18% last 5 yrs. 
® BIGGEST home building boom. Over $7 
Million in new construction in ‘55. 


® OVER 100 INDUSTRIAL PLANTS. Valve 
of manufactured products in ‘55 over 
$150 Million (est.} 


@ AVERAGE FAMILY INCOME $6,120 
(Notional av. only $5,274) 
ILLINOIS FIFTH LARGEST 

NEWSPAPER RETAIL MARKET 


(Exctuding Chicago) | 


we $147 MILLION SUBSCRIBER RETAIL PURCHASES 
w& $30 MILLION SUBSCRIBER FOOD PURCHASES 


THE : . 
Daily Pantagraph 
BLOOMINGTON-NORMAL, ILL. 
Represented by Gilman, Nicoll & Ruthmon 


ming 
Conventions 


*Indicates first listing in this column. 

Feb. 24-25. Northwest Daily Press Assn., 
37th annual meeting, Radisson Hotel, 
Minneapolis. 

Feb. 27-28. Inland Daily Press Assn., 
winter meeting, Drake Hotel, Chicago. 

Feb. 27-28. New England Newspaper Ad- 


vertising Executives Assn., winter meet- | 


ing, Parker House, Boston. 

March 2. Associated Business Publica- 
tions, annual eastern conference, Roose- 
velt Hotel, New York. 

March 2-3. Midwestern Advertising 
Agency Network, first quarterly business 
meeting and competitive display, Drake 
Hotel, Chicago. 

March 5-7. Packaging Assn. of Canada, 


|annual convention, King Edward Hotel, | 


Toronto. 

March 10-14. Advertising Specialty Na- 
tional Assn., 4th annual spring specialty 
show, Palmer House, Chicago. 


March 14-16. Assn. of National Adver- 
The Homestead, 


tisers, spring meeting, 


| Hot Springs. Va. 


March 22-24. Advertising Federation of 
America, Fourth District, annual conven- 


tion and southeastern advertising confer- 


ence, Orlando, Fila. 


April 4-6. American Public Relations 


Assn., 12th annual conference and 7th in- 


ternational public relations institute, Ho- | 


tel Statler, Washington, D.C. 

April 8-12. National Business Publica- 
tions, spring meeting, The Homestead, 
Hot Springs, Va. 

April 10-12. Point-of-Purchase Advertis- 
ing Institute, symposium and exhibit, Ho- 
tel Sheraton-Astor, New York. 

April 12-14. Southern California Adver- 
tising Agency Assn., 6th annual confer- 
ence, Oasis Hotel, Palm Springs. 

April 15-19. National Assn. of Radio and 
Television Broadcasters, 34th annual con- 


| vention, Conrad Hilton Hotel, Chicago. 


April 15-21. National Brand Names 
Week, Annual Brand Names Day dinner, 
April 18, Waldorf-Astoria Hotel, New 
York. 

April 19. Advertising conference spon- 
sored by the University of Michigan, Ann 
Arbor. 

April 24-26. American Newspaper Pub- 
lishers Assn., annual convention, Waldorf- 
Astoria, New York. 

April 26-28. American Assn. of Adver- 
tising Agencies, 38th annual meeting, The 
Greenbrier, White Sulphur Springs, W.Va. 

April 30-May 2. Assn. of Canadian Ad- 
vertisers, 4lst annual convention, Royal 
York Hotel, Toronto. 

*May 3-4. International 
Assn., annual convention, 
New York. 

May 6-8. Magazine Publishers Assn., 
37th annual meeting, The Greenbrier, 
White Sulphur Springs, W. Va. 

May 7-8. Outdoor Advertising Assn. 


Advertising 
Hotel Plaza, 


|of America, painted display conference, | 


Hotel Sherman, Chicago. 

May 14-16. National Newspaper Promo- 
tion Assn., 26th annual convention, Hotel 
Cleveland, Cleveland. 

May 14-17. First Advertising Agency 
Group, annual conference, Hotel Statler, 
Boston. 


OUR SALESMAN 
We've put our trademark 
character “Ready Reela,” 
in a stamp because that's 
how we sell . . . through 
the mail. He's our only 
salesman on the road 


and helps keep our low 
“Geeta ehieal ‘ey 


ey OY Oe A er na 
PS aN 


“Ready” is the front man 
for the “South's largest 
complete motion picture 
company.” Reela Films, 
with two huge air- 
conditioned studios, fully 
equipped & permanently 
staffed Animation, Sound, 
Editing, & Processing De- 
partments . . . gives you 
complete one-stop service 
from creation of story 
boards to final prints and 
distribution. 


Contact us for your next TV film 
commercial . . . let us show you 
how you can get a better job faster 
for less. 


17 N.W. THIRD STREET 
MIAMI, FLORIDA 


Phones FR 4-2108 - FR 4-6262 


May 20-23. National Industrial Adver- ' 


tisers Assn., 34th annual conference, Pal- 
mer House, Chicago. 

May 24-27. A iated Busi Publica- 
tions, annual spring conference, The 
Homestead, Hot Springs, Va. 

June 3-6. National Sales Executives In- 
ternational Distribution Congress and 
Sales Equipment Fair, Conrad Hilton Ho- 
tel, Chicago. 

June 10-13. Advertising 
America, annual convention, 

| Stratford Hotel, Philadelphia. 

June 20-22. American Marketing Assn., 
| spring conference, William Penn Hotel, 
Pittsburgh. 


Federation of 


sified Advertising Managers Assn., 36th 
annual convention, Long Beach, Cal. 


June 24-28. Advertising Assn. of the | 


West, 53rd annual convention, Los An- 
geles. 
July 1-4. Newspaper Advertising Ex- 


ecutives Assn., summer meeting, Empress a 


Hotel, Victoria, B.C. 

Aug. 24-28. Mail Advertising Service 
Assn., 34th annual convention, Drake Ho- 
tel, Chicago. 

Sept. 22-25. Advertising Specialty Na- 
tional Assn., annual convention and spe- 
cialty fair, Palmer House, Chicago. 

Sept. 23-25. Advertising Federation of 
America, Tenth District convention, 
Shamrock Hilton Hotel, Houston. 

Sept. 27. Magazine Publishers Assn., fall 
meeting, Westchester Country Club, Rye, 
N.Y. 

Oct. 1-3. Direct Mail Advertising Assn., 
annual convention, Hotel Statler, New 
York. 

*Oct. 8-10. American Photoengravers 
| Assn., 60th annual convention and exhibit, 
| Hotel Statler, Detroit. 

Oct. 11-13. Pennsylvania Publishers 
Assn., annual convention, Bellevue-Strat- 
ford Hotel, Philadelphia. 
| Oct. 15-16. Inland Daily Press Assn., 
| annual meeting, Drake Hotel, Chicago. 
| Oct. 15-16. Agricultural Publishers 
| Assn., annual convention, Chicago Athlet- 
| ic Assn., Chicago. 
| Oct. 18-19. Audit Bureau of Circula- 
| tions, 42nd annual meeting, Drake Hotel, 
Chicago. 

Oct. 22-23. Boston Conference on Distri- 
bution, Hotel Statler, Boston. 

Nov. 11-15. Outdoor Advertising Assn. 
of America, Hotel Ambassador, Los An- 
geles. 


Book Divisions to Buchen 
Buchen Co., Chicago, has been 
appointed to handle advertising for 
Popular Mechanics Press and 
|Windsor Press, book publishing 
divisions of Popular Mechanics. 
The divisions publish titles on 
how-to-do-it for the home owner, 
farmer, car owner and hobbyist 
and full size construction patterns. 


Storm Joins Hart Schaffner 

Robert T. Storm has been 
|named manager of the retail ad- 
vertising division of Hart Schaff- 
|ner & Marx, Chicago men’s cloth- 
ing manufacturer. Mr. Storm, who 
| succeeds George C. Mead, resigned, 
formerly was assistant to the retail 
store advertising manager of Flor- 
sheim Shoe Co. 


Irving Runey Joins Howell 


Bellevue- 


June 24-28. American Newspaper Clas- | 
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«. yes, Carstairs! 


GREENER GRASS—A new campaign in 

business papers by Calvert Distil- 

lers Co. for its Carstairs blended 

whisky will feature business men 

telling why they would rather be 
liquor dealers. 


Agency Executives 
from 40 Lands Will 
Tour U. S. Ad World 


New York, Feb. 14—More than 
100 advertising agency executives 
from some 40 countries will be in 
the U. S. from April 23 through 
May 4 to attend a series of meet- 
ings with their counterparts in 
this country. 

Sponsored by the American 
Assn. of Advertising Agencies, it 
is believed to be the first gather- 
ing of its kind ever held here. 

The foreign agency executives 
will begin their tour in New York. 
They will attend the Four A’s 
spring meeting in White Sulphur 
Springs, W. Va. Then they will 
visit Washington and will end up 
at the annual convention of the 
International Advertising Assn. in 
New York May 3 and 4. 

During their stay here, they will 
visit agencies, publishers and 
broadcasters and be entertained at 
numerous luncheons. An Interna- 
|tional Day program has been ar- 
|ranged by the New York council 
|of the Four A’s. Special presenta- 
| tions will be staged by the Adver- 
tising Council and the Advertising 
Research Foundation. 
| 
|= In Washington, the delegates 
|are expected to be greeted by 


Advertising Age, February 20, 1956 


Liquor Retailer‘s 
‘Easy’ Life Is Told 


in New Carstairs Ads 


New York, Feb. 14—Business 
paper ads saluting the package 
store or tavern operator as a for- 
tunate business man will be run in 
a new campaign by Calvert Dis- 
tillers Co. for its Carstairs White 
Seal blended whisky. 

Individual ads feature inde- 
pendent dealers or service oper- 
ators such as butchers, barbers, 
grocers, etc., commenting on how 
lucky the liquor dealer is to be in 
such a clean, profitable line. The 
headline in the business paper ads 
will be, “I wish I were a liquor 
dealer.” 

The company has also sched- 
uled consumer ads in 117 newspa- 
pers in 100 markets, plus car cards 
and outdoor posters. John C. 
Dowd, president of Dowd, Red- 
field & Johnstone, Carstairs’ agen- 
cy, explained that the new cam- 
paign is intended to convey mem- 
orability, distinction and conviction 
through short, light copy and 
highly dramatic layout to spot- 
light the “Yes, Carstairs” headline. 


® Symbolizing the headline is a 
large photo silhouette of a man’s 
hand signaling the well-known 
“thumbs up” sign. Brief copy re- 
minds readers that Carstairs has 
been “a great name in whisky 
since 1788,” and “The man who 
cares says, Yes, Carstairs.” 

Newspaper insertions will run 
from 600 to 1,200 lines, and special 
point of sale materials will be used 
extensively. 


Braden Buys Radio WPAY 

Paul F. Braden, Dayton, has 
bought the corporate assets of 
WPAY, Portsmouth, O., and will 
take over control and management 
of the property. Mr. Braden, who 
also owns and operates WPFB 
in Middletown, O., bought WPAY 
from the Brush-Moore newspaper 
interests. 


Falvey Rejoins ‘Post’ 

Thomas E. Falvey, last with 
Gilbert & Tormey, advertising con- 
sultant in Miami, has rejoined the 
|New York Post as national adver- 
|tising manager. He held that job 
| originally between 1949 and 1953. 
| Mr. Falvey succeeds Mortimer 
Berkowitz Jr., who has moved to 
Crowell-Collier. 


Boccard, Dunshee Adds 3 


| Boccard, Dunshee & Jacobsen 


Howell Advertising Agency, El- president Eisenhower. There also Advertising Agency, Denver, has 
|mira, N.Y., has appointed Irving | will be a special presentation by | been appointed to handle adver- 


| T. Runey assistant to the president, the Department of Commerce, and | tising for Service Supply Co., man- 
| Everts H. Howell. Mr. Runey has|the delegates have been invited | ufacturer of automotive chemicals; 
|been sales promotion manager of/|to attend the 44th annual meeting | Davidson Motors, and Royal Chem- 


store. 


the U. S. 


| Sheehan’s Inc., Elmira department | of the Chamber of Commerce of) ical Co., manufacturer of Royal 


| liquid fertilizer, all of Denver. 


with thoce who know- 
its superlor 


Production men (and women) get happy 


over the quality 


plates we brew in our shop 


... founded 1925. Call us SUperior 7-7070. 
Chances are we'll start a long, profitable 


relationship . . . 


for YOU! 


“SUPERIOR ENGRAVING COMPANY 


% 
; 215 Ww. Superior St, Chica 


CHICAGO'S FOREMOST PHOTOENGRAVING AND OFFSET PLATEMAKING PLANT 
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Guidance for 
an advertising man 
| with an immediate problem... 


HOW BUSINESS RANKS NATIONAL MAGAZINES 
3 Total investment by Total investment by 
i Ranking Magazine Advertisers Ranking Magazine Advertisers 
} (Jan.-Dec. 1955) (Jan.-Dec. 1955) 
1ST LIFE $121,002,776 6T | Ladies’ Home Journal $23,588,159 
2ND Saturday Evening Post 83,731,203 7TH Newsweek 18,095,280 
( 3®D | Time 37,891,943 8TH | Collier’s 17,836,654 
4TH | Look 30,293,156 9TH | Good Housekeeping 17,048,732 
5TH | Better Homes & Gardens 25,602,171 10T# | McCall’s ; 15,317,110 
Source: Publishers’ Information Bureau. Gross Figures. Jan.-Dec. 1955. 


And among these leaders in advertising revenue LIFE was... 


First in audience First in circulation - First in advertising 
‘ Pages 
j 1. LIFE 26,450,000 1, LIFE 5,616,818 1. LIFE 4,398 
f 2. Look 18,050,000 2. Ladies’ Home Journal 4,864,220 2. Saturday Evening Post 3,687 
i 3. Saturday Evening Post 4,619,631 3. Time 3,302 
' . Saturday Evening Post 14,050,000 ’ 
. 4. McCall's 4,550,054 4. Newsweek 2,954 
| 4. Ladies’ Home Journal 12,508,000 5. Better Homes & Gardens* 4,133,042 5. Look 1,576 
‘ ee poe ee SS Ee Fa 6. Look 4,062,994 6. Better Homes & Gardens 1,574 
} 7. Collier's 3,737,231 7. Good Housekeeping 1,426 
8. Good Housekeeping 3,451,549 8. Ladies’ Home Journal 1,210 
! A D V E R T | Ss E D I N 9. Time 1,927,278 9. Collier’s 1,053 
10. Newsweek* 1,042,337 10. McCall's 888 
— nents eae 1955. Source: P.I.B. Jan.-Dec. 1955. 


... the most significant media symbol in selling today 
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Business Paper Success Story... 


American Flange 
of Its Closures for 


New York, Feb. 14—There are 
more ways than one of sealing up a 


drum of oil or chemicals, and for | 


25 years American Flange & Mfg. 
Co. has been promoting to busi- 
nesses which use drums and other 
shipping containers the reliability 
of its Tri-Sure closures. 

As the oil and chemical indus- 
tries have grown, so has the need 
for up-to-date closures, and Amer- 
ican Flange has made both inten- 
sive and extensive use of business 
paper advertising to keep its brand 
among the leaders in the container 
supply field. 

The company’s line includes 
flanges, plugs and seals for drums, 
as well as caps, nozzles, spouts and 
inner seals necessary to make tight 
and safe closures for the valuable 


TIMES 
THE AUDIENCE 


of Portland's other stations 
COMBINED 


“All Top 15 Weekly Shows 
*9 of Top 10 Muitiweekly 


LEADERSHIP IN 
PORTLAND TV HISTORY = p 


*Nevember 1955 ARB, 
19-County Portiend Market 


KOIN-T 
“CHANNEL 6 


Ads Tell of Users 
Drums, Containers 


and volatile contents of drums and 
| pails, from 1-gal. to 57-gal. sizes. 

| The company also supplies and 
services the dies, special insertion 
presses, sealing tools and plug 
wrenches used in inserting its 
closures in the container. 


® Officers of the company are R. 
Laurence Parish, president; John 
Myers, secretary and general man- 
| ager; Richard L. Parish Jr., vp in 
|charge of sales and advertising, 
|and L. Robert Vitkin, vp in charge 
of production. The company’s five 
plants are located in Chicago 
(original plant and headquarters), 
Niles, O.; Linden, N.J.; St. Cather- 
ines, Ont., and a new plant which 
was opened recently in Sao Paulo, 
Brazil, which will serve Latin 
America. 

Freiwald & Coleman, New York, 
has handled the account since 1935, 
with Belmont Freiwald as account 


WATER PROOF—A merican Flange 

Mfg. Co., New York, promotes its 

Tri-Sure seal, the final step in the 

sealing of oil drums, in this two- 

color business paper ad. Freiwald 
& Coleman is the agency. 


executive. The advertising, which 
is confined entirely to business 
publications, has developed into a 
comprehensive campaign in the 
papers reaching the various mar- 
kets in which drums and pails are 
used. The ads rely heavily on the 
use of color. 

“The copy is not designed espe- 
cially to produce inquiries, but it 
produces. a considerable number, 
which are handled promptly and 
effectively,” Mr. Freiwald told AA. 
“Every month reprints of the cur- 
rent advertisement are sent to the 
entire list of customers and pros- 
pects, and other direct-mail mate- 
rial is used, as well as a handsome 
catalog.” 


# “Our problem from the begin- 
ning,” Mr. Freiwald said, “has been 
to get the major oil and chemical 
companies to specify Tri-Sure 
closures when they order contain- 
ers. 

“Starting with an effective line 
of closures, which have been stead- 
ily improved, the company’s ad- 
vertising has emphasized the mer- 
its of the line and the reasons why 
it should be used by producers who 
|have to be sure their liquid goods 
|are tightly and safely inclosed. 

“All drum manufacturers have 
the necessary dies and other equip- 
ment to apply to their containers 
| whatever closures their customers 
order. The advertising of Tri-Sure 

| has played an important part in 
|getting shippers to specify the 
American Flange line.” 

The Tri-Sure cap seal is applied 

over the flange and plug of the 


container by the filler, once he has,” 


filled the drum. When the seal is 
properly applied, as the advertis- 


ing emphasizes, it makes a perfect- | 


ly leak-proof engagement which 
averts any possibility of foreign 


material getting in to contaminate | 


the container’s contents. 


® The company also sells coated 
flanges and plugs for use in con- 
tainers that are coated to prevent 
chemical action. 

Here is the way a typical piece of 


American Flange copy tells the | 


consumer why he should use Tri- 
Sure closures: 

“Transformer oil must stay 
water-free—so shippers equip their 
drums with Tri-Sure closures. 

“Water in transformer oil is 
dangerous. It is essential that every 
drum of transformer oil be secure- 
ly sealed against leakage or 
breathing-in. 

“Most fillers and shippers of 


transformer oil make it standard) 


policy to equip their drums with 
Tri-Sure closures-—because ex- 
perience has proved that the Tri- 
Sure seal, plug and flange, besides 
providing the most dependable 
protection against outward leak- 
age, provide equal protection 


against the intake of moisture and | 


other contaminating material. 
“When the Tri-Sure seal, with 
its flowed-in gasket, is properly 
crimped over tite gasketed Tri- 
Sure plug and flange, it makes a 
perfectly leakproof engagement 


|which averts any possibility of 
|moisture or impurities reaching 


the contents of the containers.” 


® This particular ad devotes a 
large part of the page to a picture 
of the top of a big oil drum, with 


| the seal featured so accurately that 


the instructions on it are easily 
legible. In the background is shown 
a collection of drums standing ina 
heavy rain—all presumably equip- 
ped with Tri-Sure closures. Anoth- 
er piece of copy says: 

“Whether your products are 
shipped in li-gal. or 55-gal. con- 
tainers—or any size in between— 
Tri-Sure closures will give them 
security for shipment anywhere. 

“More and more companies are 
standardizing on Tri-Sure closures, 
because they prevent leakage and 
losses in transit—and because their 
customers appreciate Tri-Sure pro- 
tection and the exclusively Tri- 
Sure advantages that make con- 
tainers easier to use and re-use. 

“When you order drums, specify 
Tri-Sure closures—and get the 
protection of Tri-Sure’s leak-proof, 
tamper-proof flange, plug and seal. 

“When you order pails or cans, 
specify fittings from the extensive 
line of Tri-Sure nozzles, spouts, 


i 
| 
| 


| 
| 


| 


CLOSER CLOSURE—This two-color 
business paper ad featuring new 
|products developed by American 
|Flange & Mfg. Co., appeared in 
Chemical Engineering, Industrial 
Packaging, Modern Packaging, Na- 
tional Petroleum News and Oil, 
Paint & Drug Reporter. 


seals, screw-caps and assemblies 
for light containers.” 


® For several years the advertis- 
ing has featured leading companies 
which use Tri-Sure closures, giving 
| the story of the customer’s line and 
| illustrating the page with a prom- 
|inent color picture of a_ typical 
| package or group of containers. 
This has proved very popular 
with customers and has been con- 
tinued, with some tendency to use 
|such material alternately with 
more general copy. National dis- 
tribution and high standing in the 
market are cited as characteristic 
of the companies whose use of the 
American Flange line is featured. 
American Flange entered the pail 
closure field about three years ago, 
and has progressed successfully in 
this line. Advertising for the pail 
closures features their utility and 
their popularity for re-use among 
such customers as farmers, sports- 
men, gardeners and contractors. 
| Business publications used by 
|the company include Canadian 
| Purchaser, Canadian Trade Index, 
|Chemical Engineering, Chemical 
| Engineering Catalog, Chemical 
| Week, Chemical Week Buyers’ 
|Guide, Fraser’s Canadian Trade 
| Directory, Industrial Canada, In- 
|dustrial Packaging, Modern Pack- 
aging, Modern Packaging Encyclo- 
|pedia, National Petroleum News, 
| Oil, Paint & Drug Reporter, Green 
| Book of the Oil, Paint & Drug Re- 
| porter, Petroleum Register, Refin- 
‘ery Catalog and Thomas’ Register. 


Advertising Age, February 20, 1956 


| Marlowe Chemical's Fire 


Extinguisher Sells Out 

Fire Chief, $2.98 aerosol fire 
|extinguisher introduced in New 
| York recently by Marlowe Chem- 
jical Co. (AA, Feb. 6), sold out 
“almost within hours” after its 
advertising broke, the company 
reports. The company took an ad 
in The New York Times Feb. 6, 
headlined, “Our apologies and 
thanks,” explaining the sell-out 
and urging patience on the part 
of consumers until stores restock. 
The ad was prepared by Kastor, 
Farrell, Chesley & Clifford and 
Market Relations Network, Mar- 
lowe’s agency and public relations 
counsel. 

With production and sales now 
four weeks behind, the company 
says its plans for expansion into 
other markets have been set back 
by that period of time. It does not 
anticipate any other changes in 
its introductory program. 


Taylor Wine Drive Launched 
Taylor Wine Co., Hammonds- 
port, N.Y., will use pages during 
the remainder of the year in 
Bride’s Magazine, Cosmopolitan, 
Holiday, Living for Young Home- 
makers, Newsweek, New York 
Times Magazine, Promenade, Time, 
The New Yorker and True. D’Arcy 
Advertising Co. is the agency. 


CONSOLIDATED 


SEES ANYTHING YOU WANT 
TO KNOW in English language 
newspapers, as an advertise- 
ment or a news item... We 
read practically all the daily 
and over 6000 weekly news- 
papers. We've been doing it 
quickly, professionally and inex. 
pensively since 1886. 


CONSOLIDATED £545 svecaus 
431 SOUTH a acaee 5 LN a 


170 FIFTH AVENUE, NEW YORK 10, WN. Y. 


ADVERTISING AGENCY 


WISHES TO BUY ALL OR 
PART OF COAST AGENCY 


My client wishes to purchase interest in or control 
of growing Chicago or Pacific Coast agency having 
good reputation, creative talent and desire for expan- 


sion. Write to me in detail. Completely confidential. 


JOHN ORR YOUNG 


Management Consultant to Advertising Agencies 
113 WEST 57TH STREET, NEW YORK 19, N. Y. 
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CLINTON E. FRANK 3 


Although he was an All-American quarter- 
back at Yale in '36 and 37, winning both the 
Heisman and Maxwell trophies, Clint Frank 
decided early to enter the creative and chal- 
lenging advertising business. Therefore, upon 
his graduation, he joined Blackett-Sample- 
Hummert, Inc. 


World War II intervened in his advertising 
career. On active duty for five years, he = 
served two years overseas with bomber 
groups in Africa and Italy, and as aide to 
General James H. Doolittle. Discharged as 
a Lieutenant Colonel, he returned to the ae 
advertising business. f 


In 1949, he helped to form Price, Robinson & a 
Frank, Inc. in Chicago. Actively participating ay 
in the agency’s growth, he re-organized the : 
firm in late 1953 and became president and 

chief executive officer of Clinton E. Frank, Inc. 


Mr. Frank was first chairman of the Chicago 
Chapter of the 4-A’s, and currently is a mem- 
ber of the Central Region Board of Governors. ie 
His interests in civic affairs include director- oF: 
ships of Passavant Hospital, Chicago Council = 
of Boy Scouts and Travelers’ Aid. For diver- : 
sion and recreation, he hunts upland game, 
plays golf, and watches both college and pro 
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Clinton E. Frank, Inc. 


“For agency president or ? 
beginner—Advertising Age : 
| is both stimulating and | | 
| indispensable reading” : : 


“From my first days in advertising, I have counted on Ad Age to 
keep me well informed. Ad Age offers news while it is still new, 
and really usable factual data. It is a great ‘clearing house’ for the 
, information that counts most in advertising.” 
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JOHN BURGOYNE 


That some advertisers overstress 
a point is illustrated by this sign 
which recently appeared in a Mid- 
western shoe store window. “These 
shoes make streetwalking a plens- | 
ure!” Not even a profit mention? 


xk 


See where our late allies, the Brit- 
ish, are ’aving a spot of trouble 
teaching their blokes to spell. One 
word which seems to tie their pencil 
stubs up in big knots is flour, which 
comes out as flarer, flar and flower. 
The only lesson we can derive from 
this bit of nonsense is this—the next 
time a lad or lass from the Isle asks 
for a “sack of flower,” sell him or 
her a geranium. That'll teach ’em! 


xx*r 
Salads are a gal’s best friend— 
providing, of course, they don’t beef 
up her best assets. A public-spirited 
citizen with a sharp eye for fig- 
ures (the financial kind) recently 
whipped up a dressing which had all 
the zip of a Cordon Bleu production, 
and so dern few calories that they 


weren't worth mentioning. Knowing 
more than one good thing, this 
clever lad called in Burgoyne to 
make consumer tests in Charlotte, 
Grand Rapids, Dayton and Colum- 
bus. Properly whooped up as the 
perfect satisfier of both the inner and 
outer woman, the new product went 
to town in ‘54 and ’55. Our inventor- 
epicure friend went to town, too, via 
the bank. 


x** 
Strangest equipment found in Op- 


eration “Deep Freeze” cook huts are 
five refrigerators used for thawing 
out foodstuffs. Thawing out knotty 
merchandising problems is a Bur- 
goyne habit aptly illustrated by this 
story. Les femmes from here to 
Spokane were teed off, but good, 
about food wrappers. Seems they 
leaked air at the folds and foods 
quickly lost flavor and appeal. 
Chemists of a leading wrapper man- 
ufacturer developed a new plastic 
sheeting which stuck to contents and 
itself like a bad habit. Here’s a win- 
ner for sure, they chortled. To make 
sure, the bossman had Burgoyne run 
tests in Toledo, Syracuse and Omaha. 
The claim was true, for the dern 
wrap wouldn’t even stick to the 
shelves—the gals bought it up that 
fast! Moral: If you have a sticky 
merchandising problem, just stick a 
three cent stamp on a “Burgoyne 
addressed” envelope—we'll have you 
outta the woods in no time. Why not 
write, wire or yell for us today! 


New York, Feb. 14—Watch out |cidence,” Mr. Bacharach said at the | 
for “TMITGFS” or, as he is much | meeting, “that the timing of the| 
better known outside the trade,| release of the picture comes not | 
“The Man in the Gray Flannel only at the height of the selling | 
Suit.” If the promoters have their season but also at the precise time | 
way, he’ll be all over the map in when the trend in clothing is re-| 
the next two months. | verting to the classic gray flannel | 

Some of the plans afoot to ex- | suit.” 
ploit the phrase, “The Man in the| Mr. Bacharach said that more) 
Gray Flannel Suit,” between now|than a dozen manufacturers have | 
and the height of the spring selling created special merchandise or | 
season were revealed by two/|campaigns for the promotion. 
speakers before the Merchandis-| 
ing Executives Club. The promo-|# Eagle Clothes will offer a 
tion will be climaxed by the si-| “Gregory Gray” suit (the movie 
multaneous openings of the 20th|stars Gregory Peck), backed with 
Century-Fox movie of the same|a national and point of sale cam-| 
name in 150 cities Monday, April | paign. 

Shields of Fifth Ave. has cre- 

Richard L. Grossman, director of | ated special sets of jewelry, boxed 
sales promotion for Simon &/to tie in with the picture, backed 
Schuster (and possessor of one of up with magazine advertising. 
the most famous silhouettes in the Bur-Mil Hosiery is bringing out 
country—he modeled the 39-long special hose, Cavalier Cravats a 
used to illustrate the book jacket | special set of ties, Dobbs Hats the 
and display material), described | “double life’ hat as worn by 
the launching of “The Man in the | TMITGFS, Weldon Pajamas a new 
Gray Flannel Suit” by the pub-| (non-flannel) model. 
lisher with a “normal” allocation| Excello Shirts, Revere Sweaters 
of $2,000 for merchandising out- and Regal Shoes are among other 
side the book trade. This figure | manufacturers who will tie in. 


has since been increased more; All told, Mr. Bacharach said, 
than tenfold. 
|2,000 men’s wear retailers pro-| 
® Successively titled, “The White |moting merchandise as worn by 
Lions,” “The Skywatchers,” and|TMITGFS. 20th Century is mak- 
“A Candle at Midnight” before ing a vast array of point of sale| 
the author’s wife suggested the| material available to cooperating 
present promotion-packed title, the | retailers. 
Sloan Wilson novel about a com- Simon & Schuster has agreed 
muting Connecticut business ex-|not to issue any cheaper-priced 
ecutive, was kicked off with the | editions of the novel, at least un- 
usual letter to the trade, Mr. | ti] the movie has run its course. 
Grossman said. 


|there will be between 1,500 and | tional 


This time, however, the response | Quebec Freezes Newsprint 
from booksellers gave strong in-| A pill freezing newsprint prices | 
dications of high sales potential,/in the province of Quebec has| 
and Simon & Schuster decided to} peen signed by Lt. Gov. Gaspard | 
toss in an extra $1,000 for a series|Fauteux. The measure imposes| 
of newspaper teaser ads showing |controls over the production, dis-| 
the silhouette. It was “the only tribution and sale of newsprint in| 
thing we did to launch this book,” |the province and guarantees a| 
said Mr. Grossman, that “exceeded | continued supply to Quebec publi- 
the usual promotion efforts.” | cations. 

After the reorders started com-| 
ing in, with the novel’s success as- 
sured, the publisher embarked on 
what Mr. Grossman called a 
“moochandising” program. 

This consisted of deciding not so 
much what to do for the book, as 
whose offer of merchandising as- 
sistance to accept, he explained. 


James Storer Appointed 

James P. Storer has been named 
merchandising manager of the 
Storer Broadcasting Co., Miami 
Beach, Fla. He has been mer- 
chandising manager of the Storer 
radio station in Miami—WGBS. 
Mr. Storer will work out of the 
company’s New York office. 


® The offers accepted came from 


National Broadcasting Co., for 
“The Lady in the Gray Flannel | #orry Bridge Adds One 


Suit”; Peck & Peck department; Harry P. Bridge Co., Philadelph- 


store, for windows called “The i@, has been appointed to handle 


Woman in the Gray Flannel Suit”; advertising for Davies Labora- 
tories, Riverdale, Md. This com- 


the Mail Advertising Service Assn.., | — s 
pany specializes in methods and 


for a promotion on “The Direct . . 
equipment for magnetic tape re- 


Mail Man in the Gray Flannel : . 
Suit,” and more than a dozen man- | ©°rding, reproducing and analyz- 


ufacturers of men’s wear and ac- | '"8- 
cessories. 
The latter group got a tremen- Becker Names Howe VP 
dous merchandising assist when | James M. Howe, formerly as- 
20th-Century Fox bought the pic-| sistant advertising manager of 
ture rights and fashion arbiter | Reynolds Metals Co., has been ap- 
Bert Bacharach and his organiza-| pointed a vp of Fred R. Becker 
tion were retained to coordinate | Advertising Agency, Louisville. Mr. 
the promotion. | Howe supervises the creative de- 
“It’s a once-in-a-lifetime coin-| partment and servicing of accounts. 


Smith 


Harris 


Garrigus 


GUEST SPEAKERS—Among those addressing the all-day workshop 
meeting of the American Women in Radio & Television in New 
York recently were Mary Harris, McCann-Erickson; Gail Smith, 
Procter & Gamble; Frederick H. Garrigus, National Assn. of Radio 
& Television Broadcasters, and Rodney Erickson, Young & Rubicam. 


FCC Gives Priority 
to Untangling the 
VHF-UHF Dilemma 


WASHINGTON, Feb. 14—As the 
deadline for final comments passed 
last week, the staff of the Federal 
Communications Commission was 
instructed to give top priority to 
the completion of the commission’s 
investigation of the need for addi- 
service in “underserved” 
markets throughout the country. 

Among the more than 150 in- 
dustry members who have submit- 
ted proposals to FCC, one of the 
most urgent messages was filed 
by ABC, which warned that 
the shortage of outlets in many of 
the top 100 markets handicaps its 
efforts to compete with CBS and 
NBC. 


® Meanwhile, the members of the 
FCC offered varying estimates last 
week over the amount of time that 
will be consumed in solving the) 
problem, Commissioner Robert E. 
Lee said it could be accomplished 
in as little as a month. Chairman 
George C. McConnaughey predict- 
ed four months, but former FCC 
Chairman Rosel Hyde warned that 
the proceeding could take as long 
as a year if the commission decides 
to make extensive modification in 
the channel assignment system. 
Another factor which could cause 
substantial delay is the proposal 
by Zenith that FCC clear the way 
for more stations by authorizing 


subscription tv on a limited scale. | 


Delay would result, however, be- 
cause every aspect of subscription 
tv, including the right of the com- 
mission to approve it, would be 
open to legal testing by the many 
hostile groups which are deter- 
mined to block it. 


merce committee rekindled dis- 
agreements within FCC over 
recent actions adding new vhf sta- 
tions in markets which are all-uhf. 
Under questioning by Senate com- 
mittee members, Chairman Mc- 
Connaughey conceded that uhf sta- 
| tions have only a 50-50 chance of 
survival in the face of vhf competi- 
tion. But he said chances of survi- 
val differ in each market, and that 
chances are much better in mar- 
kets where uhf is well established 
before vhf arrived. 

Sen. Mike Monroney (D., Okla.) 
complained that networks don’t 
like to affiliate with uhf stations, 
but Sen. Warren Magnuson (D., 
Wash.), the committee chairman, 
said the networks don’t care who 
| they affiliate with, “the advertisers 
are the ones who object.” 

“That’s right,” said Chairman 
McConnaughey. “The advertisers 
object. They are the ones that call 
the shot.” 


‘Blenkarn Appointed VP 


| Eric P. Blenkarn has been named 
‘a director and a vp of Harold F. 
Stanfield Ltd., with responsibili- 
ties for creative and planning di- 
rection of the Toronto office. 


|G. F. Maccabe, formerly manager 
lof Canadian Homes & Gardens, 


has been appointed manager of the 
agency’s Toronto office. 


Gourlay Appointed VP 

R. E. Gourlay, a director of the 
company for some years, has been 
appointed vp of Vickers & Benson 
Ltd., Montreal and Toronto agen- 
ley. Mr. Gourlay will make his 
headquarters in Montreal, the 
main office. 


Shaw Promotes Baldwin 

Bruce Baldwin, formerly copy 
chief, has been named creative di- 
rector of John W. Shaw Advertis- 


® A hearing of the Senate com- 


ing, Chicago. 


Network Gross 
Source: Publishers 


Time Charges 


Information Bureau 


NETWORK TELEVISION 


Dec. 1955 


American Broadcasting Co. ....$ 6,301,578 
Columbia Broadcasting System 17,086,161 
DuMont Television Network** 

| Broadcasting Co. .... 16,010,878 


wleti 
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GRAPHIC VISUAL CONTROL 


te BOARDMASTER Visual Con- 
trol Saves You Time, Money. 

¥%& Gives Graphic Picture of Your 
Operations. Stops mixups. 

¥%& Simple to Operate. Write on 
Cards, Snaps in Grooves. 

¥%& Ideal for Sales, Production, 
Inventory, Scheduling, Etc. 

%& Made of Metal. Compact and 
attractive. 60,000 in Use. 


Full price SAD with cards 


24-page Illustrated 
BOOKLETWo.V-500 


FREE Without Obligation 


Write or Call Wisconsin 1-8444 


Total $39,398,617 


Jan.-Dec. 
1954 
$ 34,713,098 
146,222,660 
13,143,919 
126,074,597 
$320,154,274 


Jan.-Dec. 
1955 
$ 51,393,434 
189,018,121 
3,102,708 
163,384,796 
$406,899,059 


Dec. 1954 
$ 3,994,832 
15,060,653 
1457 A36 
13,047,419 
$33,560,340 


NETWORK TELEVISION TOTALS FOR 1955 


ABC CBS 

p. enapeabiicietnle $ 3,718,195 $ 15,831,141 
14,694,726 

16,036,896 

15,426,214 

15,978,680 

15,724,184 

14435011 

14,959,098 

15,188,805 
16,590,891* 

16,866,314* 

17,086,161 

$51,393,434 $189,018,121 

*Revised as of Feb. 8, 1956. 


Total 

$ 33,445,991 
31,279,338 
34,574,039 
32,702,040 
33,450,434 
31,724,027 
29,996,679 
30,344,948 
33,044,766 
38,086,351* 
38,851,829* 
39,398,617 

$406,899,059 


NBC 
$ 13,172,695 
12,419,641 
14,102,093 
13,285,933 
13,591,687 
12,238,694 
11,966,760 
11,767,789 
13,720,643 
15,618,704 
15,489,279 
16,010,876 
$163,384,796 


DuMont 


$ 723,960 


$3,102,708 


**Effective Sept. 15, DuMont Television network changed from a national network to 


local operation. 
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Ex-Adman Sues American Tobacco for 
$1,500,000 as Luckies Slogan ‘Author’ © 


They talk in Paris of that bank in Chicago 


--- “the bank that te « world of Genie” 


(Continued from Page 1) 
tising at the time. 

The letter was signed by Wil- 
liam E. Witzleven, who was “in 
charge” of the advertising depart- 
ment until 1936. He has been own- 


man of the former Cecil & Pres- | 
brey agency, was the final witness 
for the plaintiff as the trial con- 
|cluded its third day. He was 
| brought in as an “expert” on ad- 
| vertising to give his definition of 


er of North Woods dude ranch, in| the word “plan” and his explana- 
Lake Luzerne, N. Y., for the past! tion of what constitutes an adver- 
20 years. tising theme. 

In another deposition read into| In cross examination, Mr. Pres- 
the record today, Mr. Witzleven|brey said that when Cecil & Pres- 
described himself as a “sort of buf-| brey had the Eelizabeth Arden ac- 
fer” between the advertising de-| count, the client made a practice 
partment and George Washington | of hiring people for their ideas and 


CONTINENTAL, ILLINOIS 22.0000 wan 


” 
Ane FOUET COMrANY OF CHFem ve 


Hill, then president of the com- 
pany. He said American Tobacco 
had an “open door policy” on the 
submission of ideas, and it was 
part of his job to see those people 
whom Mr. Hill did not wish to 
see, “giving them every considera- 
tion.” 

At one period, 12 to 15 advertis- 
ing suggestions came in daily to his 
desk. While he had no authority to 
buy any ideas, Mr. Witzleven said 
he never passed them on; just re- 
turned them to the source. All ideas 
that were used came either from 
the agency (Lord & Thomas & Lo- 
gan, at the time) or from Mr. 
Hill. “I don’t think they ever 
bought an idea off the street,” he 
said. 
® In August or September, 1950, 
Mr. Castle testified in court earlier 
this week, he noticed the phrase 
being used in magazine advertis- 


ing. (AA reported the use of the! 


theme in its issue of Aug. 24, 
1950.) He wrote the company at 
the time and, following an ex- 
change of correspondence, filed his 
suit for damages. 

A former Buffalo, N. Y., adman 
and now a real estate developer in 
Terre Haute, Mr. Castle was sales 
manager of Chicago Elevated Ad- 
vertising Co. at the time the pro- 
posal was made to American To- 
bacco. 

In addition to entering a general 
denial to the complaint, American 
Tobacco claimed in court that even 
if the idea was submitted, it was 
done as a presentation by Chicago 
Elevated Advertising Co. for some 
car card advertising, because Mr. 
Castle worked on the idea during 
business hours and used a compa- 
ny artist to draw up the sketches. 

Therefore, the defense counsel 
contends, Chicago Elevated should 
have pressed for payment and Mr. 
Castle has no proprietary interest 
in the matter. 


s The defense does not deny that 
Mr. Castle may have created the 
four-word phrase, but it says fur- 
ther that he does not own the 
words: “No one can have any right 
in this phrase.” 

Attorneys for the plaintiff read 
into the record a stipulation by 


Lawrence M. Bell, service mana- | 
ger for Chicago Elevated from) 
about 1931 to 1939 and now an ac-| 
count executive with C. Wendell | 
Muench & Co., Chicago agency. The 
stipulation indicated that many 
Chicago Elevated employes had 
private business interests while | 
working for the transit advertising 


then turning those people to C&P 
to have them work for the agency, 
which paid their salaries. 

Mr. Presbrey said he once hired 
a person sent over this way for 
$8,000 a year, and somewhat 
later another one at $10,000. But, 
he said, the agency “balked” when 
asked by Elizabeth Arden to hire 
a third at $15,000. Cecil & Presbrey 
then resigned the account. 

In the course of his testimony, 
Mr. Presbrey said further than a 
woman employe of the agency was 
remunerated by receiving 6% of 
the billings on a corset account 
which she handled. He also testi- 
fied that Ed Gould, who brought | 
in the Regal Shoe account and) 
served it, received 5% of the bill-! 
ings on that account. 

After much prodding Mr. Pres- 
brey testified that he thought the 
“Be happy—go Lucky” idea was 
worth about $75,000, more or less, 
depending on how much money 
American Tobacco spent in pro- 
moting it. 

After four days of testimony, the 
| plaintiff said he was about ready 
to conclude his case Monday 
(Feb. 20), though there would be 
an amended complaint filed at that 
time, and Mr. Castle might be re- 
called to the stand for further tes- 
timony. 


® In its defense, American Tobac- 
co maintains further that it used 
the phrase, “This is my Lucky 
Day,” in radio broadcasts around 
1928 and the phrase “Happy go 
Lucky,” about 1930, in other ad- 
vertising. 

Until now, the exact origin of 
“Be happy—go Lucky” is shrouded 
in history. Nobody seems to re- 
member when the exact four-word 
phrase was first used as a theme, 
but American Tobacco contends 
the general idea goes back more 
than 20 years. 

In the early 1930s, tiny card- 
board figures or objects were in- 
serted in Luckies “flat fifties,” 
with instructions telling how to 
insert the cigarets in openings to 
form place cards, which were 
called “Happy-Go-Luckies.” Radio 
commercials with the three word 
phrase were used about the same 
time. 

Point of sale displays in 1936, 
with rather limited distribution, 
advised smokers to “Be throat hap- 
py, go Lucky.” 


= In a column dated Sept. 30, 
1935, Walter Winchell reported 
| that a man went to see his (Win-| 


CONTINENTAL GOES NATIONAL—Con 
Trust Co. of Chicago will use national magazines for the first time 
this year. This first ad in the bank’s series of spreads will run 
in Time Feb. 27. A double-page in the March 9 issue of U.S. News 
& World Report will follow. The same ads will run in Chicago 
newspapers and in the Wall Street Journal. Earle Ludgin & Co., 


Chicago, is 


tinental Illinois National Bank & 


the agency. 


of American Tobacco, told a re- 
porter from The New Yorker that 
his company “never paid anybody 
any money for the phrase.” 

Simon Halpern, head of the cre- 
ative department at Lord & Thom- 
as more than two decades ago, 
told AA in 1950 (AA, Oct. 2, ’50) 
that he dreamed up the line and 
that it was first used in the early 
’30s on Lucky Strike radio pro- 
grams. 


s Oldtimers at American Tobacco 
are inclined to the belief that the 
phrase has been kicking around 
the company offices since the in- 
troduction of Lucky Strikes in 
1917. 

Famed songbird Eva Tanguay 
used the phrase, “I’m happy go 
lucky,” 45 years ago in her song, 
“I Don’t Care.” 

Finally, there is the suggestion 
that the fcur disputed words rep- 
resent an idea that has come to 
many people at different times. 
Even Mr. Winchell, following pub- 
lication of his column, recalled 
that the phrase had been used a 
couple of years earlier on “Magic 
Carpet,” one of his radio shows. 

While Horace G. Hitchcock, 
of Chadbourne, Parke, Whiteside, 
Wolff & Brophy, trial counsel for 
American Tobacco, said he could 
not estimate how many people had 
written in claiming authorship of 
the phrase, he told AA this week 
that some 2,000 people had written 
in through the years suggesting 
“Be happy—go Lucky.” 

Mr. Hitchcock said all have re- 
ceived a form saying the phrase 
was old and goes back to “Happy- 
Go-Luckies” of the ’30s. He said 
this is the first suit that has been 
brought on the subject. 

Trial counsel for Mr. Castle is 
John B. Griffin. 


\“Misleading’ Ads for 
Citroid Hit by NBBB; 
Grove ‘Will Reply’ 


(Continued from Page 1) 
ture, Clayton said it originally had 
ja “huge supply” of the material 
but that the supply had been “ex- 
hausted.” No effort would be made 
to obtain a new supply, Clayton 
said, because of legal advice which 
|indicated that such utilization of 
reprints might result in litigation. 
Instead, NBBB receved a bibli- 
ography of medical literature ref- 
erences on the subject, all of which 


using different bioflavonoids and 
their combinations with ascorbic 
acid from the Citroid combination. 
Of the 12 references, only three 
are concerned specifically wth res- 
piratory infections, the NBBB said. 


= The NBBB pointed out that the 
only claim made on the Citroid 
label is that it will “relieve symp- 
toms of colds.” A statement in the 
NBBB letter from the Food & 
Drug Administration said, in part: 
“However, the fact that some par- 
ticular drug is subject to an 
effective new-drug application 
should not be regarded as evidence 
that we agree with the medical 
claims made for it. Actually, we 
are very skeptical as to the effec- 
tiveness of ‘citrus bioflavonoids’ 
\for preventing or treating colds.” 

In Chicago, a spokesman for the 
American Medical Assn. told AA 
that the AMA council on foods and 
drugs and the pharmacy and chem- 
istry council are in the process of 
evaluating Citroid. “Due to in- 
quiries from doctors, we are look- 
ing into the matter, but we have 
no idea when Citroid will be eval- 
uated,” he said. “However, it will 


“admittedly” referred to research | 3 


not be in the near future.” 
Gene Foss, vp in charge of ad- 
s vertising of Grove Laboratories, 
$775,000 in Black St. Louis, told AA that he could 
‘Eo. /not comment on the NBBB report 
for 95; Earns Sl¢ |sirce he had not seen or read it. 


New York, Feb. 16—Crowell- He told AA, however, that a state- 
Collier—which had a loss of $2,- ment would be made next week. 


Crowell-Collier Is 


419,000 in 1954—today reported a 


‘Ciayton is a Grove subsidiary. 


chell’s) old cigaret sponsor. 
“He asked to see the top man 


company and that there apparently 
was no official ban on such activ- 
ities. ... When he was brought to him 

Because of repeated objections | the visitor said: ‘I have here four 
by the defense counsel, the plain-| words on a piece of paper. If you 
tiff’s attorneys were unsuccessful | like them and decide to use them 
in reading into the record testi-|—write me a check for $25,000. If 
mony dealing with conversations | you don’t like them, just hand me 
between Mr. Castle and Mr. Bell,| back the paper and please forget 
concerning the presentation of the| about it’. ..The ad exec looked at 
slogan to American Tobacco. At|the four words, which were... 
one point, the defense counsel even |‘Be happy-go Lucky’...He im- 


objected to its own cross-examin- | 
ation of Mr. Bell being read into| 
the record, because of the light it 
might throw on those conversa- 
tions. 


= Charles Presbrey, retired chair- 


mediately ordered a check made 
out for 25 Gs to the caller, and the 
legend goes that the ciggie com- 
pany will lose no time using the 
new slogan.” 


net profit of $775,000 for 1955. _ “The only statement I will 
Paul Smith, president, added make,” Mr. Foss said, “is that our 
that magazine advertising revenues | research on bioflavonoids is so far 
amounted to $24,306,000, compared in advance of that of any of our 
with the 1954 total of $23,455,000. competitors that we will not re- 
Crowell-Collier publishes Collier’s,| lease any information on it.” 
Woman’s Home Companion and! Dowd, Redfield & Johnstone, 
American. New York, Clayton’s agency, also 
Magazine circulation revenue declined comment on the report 
went from $28,164,000 in ’54 to/since, it said, it had not had time 
$28,806,000 last year, said Mr.|to study thoroughly and discuss 
Smith. Book sales—including the | the report. 
Collier’s encyclopedia—reached | 
$16,322,000. The figure in 1954 was| Beckett Joins Casanova 
$12,411,000. Don Beckett, formerly advertis- 
The 1955 earnings, said Mr.|ing manager of Richard Hudnut, 
Smith, amounted to about 5l¢ a/has joined Casanova Associates, 


Two years later, George Wash- 
ington Hill Jr., then ad manager 


share, compared with a loss of| New York, as sales promotion ac- 
| $1.67 in 1954. count executive. 


Alcoa Allocates 
20% of Ad Budge 
to New Foil Wrap 


(Continued from Page 1) 
handle the complete national and 
|local programs for Alcoa Wrap. 


® National television, national 
magazines, local television and 
radio, newspapers and outdoor ad- 
vertising will support the foil’s 
introduction, it was announced by 
Arthur P. Hall, vp of public reia- 
tions and advertising. 

Alcoa has assigned one-third its 
commercials on the bi-weekly 
“Alcoa Hour” to the wrap. Tv star 
Maria Riva will give the sales 
messages on a “wrap, cook, cover 
and cap” theme. 

Four-color spreads, horizontal 
half-page spreads or pages will ap- 
pear in Life, March 5 and April 9; 
in Better Homes & Gardens in 
March and April issues. 


® Local promotion will be used in 
30 markets, featuring television 
spots, radio, newspapers and out- 
door advertising. Outdoor posters 
will tentatively appear early in 
March in Atlanta, Macon, Colum- 
bus, Birmingham, Houston and 
Chicago. 

The trade press promotion will 
use foil-page ads in grocery pub- 
lications. 

Packaging foil commercials will 
be tied in with the household 
wrap. Packaging foil will get spots 


BETTER PACKAGING 


PR 
cS WRAP 


ALUMINUM COMPANY OF AMERICA 


new label 


wig new name 
an packaging fori 
meeane trusinees ror you 


PACKAGING PACKAGE—Decal which 
Aluminum Co. of America prom- 
ises to imprint on the consumer 
mind is the subject of this coior 
page promoting new Alcoa Wrap 
for product packaging. It will ap- 
pear in Business Week, April 7, 
and Fortune for April. 


on the tv show and space in For- 
tune, Business Week and packag- 
ing trade magazines. 

The household line includes five 
different packages—three sizes in 
the grocery line and two for de- 
partment store sales. The Wear- 
| Ever division of Aluminum Cook- 
ling Utensil Co. will distribute the 
household foil through indepen- 
dent brokers. 


WILLIAM F. NAYLOR JR. 

Geneva, Iuu., Feb. 15—William 
\F. Naylor Jr., 47, Chicago area 
| manager of the advertising sales 
department of The Saturday Eve- 
|ning Post, died in Delnor Hospital 
| yesterday of a heart attack. He had 
|been associated with the Curtis 
|Publishing Co. for the past 17 
| years. A graduate of Wabash Col- 
| lege, Mr. Naylor got his start in the 
| advertising field with the U. S. Ad- 
vertising Corp. He served as ad- 
vertising manager of Willard Stor- 
age Battery Co., Cleveland, and 
sold space for National Geographic 
Magazine before coming to Curtis. 
He was a member of the Chicago 
Agate Club and Chicago Federated 
Advertising Club. 
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60% of Direct 
Mail Spending Is 
Waste, Says Koob 


(Centinued from Page 3) 


quiries but neglected to use a re-|} 


ply card. She also cited an air 
conditioner manufacturer which 
dropped direct mail as an ad 
medium when an inquiry drive it 
conducted did not produce a 2% 
return, though the return was bet- 
ter than had been attained in oth- 
er media. 

Miss Koob ridiculed the compli- 
cated formulas used by direct mail 
specialists. She urged that the 
same judgment, talent and com- 
mon sense that is used in a per- 
sonal sales call or in space adver- 
tising be used in direct mail 
promotions. 

“When I first began as a junior 
copywriter for a mail order pub- 
lisher I thought I had simply 
landed myself a good job,” Miss 
Koob said. “What I learned short- 
ly, however, was that I had joined 
some secret organization. 

“The passwords were ‘2% re- 


all-purpose | 
portable 
Whiteboard 
easel 

Model A502 


Replaces blackboard. Use large clean 
paper pads—which we stock. This 


versatile all aluminum easel is also. 


equipped for showing turnover charts 


or cardboard charts. Rugged yet light | 


in weight. Folds like magic for easy 
carrying or storage. Thousands in use 
the world over. 


Many other models available. 
Write for free catologue. 


ORAVISUAL CO. 


Box 609 A St. Petersburg 2, Fla. 


|A dramatic advance teaser cam- 


| 


WESTON SMITH has resigned as exec 
vp of Financial World to head 
Financial Public Relations Con- 
sultants, a new group which will 
specialize in counsel to corporate 
management in investor and fi- 
nancial community relations. Of- 
fices are at 33 Rector St., New 
York. 


turn’ and ‘testing.’ The rules were: 
Make it complicated, experiment 
endlessly, talk like a research sci- 
entist and forget judgment, exper- 
ience and imagination. I was told 
that this formula works well 
enough and not to change a word 
of it.” 


® The following examples were 
listed by Miss Koob as sales prob- 
lems she helped solve for. clients 
through direct mail: 


@ It was discovered that there 
was a marked increase in the 
number of women executives in 
key positions. Emotional appeal 
copy was used to sell Wall Street 
Journal to these women execu- 
tives. 


e A large manufacturer of drap- 
eries wanted to sell a new line to 
top department stores in each city. 


paign followed up by hard selling 
promotion proved successful. 


e A how-to-do-it newsletter tell- 
ing prospects how to make better 
use of direct mail was used to 
build sales for an envelope manu- 
facturer. 


e A booklet on how better to use 
a certain product, written by a 
well known educator, provided 
customers and prospects with a 
helpful service. Sales of the prod-| 
uct jumped four times over the | 
previous year. 

Miss Koob urged NIAA mem-| 
bers to make sure that their direct 
mail programs are not handled as 
stepchildren. She suggested that! 
direct mail campaigns be given to! 
specialists to handle—the kind of 
specialists depending upon the size 


|}and problems of the company. 


BBB Anti-Bait 
Ad Drive Gets 
Assist from Law 


(Continued from Page 3) 
vertised cars on a Thursday radio 
broadcast that had been sold the 
previous Sunday,” Mr. Halpin 
said. “Other auto dealers adver- 
tised new cars at less than they had 


paid the factory for them, but they | 


failed to tell the public about ad- 
ditional charges. 

“Some dealers selling freezers 
led the public to believe that if 
they bought a certain amount of 
food, they would get the freezer for 
nothing. 

“Contractors have advertised oc- 
cupancy of new homes in 90 days 
under Veteran’s 
terms if a down payment is made. 
Anyone knows VA clearance can 
take longer than 90 days, and pros- 
pective home owners are forced to 
sweat out their down payments un- 
til the loan is approved,” Mr. Hal- 
pin said. 

Illinois law provides that any 
person or company which publish- 
es or broadcasts untrue, mislead- 
ing: or deceptive advertising is 
guilty of a misdemeanor. The 
penalty is a $100 fine and up to six 
months in jail. 


® Meanwhile, similar action is be- 
ing taken in Philadelphia, where 
a business fraud section in the 
city’s detective bureau has been 
established to combat bait adver- 
tising in the major appliances field. 

Victor H. Blanc, district attor- 
ney, said his office has been keep- 
ing an eye open for violations of 
state laws on advertising and was 
prepared to arrest a number of re- 
tailers allegedly guilty of viola- 
tions. The district attorney’s of- 


fice has been working closely with | . 
| Studio. 


the Philadelphia Better Business 
Bureau and a BBB advisory com- 
mittee organized last year. 


® The St. Louis Better Business 
Bureau, which said it received 


about alleged unethical ad prac- 
tices by automobile dealers, has 
opened an intensive drive on bait 
ads. 


Harry W. Riehl, BBB president, | 


said the campaign is aimed at com- 
batting questionable practices in- 


troduced by a few unscrupulous | 


dealers in the face of increasing 


sales competition. “There has been | 


a tendency on the part of some of 
the better class dealers to follow 
their lead,” he said. 

Those who violated BBB stand- 
ards for car advertising will be 


Administration | 


Advertising Age, February 20, 1956 


| 
| 
| 


| 
| Let's face it, your old mattress has reached that Dangerous Age. 
| / recommend buying a Satta “Perfect Sleeper” right away! 
Remember, you sleep on it, not in it! 


|DANGEROUS AGE—Medical humor 
| furnishes another Serta gagline in 
this newspaper cartoon ad. The 
cartoonist is An’D Camp; Smith & 
Ganz, Los Angeles, is the agency 
for Superior Bedding Co., the as- 
sociate manufacturer. 


asked to publish a correction stat- 
ing the facts and offering to adjust 
claims of dissatisfied customers 
who were misled, Mr. Riehl said. 
The bureau terms misleading any 
ads which offer cars without a 
down payment or at prices below 
those quoted elsewhere. It also 
condemns the practice of boosting 
price after a customer has agreed 
to buy a car. 


Shigeta-Wright Incorporates 


Shigeta-Wright Studios, Chicago, 
has incorporated and changed its 
name to Shigeta-Wright Associates | 
Inc. Joining Harry Shigeta and/| 
George P. Wright in the new 
corporation are Jim Braddy, John | 
Mitchell and Charles Sharrard. 
Also added to the staff are Larry 
Larimer and Pierson Long, who 
with the three new associates, for- 
merly were with Ken Schmid) 


Johnson to Harshe-Rotman 
Robert B. Johnson has joined | 
Harshe-Rotman, Chicago public) 


5,000 complaints in the past year|°f merchandising. Mr. 


relations organization, as director 
Johnson, | 
who also will serve on the plans | 
board, formerly was sales promo- 
tion manager of the Chicago Mer- | 
chandise Mart for the past seus! 
years, and before that was pr) 
director of Marshall Field & Co. 


Serta Manufacturer 
Tries Air Versions 


of Mattress Humor 


(Continued from Page 3) 
the Serta mattress segments of the 
CBS-TV “Garry Moore Show” in 
the two Coast cities. 

Before the humorous approach 
was decided upon, the company 
checked the reaction of the trade, 
which voted approval at Superior’s 
exhibit in the Southern California 
Spring Furniture Market. 


® Newspaper ads are based on 
thinking of Doug Annand, Supe- 
rior’s advertising director. He feels 
that people know what a mattress 
looks like, and that if they suffer 
backaches, their own faces are re- 
minder enough of this. On that 
basis, the series features humorous 
situations in which the solution 
calls for mattresses of the varied 
Serta line. 

One typical cartoon featured a 
woman with a misaligned spine. 
Looking at the fluoroscope, her 
pensive doctor says, “It’s not the 
mambo, Madam, it’s that old mat- 
tress!” Another showed a doctor 
telling a patient that his mattress 
“has reached that Dangerous Age.” 

The radio commercials will be 
done by the “Lonesome Gal,” 
chosen as appropriate to the type 
of message. Point of purchase 
material consists of 3’x5’ blow-ups 
of the newspaper ads. 

Smith & Ganz is the Superior 
agency. 


DIRECT MAIL 
IN CANADA 


Our knowledge of Canadian mar- 
kets is enabling us to serve many 
U. S. Direct Mail advertising 
users efficiently and economically 
in the production of Mailing 

Printing — Letters — Ad- 


177 King St. West, Terente 
Canada 
Telephone: EMpire 6-1108 
Branch — Mentreal 


SURE STRIKE! 


Manufacturers of fishing tackle and 


in 


| 11,047 selected top tackle dealers and 


FISHING TACKLE TRADE NEWS 


related lines 


can’t miss getting bigger strikes from advertising 
in FTTN—the top specialized book covering 


jobbers. 


WILMETTE 
ILLINOIS 


MEREDITH Zadio aud Telewsion STATIONS 


KANS 


r 


‘ Chan nel 


Ty 
5 
css 


PHOENI 


334 “ ‘ } f 
YS Fite Ds agen eee aa 


4 


Xx. 


hannel 6 


Cc 


Lem Ret ep at See het 1) ie ee ae i Rr a os rr : Ba) eee oe Cy Seem te — 4... eae Ss a: ae 
Boner Co eee | ee I Sr ee 
ery v oe 3 : om ~ ; a a es ee ee — 
Poker ets : ’ . = =f er  e 5 ce”. \ ae : B! - 
eee: 
ee We S 
eal 
ii 
a8 
ores a { teehee a ‘gee — of 
o ha 3h hee tant 
Rog ho ree a tng 
Lie —— | fy \ 
CeRy  _ r 4 \ \ 
<a 5 — Y/Y | 
ne: a | d Se / 
te ee ie 4 
ro : one ae / 
= — ee: \ oe 
me ae “a a 
Res \), 
Pe 
Ry 
¢ Pr 
en), o Sewstere (nine SS 
ae . 
oye 
i, ee OF eS 
i3'2 
1s 
ea 
ie | 
BS S x Gi; ‘ 
Be . 75 Rear ae Jat A 
ee: hog, SOE 
4 iat Onartsual o a 2 
Shes ; u/  aeoaae 
ca ek 
oy ee a 
ee: . P 7 ae 
a ae oa Noe to eae IE eee 
: = ‘y Dee, = ’ Es 
fan - 4 ; — 
sae : Po: : 
tele ; rae 
a Baer ioaiin | 
Be ’ 9 a ‘+e 
x“ - m" Si : 
Re ée ra, oo in ao ay 
as a fees ae Ae % 
aed Birt!) quae © ne oo 
Bats Ag The ot ae dressing — Premium Mail-away 
“ene Pei Sie ce eine core - —— Householder 
=a et 5 it. Bore. 5.4 Mae Ro o4 _- test Judging — 
Aly <4 oi Bete Pe ee — 
poe. a ced kere ees oe ‘et ore, ‘ey be a? & ” 
is Din as ee © HERBERT A. WATTS LIMITED 
tee | 
; we a 
ae s —_——_ 
ee po ee 
pt 
be. ee 
Mr OL ee pL 
. 7 eee 
ore i hi . 
- So a *\ 
Ly Fo jn we 
Me ee 
Sm, 
jaree a 
“3 
< 
j ili ith Better Homes and Gardens ana $ ful Farmi 
a e 
‘ affiliated with and SUCCESS GFMING magazines 
# ba ° Se as ee Pes Ser 2 4m * +35 ee ee eee ee ee 
4 AS CITY 3YRACUSE ia ~ =" omaHa WE 
Lis Fig an “eheee i a 7 j a 
7a ghee hg" ie : ; ; { 
3 K 52 \ | K : wR AE K |. 4 Ww Wwe a | 
i 4 se = oe = ‘eis a X 7 -- 
Be: TES a oe eh an nn 
ves os ee Gel / & * y 
Bm Cc \¢c -f) P \ P | 
: eB aan ee ; _ 
ie —_— ont Ba . 
) « AT 4 aie iby ae ra ; 
: 4 te 5 ke a 3 aA. : 
& , » ear a 
4 ; - ete of 
‘2 4 By ae pre Ge EEN oer. er 
— BR ran \ RADIO ty CE, RADIO Ty 
: ib : 810 2Ke:....\ | 620 kc. Channel 8S Wii-jlekl aw Channel 5 590 kc. |_| 
4 e-3~ ts z aie rs i ey a) 4 an i _ 
. a ~ces \ ABC css ABC css \ css | 
: —— a :.= Represented by KATZ AGENCY LN Cs J CH N BLAIR & CO. BLAIR TV, INC. 
. d : 
oe 
feet ao Site oF is 
eons a z z nl ro eee As exe Vaan * ss is . a Ss: sie ‘ . 


Advertising Age, February 20, 1956 


Birds Eye Joins 
Dozen Advertisers 
in Contest Swim 


(Continued from Page 2) 
and then are lucky enough to win. 
Wardrobes for the cruise, luggage, 
baby-sitting fees, and bon voyage 
parties are among the offers being 
made by retailers to sweepstakes 
winners who are their customers. 

A major feature of the contest 
is that there is nothing to buy, 
there are no labels to send in and 
no statements to complete. All a 
shopper does is pick up the entry 
blank at a store, fill it out at home 
and mail it in to Birds Eye. 

In addition to the 100 free vaca- 
tion trips, which include two and a 
half days at one of Bermuda’s top 
hotels, 5,000 mechanical pencils 
will be awarded as prizes. Win- 
ners will be announced early in 
April. 

Young & Rubicam is the agency. 


s The Birds Eye sweepstakes is 
one of more than a dozen contests 
currently being conducted by na- 
tional advertisers: 


® Towle Mfg. Co. is giving col- 
lege and high school girls a chance | 
to plan a “dream party” and win a 
$2,000 scholarship (AA, Jan. 30). 


® Calgon Inc. will break an “I 
like because” contest about any 
Calgon product in March, with 
support in Life, This Week Maga-| 
zine, various newspaper supple- 
ments and tv and radio spots (AA, 
Jan. 30). 


® Starting Jan. 15, 12 Hearst news- 
papers launched a five-week puz- 
zle contest for children designed to 
boost both the Mouseketeers ap- 
parel program of the Disney li- 
censing organization and Puck— 
The Comic Weekly’s new two-| 
page comics section, “Walt Dis- 
ney’s Comicland” (AA, Jan. 23). 


® Fruit of the Loom division of | 
Diamond Mills Corp. is running a| 
consumer contest (ending Feb.| 
25), offering 100 prizes (AA, Jan.) 
23). 


® Thomas J. Lipton Inc. intro- 
duced its new green pea soup mix 
via a $50,000 contest in February 
issues of Family Circle, Good 
Housekeeping, Western Family, 
Woman’s Day, Woman’s Home 
Companion, and 34 Sunday supple- 
ments. On radio and tv it is using 
“Arthur Godfrey’s Talent Scouts” 
(AA, Jan. 16). 


® The Plymouth division of Chrys- 
ler Corp. kicked off Jan. 17 a na- 
tional traffic builder contest for 
dealers, the “Plymouth $150,000 
lucky motor number sweep- 
stakes.” The company is using 2,- 
400 newspapers, radio, tv, and 
direct mail (AA, Jan. 23). 


® Singer Sewing Machine Co. is 
running a heavy newspaper, maga- 
zine and tv drive to promote a 
$125,000 sewing contest through 
March 31 (AA, Jan. 9). 


® Fawcett Publications, to promote 
the 20th birthday of True, is using 
newspapers in 50 cities to adver- 
tise a reader participation contest 
in the February, March and April 
issues of the publication (AA, Jan. 
9). 


@ American Gas Assn. and Col- 
gate-Palmolive Co. have joined 
forces to promote home laundry 
equipment and Colgate’s deter- 


You can call on 
30,000 tonnage buyers ‘es 
of metals 5 times each & 
week by advertising in 


Since 1899 The Metal 
Industry’s Daily Newspaper 


18 Cliff St., New York City 38 


gent, Ad, in a $100,000 jingle con- 
test. National and local radio, tv 
and newspapers are being used| 
(AA, Jan. 2). 


® Better Homes & Gardens is of- 
fering prizes totaling $25,000 an 
the best home improvement ideas. | 
The contest runs through 1956) 
(AA, Dec. 12). 


® Albers Milling division of Gos-| 
nation Co. will run a six-week)| 
“Win a Dream Kitchen” contest in| 
10 western states, beginning Feb. 


26, to promote oatmeal made of| § 


Albers oats (AA, Jan. 2). | 


Ad Production Service Bows 
Advertising Production Service 

has opened offices in the Mead 

Bldg., Portland, Ore. Principals 


are Bob Hartwig, formerly produc- | 


tion manager and account execu- | 
tive of Simon Co., Robert Ross, 
Andy Mayer and W. W. Cook. The 
new agency will specialize in| 
preparing advertising plates, bro- | 
chures, catalogs, folders and other 
forms of sales material. 
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San Diego mill and lumber yard — 


an original water color painted for the 
San Diego Union and Evening Tribune. 


SAN DIEGO :: BIGGER 


BUILDING MATERIAL SALES 


Denver, Colo. 
Dallas, Texas 


$38,128,000 
$44,526,000 


Cincinnati, Ohio $46,758,000 


Miami, Florida 
Mo. $50,474,000 


Kansas City, 


Buffalo, N. Y. 
SAN DIEGO County, California 


$49,336,000 


$51,725,000 


XE 


COPLEY NEWSPAPERS 
15 “Hometown” Newspapers covering San Diego, 
California — Northern Illinois — Springfield, Illinois — and 
Greater Los Angeles... Served by the COPLEY 
Washington Bureau and the COPLEY News Service. 


REPRESENTED NATIONALLY BY WEST-HOLLIDAY CO., INC. 


Only the San Diego Union and Evening 


Tribune give you saturation coverage — 
lowest cost per sale coverage —of the 


billion dollar San Diego market. 


Data Copyrighted Sales Management 
Survey of Buying Power, further repro- 


$52,322,000 = duction not licensed. 


IMPORTANT CORNER 
IN THE USA. 
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AA Gathers Data 
on Retail Sales 
by Metro Areas 


(Continued from Page 1) 


1,720,920 retail establishments in| 
1954, with sales totaling $169.7 
billion (AA, Feb. 13). This repre- 
sented an increase of $40.7 billion | 
or 32% over 1948. 

The bureau’s summary showed | 
that food store sales accounted for | 
$39.6 billion, or 23.3% of the sales) 
of all retail estabishments. The) 
automotive group was second, with 
sales totaling $29.8 billion, or 
17.6% of all retail sales. The gen- 
eral merchandise group was third, 
with $18 billion, or 10.6% of all 
retail store sales. 

Eating and drinking places and 
the lumber, building materials, 
hardware and farm equipment 
dealers group, did $13 billion 
apiece, or 7.7% each of the total. 

Apparel and accessory store 
sales totaled $11 billion, or 6.5%; 
gasoline service stations $10.8 bil- 
lion, or 6.4%; furniture, home fur- 
nishings and appliance dealers $8.5 
billion, or 5.1%; drug stores, pro- 
prietary stores $5.2 billion, or 
3.1%; non-store retailers $4.5 bil- 
lion, or 2.6%; and “other retail 
stores” $15.8 billion or 9.4%. 

The largest percentage gain be- 
tween 1948 and 1954 nationally 
other than the non-store retailers 
(who were tabulated separately 
for the first time in 1954) was for 
gasoline service stations, with a 
66% increase in sales. The auto- 
motive group was second, up 48%. 

Others were: Food stores (35%), 
drug stores and proprietary stores 
(31%); furniture group (30%); 
eating and drinking places 
and “other retail stores,” each 
23%; the lumber-hardware group 
(17%); general merchandise and 
the apparel group, each 14%. 

At the present time the bureau 
is completing its series of prelimi- 
nary state bulletins for the whole- 
sale census and has begun a simi- 
lar series on service trades. 

Next month it will begin releas- 
ing final state bulletins for the 
retail census, providing line of 
trade breakdowns by state, county, 
and community of 2,500 persons 
or more for as many as 80 lines 
of retail trade. 


® Although the individual state 
bulletins published by the Census 
Bureau contain breakdowns for 
major lines of trade by state, by 
county, and for all communities 
of more than 2,500 persons, the 


bureau has decided to limit its 
publication of Standard Metropol-| 
itan Area figures to 49 of the) 
largest Metropolitan areas. These | 
are being published individually | 
and are not available in any single 
table. 

Because the bureau is not pub-| 
lishing information for minor po- 
litical subdivisions which make up 
the 18 New England Standard 
Metropolitan Areas, ADVERTISING 
AcE has not been able to compute 
acceptable Standard Metropolitan 
Area comparisons for these New | 
England areas. Nor has the Census | 
Bureau any plans for reporting 
any of these New England metro- 
politan areas. 

Despite this lack of precise New 
England figures, the figures for 
the affected New England coun- 
ties, plus those for the 150 Stand- 
ard Metropolitan Areas outside 
New England, indicate that metro- 
politan areas have maintained 
their position as the source of 
approximately two-thirds of all 
U.S. retail trade. 


8 Of the U.S. 1954 total of $169.7 
billion in retail sales, $110.9 bil- 
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JACK W. RUNYON, in charge of the 
Los Angeles office of Biow Co. 
for the past 10 years, has joined 
Kenyon & Eckhardt as vp in 
charge of the Los Angeles region. 


|Les Sholty Jr. will continue as 


manager of the Los Angeles-Hol- 
lywood office. 


lion—65.4%—took place within 
the boundaries of these 168 metro- 
politan areas. Furthermore, while 
retail trade as a whole increased 
32% between 1948 and 1954, it 
increased 32.9% in the metropoli- 
tan areas. 


® Gains were not equally distrib- 
uted around the country, how- 
ever. While every metropolitan 
area showed an increase in retail 
sales between 1948 and 1954, only 
68 of the 168 areas showed gains 
as large as the average, with 100 
areas showing smaller than aver- 
age increases. 

Gains of 50% or more between 
the two years were registered by 
21 metropolitan areas but these 
were clustered in only 11 states, 
and three of those states—Texas, 
California and Florida—accounted 
for 12 of the 21. 


® Largest percentage gain was 
made by the Orlando, Fla., area, 
where sales were up 100%. Three 
other Florida areas were up 50% 
or more: Miami, 70%; Tampa-St. 
Petersburg, 68%; and Jacksonville, 
61%. 

In Texas four metropolitan 
areas hit or exceeded the 50% 
increase: Corpus Christi, 59%; 
Dallas, 55%; El Paso, 54%; Wichi- 
ta Falls, 50%. 

In California there also were 
four metropolitan areas in the se- 


lect group: Los Angeles-Long 
Beach, 52%; Sacramento, 54%; 
San Bernadino-Riverside-Ontar- 


io 52%; and San Diego, 59%. 

Georgia had two areas in the 
group: Augusta, 81%, and Macon, 
50%. Others included: Albuquer- 
que, 79%; Denver, 50%; Flint, 
70%; Hampton-Newport News- 
Warwick, Va., 68%; Phoenix, 53%; 
Wichita, 68%; and Winston-Salem, 
N. C., 60%. 


NCAA's 1956 Football TV 
Scheme Shows Little Change 

As disclosed by Walter Byers, 
executive director, the National 
Collegiate Athletic Assn.’s 1956 
plan for televised football will be 
essentially the same as last year’s. 
As in ’55 there will be eight 
Saturdays and one 
(Thanksgiving) of national tele- 
casts and five Saturdays set aside 
for regional telecasts. 

The chief changes in this year’s 
plan: (1) Sellout games may be 
telecast in the home tv areas of 
both teams involved; (2) a game 
played more than 400 miles from 
the visiting team’s home may be 
telecast back to its home tv area. 


‘Times’ of London Plans 
Shift to Magazine Stock 


The Times of London has an- 
nounced that it will meet the 
threat of newsprint rationing in 


Thursday | 


‘for All-Out Push on 
Ad Recognition Week 


Cuicaco, Feb. 15—Response by 
the various media and advertising 
clubs to Advertising Recognition 
Week, which starts this Sunday, 
Feb. 19, has been gratifying, of- 
|ficials for the week report. 


of the West, 


; The week originated with the 

}| Advertising Assn. 

», | which is sponsoring it for the sixth 
| consecutive year. The national ver- 


sion of the week is in its fourth 
year. 

| The AAW reports that more 
hee 50 full pages of ads for the 
week will be carried by trade pub- 
lications, and that ads will be car- 
ried by farm publications, and ra- 
dio and television stations. Some 
10,000 four-color car cards were 
produced without charge by 
Schmidt Lithograph Co. and will 
be used in western communities 
and 40 outdoor painted bulletins 
will be used. Many of the outdoor 
bulletins will be displayed in the 
West throughout the year. 

Also, 60,000 direct mail insert 
pieces and drop-in ads for news- 
papers, and window displays are in 
wide use. 


® Robert W. Sarnoff, general 
chairman of the Advertising Fed- 
eration of America committee 
handling the promotion, reports 
that over 700 newspapers have re- 
ceived AFA mats for the salute to 
advertising. Hundreds of tele- 
vison and radio stations will use 
special recordings. The week will 
be kicked off with a special 15- 
minute tv film featuring Sid Caes- 
ar, Jackie Gleason and John Daly, 
representing the three major net- 
works. (AA, Feb. 13). 

Other facets of the campaign in- 
clude 1,500 outdoor posters, direct 
mail, 7,500 car cards and magazine 
materials. 

AFA officials reported that more 
than 90 out of 116 affiliated clubs 
are participating in this year’s 
program. The clubs will feature 
a variety of events, ranging from 
special dinners to radio and tele- 
vision shows, special newspaper 
editions and advertising speeches 
before luncheon clubs. 


Pabst Names Lachner 
President; Perlstein 


Remains as Chairman 


Cuicaco, Feb. 14—Marshall S. 
Lachner has been elected president 
of Pabst Brewing Co. He will take 
over his new duties on April 3, at 
the brewer’s forthcoming annual 
meeting. Harris Perlstein, chair- 
man and president, will relinquish 
the presidency but remain active 
as chairman. 

Mr. Lachner, 41, takes over as 
president of Pabst after 16 years 
with Colgate-Palmolive Co. where 
he has been vp of its soap division. 
A native of Randolph, Wis., he at- 
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Harris Perlstein 


Marshall Lachner 
tended Northwestern University 


land the Wharton school of the Uni- 
versity of Pennsylvania. 


|@ Mr. Perlstein has been Pabst’s 
| president for 29 years, as well as 
| its board chairman for the past two 


| 


j|middle income nation. The num- 
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PEOPLE’S EXHiBIT—President Eisenhower is conducted through the 


“People’s Capitalism” exhibit in 


Union Station, Washington, by 


‘People’s Capitalism’ Exhibit Hailed 
as Ad Council's Top Overseas Effort 


(Continued from Page 2) 

panies contributing to the exhibit. 

During the next nine days, thou- 
sands of persons passing through 
Union Station here will be invited 
to submit their comments on the 
exhibit, including the “people’s 
capitalism” theme. Council offi- | 
cials say the schedule of overseas | 
showings still is not definite, but 
that the exhibit—and perhaps | 
others like it—will be used wher- | 
ever it can be shown. It will not 
be used in the U. S. 


@ Mr. Repplier said today that 
showings in most places probably 
will be on an invitation basis, since 
the exhibit was prepared with a 
view toward the more educated 
and sophisticated individual, rath- 
er than the man in the street. 

The exhibit covers 7,000 square 
feet. Inside the entrance is a cut 
away version of a type of house 
commonly used by work-a-day 
people in 1776. Panels, displays, 
blow-ups and transparencies are 
used to explain in simple terms the 
subsequent evolution of the U. S. 
economic system. 

Near the exit is a prefabricated 
house, provided by U. S. Steel 
Homes Inc. It is equipped and 
furnished in a manner available 
to an average worker today, the 
exhibit explains. 

A nail-making machine which 
produces 16,000 nails per hour is 
used to illustrate how machines 
and science bring down production 
costs and help improve living 
standards. In 1776, it is pointed 
out, nails were laborously pounded 
out by hand. Now they are plenti- 
ful and cheap. 


® Rewards of technical progress 
have been shared with the work- 
ers, the exhibit explains. Charts 
show hcew real wages have in- 
creased and working hours de- 
clined. A large photo showing a 
collective bargaining session under 
way explains, “Strong, free labor 
unions represent many workers 
and bargain with management.” 
“Contrary to Karl Marx’ predic- 
tions,” it is explained, “in America 
the rich did not get richer and the 
poor poorer. America became a 


ber of very rich and very poor 
steadily declined, while the middle 
class got larger and larger.” 


at Colgate by Frank W. Reif, for- 
merly sales manager of Colgate’s 
home office soap sales department. 


‘the 


His official title will be general 


After explaining that America 
gave its citizens complete freedom 
to choose their jobs and activities, 
exhibit observes, “Almost 
everybody became a _ capitalist.” 


| As late as 1900, it said, capital gen- 


erally came from a few banking 
houses. 

“Yet today the people them- 
selves are the capitalists,” it said. 
“Nearly every American owns life 
insurance, has a savings account, 
or belongs to a pension plan. Many 
companies have more stockholders 
than employes.” 


® Other panels explain that the 
basis of the American system was 
in the Declaration of Independ- 
ence, which established our respect 
for the individual. The exhibit also 
described increased educational 
opportunities and cultural devel- 
opment which have developed 
here. 

The prefabricated house is de- 
scribed as “the house of an average 
American, not a rich man’s house.” 
A panel explains how workers 
buy houses of this type through 
modest down payments and 
monthly instalments. 

At the exit, the visitor is told: 

“Since the dawn of time, men 
have dreamed of a day when there 
would be more to life than a 
grinding struggle for food and 
shelter. 

“They have dreamed of a time 
when the better things of life 
would be within the grasp of all 
men, great and humble alike and 
not just a fortunate few. 

“They have dreamed of a society 
in which all men would be free 
with each man as good as his 
neighbor. 


® “America, like the rest of the 
world, has marched toward this 
shining goal. Thanks to good for- 
tune and hard work, a dynamic 
new way of life has come about in 
the U. S. 

“It is, in truth, people’s capital- 
ism—capitalism ‘of the people, by 
the people, and for the people.’ 

“It is man’s newest way of life. 

“It is bright with promise as the 
way of the future.” 


Burnett Trust Gets $550,000 
Leo Burnett Co., Chicago, will 
Pay $550,000 into the agency’s 
profit sharing trust for the bene- 
fit of employes who are mem- 
bers of the trust. This payment, 
derived from the company’s 1955 
operations, is the largest payment 
credited to the trust in any one 


manager, home office soap sales| year. About three-fourths, or 470, 


department. Succeeding Mr. Reif | 


of Burnett’s 630 employes are 


Britain by changing over to a years. Besides its beer, Pabst also|as sales manager will be Michael| members of the trust; the remain- 


magazine-type paper stock called| markets carbonated soft drinks | P. Frawle 


mechanical printing paper. 
date was given for making the 
shift away from newsprint. 


|antibiotics and rare biochemicals. 


y, formerly assistant sales | 
No/|and produces industrial enzymes,| manager. Both are Colgate career |available for membership. The 


ing are new employes not yet 


men; Mr. Reif joined up in 1919,/fund is now approximately $3,- 


Mr. Lachner will be succeeded’ Mr. Frawley in 1932. 
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‘Minneapolis Star’ 
Changes Dress, — 
Body Inside, Too 


MINNEAPOLIs, Feb. 14—The Min-| 
neapolis Star came out with its) 
“new look” yesterday. 

Among the major changes are| 
the use of four-color editorial pic-| 
tures five days weekly, improved! 
news display, the addition of sev- 
eral new features and a general! 
rearrangement of pages and fea-| 
tures. 

Featured on the Star’s front! 
page yesterday was a four-column| 
color picture of Queen Elizabeth 
greeting a Nigerian subject, a| 
black-on-yellow logotype and a 
news digest and index of news | 
events. 

Added Star features include a| 
complete weather forecast map| 
and weather report, a new tv pro-| 
gram listing with previews and 
program notes, a new women’s 
column, two new comic strips, a 
new “Star Calendar” of meetings 
and events and a new “Last Word” 
column. 


® The Star is the first major 
American newspaper to use full- 
color photos five days a week and 
the first to schedule production of 
spot news color pictures on a day- 
by-day basis, according to John 
Cowles, publisher. 

Yesterday’s editions culminated 
11 years of readership studies and/| 
reader research, plus nearly a year 
of planning and preparation. 

The changes affect not only ad- 
vertising position, but also ad siz- 
es. Starting March 1, local ads will 
be limited to a maximum depth of 
238 lines or 17” unless they run a 
column deep. 

Sidney S. Goldish, Star director 
of research, pointed out that this 
ruling was adopted because it was 
found, after analyzing readership 
studies, that news space smaller 
than three columns by 4%” deep 
on inside pages was not “strong 
enough” to carry the load of read- 
ership flow through the pages. 
That is, “hole filler” news stories 
on inside pages did little to pro- 
mote over-all reader traffic, he 
said. 


‘STAR,’ ‘TRIBUNE’ 
RAISE SOME RATES 

MINNEAPOLIS, Feb. 14—Rate in- 
creases for classified and retail | 
advertising have been announced | 
by the Minneapolis Star and Trib- 
une. 

Classified ads appearing in all 
editions of the daily Star and 
Tribune have been raised 5¢ a 
line. The change in retail rates 
will become effective March 1. 

No change is contemplated for 
Sunday Tribune classified rates at 
this time, according to John Mof- 
fett, advertising director of the 
newspapers. 

Classified ads appearing only in 
the metropolitan editions of the 
daily Star and Tribune have not 
been changed. 


@ When the retail rate increase 
goes into effect, that for the Sun- 
day Tribune will be raised 3%¢ 
a line; for the Star, 2%¢ a line, 
and for the morning Tribune, 1¢ 
a line. 

Mr. Moffett said steadily in- 
creasing operating costs and recent 
increases in newsprint prices make 
the increases necessary. 

The newspapers, as an experi-| 
mental paper-saving measure, also) 
are offering retail advertisers for 
the first time an opportunity to 
buy metropolitan zone circulation | 
of the Sunday Tribune, about 245,- 
000 copies, without using the same 
space in the paper’s full circula- 
tion of more than 600,000. A dis- 


De 
So light they almost fly! 
==> 
Paftim * Biscuits 


Porto 


FLYING BISCUITS—Puffin Biscuits, 
made by Ready-To-Bake Foods, 
Los Angeles, float through the air 
to portray “lightness.” This color 
page is scheduled for Good House- 
keeping and the Feb. 27 Life. Hen- 
ri, Hurst & McDonald, Chicago, 
is the agency. 


count of 10¢ a line from the reg- 
ular earned Sunday rate will be 
given any advertiser using only 
the metropolitan zone circulation. 
Advertisers using that plan will 
be budgeted according to linage 
used in 1955. 


® Two other ad changes also will 
go into effect March 1. At that 
time, maximum depth of ads that 
do not run a full column will be 
limited to 238 lines instead of 280 
lines. 

Sunday Tribune retail ads call- 
ing for a change of copy between 
city and mail editions will be re- 
quired to measure a full eight 
columns instead of seven. 

An increase in retail rates an- 
nounced last July for Picture mag- 
azine, the Sunday Tribune’s roto- 
gravure section, went into effect 
Jan. 1. The increase amounted to 
10% over previous retail roto rates. 


Hotpoint to Sell 
Own TV Set Line 
Starting Next July 


Cuicaco, Feb. 15—Hotpoint Co. 
will introduce a line of b&w tv sets 
next July. Screen sizes will range 
from 14” to 24”. 

The announcement puts a tele- 
vision account back into Maxon 
Inc.’s fold. Last month, Maxon lost 
the tv portion of the GE account, 
effective June 1, to Young & Rubi- 
cam, when GE realigned its agency 
assignments in conformity with a 
reorganization of its consumer 
products division (AA, Jan.16). 

Maxon continued to handle 
housewares and radio for GE as 
well as the Hotpoint division. At 
the time it was hinted that Hot- 
point might announce its own line 
of tv sets in a few weeks. 


® Hotpoint officials contacted by 
ADVERTISING AGE indicated that 
while the agency question has not 
been settled definitely, Maxon 
probably will handle the account 
along with the rest of Hotpoint. 

The sets will be produced for 
Hotpoint at the General Electric 
plant in Syracuse. 

A new-product department is 
being set up by Hotpoint for the 
television line. No manager for 
the new department has been 
named yet. 


Mitchell, Murray & Horn Bows 

Mitchell, Murray & Horn has 
opened offices at 251 Kearny St., 
San Francisco. The new agency 
will be operated by Sonny Mitch- 
ell, formerly radio-tv director for 
Fred Gray & Associates; Conn 
Murray, also formerly with Gray, 
and Robert Horn, previously with 
Raymond I. Lang Advertising, 
San Francisco. 


_ Last Minute News Flashes 


Gardner Relinquishes Switt's Jewel Line 


Sr. Louis, Feb. 17—Gardner Advertising announced that it has re- 
linquished the Jewel oil and shortening accounts of Swift & Co. “by 
mutual consent.”” The action was taken, Gardner said, because the 
amount of billing did not justify continuing service. Jewel billing in 
measured media in 1954 came to less than $25,000. Gardner continues 
|to handle accounts of two Swift subsidiaries: St. Louis Independent 
Packing Co. and one division of Derby Foods, Chicago. 


New Lever Cheese Product Assigned to FC&B 


New York, Feb. 17—Foote, Cone & Belding has been named the 
agency for a new cheese product of Lever Bros. Co. The new product 
has no name, but is understood to be a semi-soft process cheese which 
may be ready for introductory marketing in about six weeks. FC&B 
reportedly also has been named for a new Genera] Foods’ Jell-O divi- 


identified. 


Amity Leather Division Names Weiss & Geller 


West BEND, WiIs., Feb. 17—Weiss & Geller, Chicago, has been named 
to handle advertising for the Rolfs division of Amity Leather Products 
Co., effective June 1. The account moves to Weiss & Geller after 16 
years with Cramer-Krasselt Co., Milwaukee. The remainder of the 
company’s advertising is handled by Gordon Best Co., Chicago, which 
replaced Batten, Barton, Durstine & Osborne Jan. 1. 


Schlitz, Anheuser-Busch, Ballantine Lead Brewers 


New York, Feb. 17—Preliminary data released to AA today by Re- 
search Co. of America, publisher of the annual “Brewing Industry 
Survey,” indicates that the ten leading U.S. brewers in ’55 sold an 
estimated 36,190,389 bbls., or 40.4% of estimated total sales of 87,000,- 
000 bbls. Ten leading brewers in ’55, with their relative positions in 
*54 shown in parenthesis were: Joseph Schlitz (2 in 54) with 5,780,- 
000 bbls.; Anheuser-Busch (1 in ’54) with 5,611,000 bbls.; P. Ballan- 
tine (3 in ’54) with 3,953,000 bbls. Barrelage figures for remaining 
seven brewers in top ten are not yet available. But their relative 
rankings are predicted in this order: 4. Falstaff (6 in ’54); 5. Pabst 
(4 in ’54); 6. Liebmann (5 in '54); 7. Theo Hamm (8 in ’54); 8. 
Carling (17 in ’54); 9. F & M Schaefer (7 in 54); 10. Miller (9 in ’54). 


Biow Names Livermore to Handle Lanolin Plus Drive 

Cuicago, Feb. 17—Lanolin Plus Inc. has bought alternate week par- 
ticipation in “Name That Tune” (CBS-TV) starting March 27, to head 
up a second quarter promotion which also will include use of Harper’s 
Bazaar, Life, Vogue and movie and romance magazine groups through 
July, as well as heavy newspaper schedules through June. Meanwhile, 
Jess Livermore, head of Whitehall Pharmacal’s cosmetics division, is 
joining Biow Co., the Lanolin Plus agency, and will serve as account 
executive on the $3,000,000 account. 


U. S. Advertising Corp. Gets Merchandise Mart 


Cuicaco, Feb. 17—U. S. Advertising Corp. has been named to handle 
advertising for the Merchandise Mart, an account which bills about 
$75,000 a year. In addition, the agency will get collateral accounts of 
different home furnishings associations located in the Mart. Frederick 
Williams & Associates previously handled the account. 


Carmichael Leaves Tatham; Other Late News 


® Dan Carmichael has resigned as market research director of Tath- 
am-Laird, Chicago, effective March 1. Mr. Carmichael has not an- 
nounced his plans, and Tatham-Laird has not appointed a successor. 


e American Pop Corn Co., Sioux City, Ia., maker of Jolly Time pop- 
corn, has appointed George H. Hartman Co., Chicago, to handle its 
national advertising. Buchanan-Thomas Advertising Co., Omaha, which 
formerly had the entire account, will continue to handle the company’s 
bulk sales division. 


© California Eastern Aviation Inc., Washington, D. C., has named 
Gaynor, Colman, Prentis & Varley, New York, to handle its advertising 
and pr. California Eastern, a new advertiser, is a contract operator in 
aviation research, instruction and allied services. 


@ McGraw-Hill Publishing Co., New York, reports gross income for 
calendar 1955 of $76,653,353, compared with $70,017,913 in ’54. Net, 
after taxes, for 55 was $6,283,951 compared with $5,924,300 for ’54. 


American Retail Federation Issues Book 
Showing Milline Rates for 270 Newspapers 


WasHINGTON, Feb. 15—Retailers|to have no relationship with the 
got a new bargaining weapon to- rates charged in other communi- 
day in the form of a tabulation by ties. The federation’s chief con- 
the American Retail Federation tention has been that retailers are 


sion product, which is still in the planning stage and has not been) 


showing retail newspaper rates for 
about 270 papers in 186 markets. 

Hailed as the first effort of its 
kind, the report is expected to 
enable advertisers to compare rates 
in their markets with those in 
newspapers of similar size and 
circulation elsewhere. 

American Retail Federation is 
carefully avoiding any comment 
on the conclusions, if any, which 
can be drawn from the tabulation. 
However, the report has been care- 
fully arranged so that. retailers 
can readily compare rates in 
“competitive” and “non-competi- 
tive” markets in the same popula- 
tion groups. 


® More than a year ago, the fed- 
eration began complaining that 
many newspaper rate cards seemed 


asked to pay excessive rates, par- 
ticularly in non-competitive mar- 
kets. 

The new study, offered as the 
first in an annual series, covers 
177 evening papers, 84 morning, 
172 Sunday, 82 morning-evening 
combinations, nine morning-Sun- 
day combinations and 19 evening- 
Sunday combinations. Of the 188 
markets, 150 were classified as 
“non-competitive.” 

Copies of the report will be 
distributed to 29 national, and 36 
state associations affiliated with 
the federation and several hun- 
dred retailer members. Non-mem- 
bers may buy the report from the 
American Retail Federation, 1145 
19th St., Washington, for $10 for 
the first copy and $5 for each ad- 
ditional copy. 
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Liquor Ad Ban 


Perils Other Ads, 
Solons Hear 


WAsHINGTON, Feb. 16-—Spokes- 
men for the alcoholic beverage in- 
dustries emphasized their efforts to 
conform to “good taste,” as two 
congressional committees spent 
most of this week listening to argu- 
ments over legislation outlawing 
all advertising of alcoholic bever- 
ages. 

Beer and wine spokesmen out- 
lined the voluntary advertising 
standards adopted by their indus- 
tries. A spokesman for the Distilled 
Spirits Institute said liquor ads 
already have been institutionalized 
to the point where the industry’s 
ads rated 25th in a Starch survey 
covering four-color ads in 25 cat- 
egories in Life. 


® The Magazine Advertising Bu- 
reau and Four A’s protested that 
legislation curtailing advertising 
for alcoholic beverages might be- 
come a precedent for curtailment 
of other legal products which are 
offensive to organized minorities. 
George Link Jr., general counsel 
for the Four A’s, also reported that 
the association’s interchange of 
opinion on objectionable advertis- 
ing did not receive a single com- 
plaint about alcoholic beverage ad- 
vertising in 1955. 


® This contrasts, he said, with 14 
criticisms registered in 1953 and 10 
criticisms in 1954. He reported that 
the interchange handled a total of 
91 protests from agencies for all 
kinds of ads in 1955, “but none of 
these were for alcoholic beverage 
advertising.” 

This week’s hearing represented 
the fifth time that the Senate inter- 
state commerce committee has 
studied this type of legislation in 
the past nine years. 

It was the second time around for 
the House committee, which had 
hearings in 1954 simultaneous with 
the Senate hearings. The two com- 
mittees have identical bills: §.923, 
sponsored by Sen. William Langer 
(R., N.D.), and H.R. 4629, by Rep. 
Eugene Siler (R., Ky.). 


® Much of the attack on advertis- 
ing singled out beer programs and 
beer spots which run adjacent to 
popular tv shows. 

“Not only does the beer spot in- 
trude in the living room without 
warning,” said one “dry” witness, 
“it often chooses those times when 
the family is gathered before a 
wholesome program. 

“Your witness has seen beer ads 
flashed on the television screen 
during station breaks in the midst 
of such programs as “The Parade 
of Roses’ and ‘Peter Pan,’ and im- 
mediately adjacent to early eve- 
ning programs designed for family 
viewing. He heard one beer jingle 
on an Ohio radio station on a Sun- 
day afternoon a split second after 
the Billy Graham program had left 
the air.” 


® Sponsors of the bill contended 
they are not advocating prohibi- 
tion. Rep. James C. Davis (D., Ga.) 
testified, “Industry members can 
continue to make and market their 
products. We seek only to protect 
the non-drinker from skillfully 
prepared advertising that tries to 
break down his resistance.” 

The U.S. Brewers Foundation 
warned that the bill would, in time, 
destroy the brewing industry be- 
cause it would reduce beer sales 
by 50%. 

The foundation pointed out that 
similar legislation on liquor ads 
was overwhelmingly rejected by 
referendums in the state of Wash- 
ington in 1954 and North Dakota 
in 1955. 
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Rates: $1.25 per line, minimum charge 


lines (maximum—two) 30 letters and spaces Per line; 
line. Add two lines for box number. Copy deadline, 
noon 5 days preceding publication date, 


$5.00. Cash with order. Figure all cap 
upper & lower case 40 per 
: Chicago office, Wednesday 
Display classified takes card rate of 


$15.50 per column inch, and card discounts, size and frequency apply. 
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HELP WANTED 


HELP WANTED 


SALESMAN: Established Comm. Photo 
studio expanding to handle complete Art - 
“The whole ball of wax” for brochures, 
ete., including printing. Comm. & small 
¢raw for right man. Chicago area. 

Box 8203, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 

WANTED 

Proofreader, male, full-time. Prefer one 
with grocery trade journal experience. 

Box 8201, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 
Advertising Space Selling Opportunity 
Well seasoned space representative has 
opportunity to become associated with one 
of the largest publishers of business pa- 
pers. Well established territory centering 
in Chicago. Applicant should have trade 
and industrial magazine experience. Good 
salary plus bonus arrangement after rea- 
sonable period. Reply promptly for inter- 
view giving complete details of age, ex- 
perience, education. 

Rox 8202, ADVERTISING AGE 
200 E. Milinois St., Chicago 11, Mlinois 


ALL IS GRIST 
....Which comes to our mill. 
Lila Molene 105 W. Adams St. 
ANdover 3-4424 Chicago 3, Il. 


Advertising Dept., Monthly publication 

has opening for man or woman to handle 

make up and production. Ability to write 

sales letter and editorial material helpful. 
Will consider beginner 

Trailer Travel Magazine 

121 West Wacker Drive 

Chicago 1, Illinois 


Phone FR-2-9281 


GIRL COPYWRITER 
Imaginative girl with fashion flair. This is 
a rare opportunity to learn the entirety of 
retail advertising in one of Chicago's out- 
standing specialty stores. 

Box 8205, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Iilinois 
HELP WANTED 
Advertising Assistant - Ambitious young 
man with well rounded background 
needed in industrial advertising depart- 
ment, Chicago area. Must know produc- 
tion, understanding of copy and layout. 
Accurate and resourceful. 
education. experience and salary required. 
Box 6204, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


Artist—Potential Art Director—Someone 
permanent to grow with new company. 
4 man staff-take charge of ail art and 
production. Bonus, insurance, pension, 
etc.—-we want a team man. 
RECORD ADVERTISING AGENCY 
PAIRBURY, ILLINOIS 


From Coast to Coast it’s 
THOMAS PERSONNEL 
for 
Advertising 
Acct. Execs. - Copy - Layout - Artists 
Merchandisers - Media, etc. 
Personalized Service 
8 Sa. Michigan Ave. - Chicago - FR 2-6230 


PACKAGE DESIGN 
SALES EXECUTIVE 


One of the largest package design con- 
sultants in New York has an opening for 
— 


& saies executive to solicit 
known manufacturers of mer 
chandise. He should have the following 
background and characteristics: 
Substantial experience in packaged mer- 
chandising, materials and techniques and 
ability to use this experience effectively. 
Creative, imaginative and inventive, yet 
practical. Able to verbalize ideas rapidly 
whether oral or written. 


Ability to understand motives of others 
rela- 


te work with sustained concentration and 
py proper attention to both detalis 
and © overall aspects of the job. An 
effective organizer and administrator able 
to grow into a position of top level re- 
sponsibility and decision making. 


Our staf! knows of this ad. Replies w'll be 
held in strict confidence. 

Box 813 ADVERTISING AGE 
480 Lexington Ave. New York 17, N. Y. 


Write, giving | 


Advertising Sales Manager 
If you are capable of developing adver- 
tising selling plans, managing and super- 
vising five-man sales staff and coordin- 
ating promotion and research, a leading 
Chicago business publication in vital in- 
dustry has an attractive opening for you. 
| Must be capable of handling some key ac- 
| counts and able to competently coordinate 
and direct activity of department. Please 
give full business and personal details, 
including salary. All replies confidential. 

Box 8194, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 
WRITERS 
RADIO AND TV 

Prefer those who know Mail Order or un- 
|derstand Hard Sell for Radio and TV. 
| Drug or Cosmetic experience helpful. Can 
also use one writer who knows black and 
white space. 

Box 8207, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 

BARNARD’S — NATIONWIDE 

CONFIDENTIAL LISTING 
Publ’g Research 

202 S. State Chicago 


SPACE SALESMAN WANTED 
Space salesman with experience in out- 
door field. Mid-West location with old es- 
tablished firm. Office and secretary fur- 
nished. Age 35-45. Willing to travel part 
time. Salary and expenses. Furnish re- 
sume and recent photo. All replies kept 
confidential. 

Box 8208, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ilinois 
CIRCULATION MANAGER by publisher 
of three successful business papers, lo- 
cated in New York City. Should have ex- 
perience handling both BPA and ABC. 
Salary to start $7500 with excellent pros- 
pect for increases. Organization is vigor- 
ous and growing. Position has a fine fu- 
ture. Send complete information in first 
letter. 

Box 8210, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 


ADVERTISEMENTS HERE 
WILL GET RESULTS 


~~~ ¥OUR CLASSIFIED — 


HELP WANTED 
EDITORIAL PROJECT DIRECTOR 
Large home magazine has unusual oppor- 
| tunity for man with construction know!- 
edge and editorial experience. Background 
in home furnishings helpful. Must have 
proven experience in public contact. Mod- 
erate amount of travel. Chicago location. 
| Excellent salary for qualified man 25 to 
| 35 years of age. In replying please give 
full details covering age, education, ex- 

perience, and salary requirements. 

Box 8211, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 
MALE EDITOR WANTED 

|for long-established merchandising busi- 
ness paper. Unusual opportunity with 
| long-established company. Appointment 
| made upon receipt of complete resume. 
| Our staff knows about this ad. 
| Box 8212, ADVERTISING AGE 

480 Lexington Ave., New York 17, N.Y. 
COPYWRITERS 

Frank Lavelle provides service for em- 

ployers and applicants in the field of Ad- | 

| vertising. He’s at Cornell Personal, Inc., | 
| 14 E. Jackson, Chicago. Wabash 2-8550 
ADVERTISING ASSISTANT 
|to President of medium-size growing 
| proprietary drug firm. Age 28 to 36. Ex-| 
| perience with package goods advertising, 
either for agency or client, necessary. 
Splendid opportunity for man with right 
experience and ability. Write giving com- 
plete information on background, experi- 
ence, opportunity you seek, salary desired 
to Box 8213, ADVERTISING AGE. 
480 Lexington Ave., New York 17, N.Y. 
MAGAZINE PRODUCTION MANAGER 
(man or woman) by fast growing Florida 
firm to supervise all phases production 
magazines, service work (folders, bro- 
chures), deal printers, suppliers, handle 
cost estimates, scheduling, follow thru, 
etc. Box 8219, ADVERTISING AGE. 

200 E. Illinois St., Chicago 11, Illinois 
MAIL ORDER 
COPYWRITER 

We'll be adding a copywriter soon, a man 
experienced in writing mail-pulling copy | 
for publications and direct mail. We think 
this writer will be around thirty, a man 
who writes direct response advertising 
copy because he likes the challenge of 
having to face the results tomorrow of 
what he writes today. He’ll be a man who 
is at home when contacting the client 
with his own copy. We are a young but 
well-established Michigan Avenue Agency 
| with a profit-sharing plan and a future. 
Our present writers know we're getting 
them more help. Replies confidential. 
Write or phone Frank Baker, Grant, 
Schwenck & Baker, 520 N. Michigan, 
WH 3-1033. 

POSITIONS WANTED 
EXPERIENCED PRODUCTION MGR. 
A-1 organizer. Agency or Ad Dept. $8,000. 
Box 8187, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


WE NOW NEED 
Foods Copy Writer $12,000 
Miscellaneous Copy Writers 


$5200 to $ 
Ag. Copy Writers 
$8000 to $10,000 
$ 
ART DIRECTOR 
with creative ability to direct, 
—— make quick visuals. Must 


BIRCH 
* 


Executive 
Placement 
Counselors 


PR, Editorial and 

Newspaper People 

By appointment only 
59 E. MADISON + SUITE 141 

CEntral 6-5670 

ow production and typography. 
A challenging opportunity for ex- 
rienced, energetic man with 
ouston’s largest locally owned 
4-A —- md resume of 
background, samples of work, 
and starting salary expected to 
Aylin Advertising Agency, 904 
Lovett Blvd., Houston 6, Texas. 


| age goods, 


ees Cts 
. 


POSITIONS WANTED | 


Advertising Age, February 20, 1956 


REPRESENTATIVES WANTED 


PROMOTION-ADVERTISING MANAGER 
7 yrs. exp. food & package goods with 
mfr. & agency. Prolific idea man, strong 
writer. Age 32, B. S. Mktng. Min. Sal. 
$8,500. Box 8220, ADVERTISING AGE. 

480 Lexington Ave., New York 17, N.Y. 


4A AGENCY EXECUTIVE 
desires to make a change. Over 20 years | 
agency experience on national accounts: | 
Adm., Acc’t. Exec., Contact, Sales, Mdsg., | 
Creative copy ideas, research, foods, pack- 
building equipment, M. O., 
and D. M. Willing to make small invest- 
ment. We know this man’s ability and 
sound thinking prefers Chicago. Write in 
confidence Box 8206, ADVERTISING AGE. | 
200 E. Illinois St., Chicago 11, Illinois | 
ADVERTISING DIRECTOR 
10 yrs. 4A Agency account executive. 4) 
yrs. trade space sales. Knows all phases | 
of industrial promotion. Experienced on 
electrical, electronic, building, construc- 
tion accounts. Age 39. Now in Ohio. Will 
move. $12,000. 
Box 8209, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois | 
| 


AD-MINDED EDITOR, strong on produc-| 


days. Box 58, Ocean City, NJ. 
TOP CREATIVE ADVERT. MAN 
20 yrs. experience all phases incl. 
promotion, layout. Married. 
Box 8214, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Dlinois 


TELEVISION EXECUTIVE 
Geared To The New Trend 
In Agency Organization 

This man fits right into today’s demand 
for executives who know marketing 
strategy, sales and all phases of advertis- 
ing. ..in addition to the ins and outs of 
television. He can direct account plan- 
ning, including television and other me- 
dia, budgets, merchandising and all rele- 
vant facets of a client’s business. Solid 
background of fifteen years’ strong crea- 
tive and administrative experience with 
top agency, national advertiser, and net- 
work. He knows programming and pro- 
duction, commercial creation and han- 
dling, scheduling and clearing time, and 
the integration of television into over-all 
advertising and marketing plans. Now 
well and securely employed. Glad to ex- 
plain why interested in change, New York 
only. Box 8217, ADVERTISING AGE. 

480 Lexington Ave., New York 17, N.Y. 


sale, 


NEW YORK REPRESENTATIVE 

Preferably with industrial or automotive 
trade paper experience. Salary, commis- 
sion and expenses. Send full details, sal- 
ary desired, etc. Will interview in New 
York City, early in March. Address: Ad- 
vertising Age, Box 8216, 200 E. Illinois St., 
Chicago, Illinois. 
Sales representatives, dealers, distributors. 
Fast selling line of stock & printed to 
order billbooks, cash books, salesman’s 
order books, printed business forms with 
or without carbon, used by every retailer, 
wholesaler, distributor, manufacturing & 
industrial firm. World's largest manufac- 
turer. Good side line. Free illustrated cat- 
alog. Age, Box 502, Great Neck, N.Y. 


BUSINESS OPPORTUNITIES 


Trade Magazine Wanted: We are inter- 
ested in a trade magazine now operating 
profitably with gross of approximately 
$250,000. Please send copies and details. 
Box 8077, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 
Industrial Businesspaper Wanted 
Long established publisher wishes to add 
a successful paper in the industrial field. 


480 Lexington Ave., New York 17, N.Y. 
AGENCY MERGER 
Completely staffed, fully recognized Chi- 
cago agency with over $200,000 in billing, 
(and definitely a money-maker), interest- 
ed in merger with similar organization. 


| Objective pool resources increase profits. 


Box 8193, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
Test Sanders Dandy ABC 3 
Avon Herald News - Nunda News 
Livingston County Leader, Geneseo, N.Y. 
Tops in grass roots value 
MERGE TO REDUCE OVERHEAD— 
INCREASE PROFIT 
Financially strong, 4A Agency offers small 
agency opportunity to merge with fally 
staffed, successful operation. Write for 
convenient meeting. 
Box 8215, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
MISCELLANEOUS 
Complete News Service! We write your 
releases & distribute locally, regionally 
or nationally. Clippings provided. Special 
Promotions, Box 411, Charleston, IIL 


FEED SALES EXECUTIVE 
Aggressive Midwest sales and merchandis- 
ing man seeks greater opportunity in feed 
industry or allied business. Well grounded 
in advertising, promotion and all phases 
of sales management. Capable of hiring, 
training and supervising salesmen, 15 
years with present employer, married, 39 
years old, willing to relocate, five figure 
salary. Write in confidence to: 

Box 8218, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


ART STUDIO SALESMAN 


If you can get Business, we've got 
the studio that can really deliver for 
your clients. Layouts, keylining, 
paste-up, illustrations, you name it 
and we have it with the kind of 
quality you'll be proud to show and 
sell your most demanding client. 
We've got some big names on our 
client roster now, and we've got 
room for more (big or little). We'll 
pay you well for your services. Let 
us know, in detail, what you've done 
and can do. 


Advertising 
Executive 
Available 


Seeks new challenge as either Adver- 
tising Manager or Account Executive. 
Offers 20 years of successful experi- 
ence in marketing, merchandising and 
advertising at top management level 
with one of nation’s leading firms. Thor- 
ough knowledge of costs, budgets, de- 
sign, copy, graphic arts. College de- 
gree. Will relocate. Résumé on request. 
Box 814, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, lil. 


CAN YOU 


ARE YOU 


DO YOU WANT 


...A permanent position, with 


hospital insurance? 


lished farm magazine. Write fully, 


.. .Prepare effective farm-magazine advertising promotion? 

. . Organize and devise sales presentations? 

.. . Translate ferm market statistics into sales promotion pieces? 
. . «Write well, and make good original rough layouts? 


.. .Between 25 and 35 years of age? 
...A“doer"’ whose ideas, copy and layouts speak for themselves? 


fine retirement plan. . .group life insurance. . . medical-surgical- 


... Allin a fast-growing western metropolitan city? 
IF YOUR ANSWER IS ‘‘YES’’ to most of the questions above, you 
are probably the man needed on the promotion staff of a long-estab- 
ence, salary desired; and send samples of work (which will be returned). 


BOX 820 ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


a liberal vacation schedule... a 


in confidence, stating age, experi- 


Box 817, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


PROPER REPRESENTATION 


| Mature, 


Copy-writing, Merchandising-minded 
CREATIVE ACCOUNT EXECUTIVE 
15 yrs. with mfgr., 4A agency, Ad Mgr. 
ANA assoc., own SP agency. Col. grad., 39. 
Postoffice Box 3053 Chicago 54, Illinois 
ADVERTISING SPACE SALES 
exp. trade, business and con- 
sumer media. N.Y. resid. Available full 
time or rep. basis. Write: A. G. J., Apt. 
1l-H, 5 Peter Cooper Rd., New York 10. 


AGENCY 
Copy - Contact Talent 


There's a future in our organization for 
several Junior Ad-men (28-35) with copy 
sell-ability’’ and a practical 
to art, production, marketing and sales 
promotion. You'll have the opportunity 
of producing your best in the ‘‘at home 
environment of a progressive Ohio agency 
with complete facilities employing 100 
folks. You'll enjoy playing on our team! 
Handling both industrial and consumer 
accounts for home products and services, 
building products, motors, plastics, exca- 
vating and road building machinery, etc. 
. 5 years young and still growing . . . 
rtunity and salary, commensurate to 
. includes profit sharing participa- 


larly looking for you. Tell us about your- 
self, your experience and your aims in 
letter . . also send recent photo and 

tati for screening prior 


ASSISTANT: 
SALES PROMOTION 


DEPARTMENT 


Well known, well established Chi- 
cago publisher will add experienced 
man to promotion staff, age 27-35. 
Duties will be creative and adminis- 
trative. Must have solid advertising 
or promotional copy background, 
some rough layout ability, and 
should be capable of organizing ad- 
ministrative detail. Experience in 
sales incentive programs, awards 
and contests especially desirable. 
This man will join an expanding 
progressive organization in a posi- 
tion that will contribute directly to 
sales. 


Box 819 ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


repr ve pl 
to interview. All replies confidential. 
JAY H. MAISH CO., Marion, Ohic 


LIVE ...in lovely Long Beach, Indiana, 
on Lake Mich. 75 minutes from Loop by 
hourly train. Perfect place for family liv- 
ing. Excellent schools, country club, pool, 
18 hole golf course, quiet neighbors, low 
taxes. Modern 3 bedroom, two bath home; 
studio living rm., fireplace, patio; nr lake, 
shopping center-$25,000. Write - P.O. Box 
110, Mich. City, Ind. 


Fine, Fast, Fairly Priced Photography 


pics 


photographers 
DEARBORN 2-1062 
187 N. LAGALLE, CHICAGO ILLINOIS 


COMMERCIAL 
INDUSTRIAL 


PUBLICITY 
CONVENTION 


WANTED — ““Out where the West begins’ — 
INDUSTRIAL ADV. MGR. 
in beautiful, healthful 
TUCSON, ARIZONA 


Permanent position with substan- 
tial concern doing worldwide ma- 
jor equipment business. Exceptional 
opportunity for ambitious young 
man—30 or under—with good back- 
ground and knowledge of advertis- 
ing fundamentals, including produc- 
tion and copy; some engineering 
helpful. College degree with adver- 
tising major required. Send full de- 
tails and photo first letter. 


Box 825 ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ilinois 


ADVERTISING 
TIME BUYER 


2-3 years experience of net-work 
and spot buying. Send résumé stat- 
ing age, education, military status 
and experience. All replies held 
confidential. Salary $6,500 to $7,- 
500. Our own staff has been in- 
formed of this opening. Write to 
Box 816, 

ADVERTISING AGE 

480 Lexington Avenue 

New York 17, N. Y. 


SATISFIED WITH YOUR 
SPACE SALES? 


We offer you immediate, permanent, 
extensive (or regional) representa- 
tion through the earnest cooperation 
of our principals and their years of 
experience as publishers’ representa- 
tives for trade and business papers. 
Our strategically located offices in 
Chicago, Cleveland, and New York 
will give you the same personal 
services as your own organization, 
without the necessary overhead. 

Our Senior Executive will piadly 
discuss your situation personally and 
confidentially. 


Box 815 ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


Box 822, ADVERTISING AGE 


IMMEDIATE OPPORTUNITY 
FOR 

EXPERIENCED COPYWRITER 
Well known, medium sized Chicago advertising agency with diver- 
sified accounts primarily in durable goods field seeks copywriter 
who is an experienced producer of general and trade publication 
advertisements. This man must be able to create single ads and 
complete campaigns at a fast moving pace. Age 28-35 preferred. 
Writer must qualify as assistant copy chief and will work on varied 
accounts. Full employee benefits including bonus and profit sharing 
plan. Write giving personal data, full details of experience and 
earning record. Replies confidential, of course. 


200 E. Illinois St., Chicago 11, Ill. 


DOUG SMITH,IN 


of Ad men, for Ad men... by an Ad mat 
who has worked in all the jobs himself 
for over 20 years 


333 NORTH MICHIGAN AVENUE - CHICAGO 
FRonklin 2-3280 
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Ridings Names Burch VP 

Walter E. Burch, director of 
publicity of Abilene Christian Col- 
lege, Abilene, Tex., since 1951, 
will become vp of Paul Ridings 
Public Relations, Fort Worth, ef- 
fective Feb. 27. 


ADV. COPY DIRECTOR 
Old established advertisin 
specializing in food field seeks experi- 
enced shirt-sleeve writer to direct copy 
for newspaper, outdoor, radio, tele- 
vision and point of urchase cam- 
pelene. A creative man between 30 and 
with merchandising appreciation 
and ability to direct staff members 
will find salary attractive. Send com- 
plete resume. 


agenc 


Box 823 ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


COPY — LAY-OUT 


Hot-shot creative man by growing 
agency for time and space accounts. 
Must be able to produce strong selling 
copy and good crisp roughs. Salary 
and future wide open to right man. 
College background and agency ex- 
perience essential. 
Box 824, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 


Manufacturer's Representative 
with Merchandise Mart Address will 
handle two more quality lines. Will 
be included in 50 nation-wide mail 
order catalogues. Houseware and 
Accessories preferred. 

59 East Madison Chicago, Illinois 
Call CEntral 6-5670 


ACCOUNT EXECUTIVE 


As a former partner in a small 
agency and now a Vice President 
(we all are V.P.’s here) in a mod- 
erate size multi-city agency, I can 
bring 15 years solid apverteing 
background and specialized f 
and publishing experience to a 
aaa “—ee. Let me sell you 
on what I can do for you, not 
what I might bring along. 

Box 821 ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


“Our 45th Year” 
CREATIVE STAFF OPENINGS 
FOR AGENCY COPY WRITERS 

Locations: NY, Chicago, Cleveland, 
Pittsburgh, Detroit, Mpls., KC. 


GLADER CORPORATION 
“The Agency's Agency” 
Stanley D. Koch, Dir. Adv. Div. 
110 S. Dearborn CE 6-5353 Chicago 


CAN YOU GET 
AD AGENCY BUSINESS? 
If so, we need you. And we'll pay you 
while you're getting it. We've got a fine 
record of longevity with our present cli- 
ents .. . we've got them off the ground 
and help them make money, But frankly, 
we fall short when it comes to getting new 
business. This is our problem. Perhaps 
you can help solve it. For the man who 
can get new business that needs complete 
top notch agency services, this is the 
lace. Either way, you'll be well paid right 
rom the start. All we ask is a successfui 
record of rms Let us know about 

1 


it in detail. 
BOX 81 ADVERTISING AGE 
200 E. Illinois St. Chicago 11, Ill. 


Advertising Age, February 20, 1956 


New Agency Means New Advertising 
Audience for Cigar Manufacturers 


NATIONAL PREMIUM 
EXPOSITION | 


MARCH 19-22,1956 
NAVY PIER 


CHICAG 


NEED ... new market- 
ing plans? new 

merchandising ideas? 5 
+» want to get facts on 
premiums? ... want to 
learn how to increase 
sales through the extra 
value of premiums? Then 
attend NPBE for the best 
ideas in this billion 
dollar premium industry. 


Executives and premium 
buyers should write today 


chen tt ef, 
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B. COFFMAN ASSOCIATES 
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(Continued from Page 3) 

of each of these agencies. He re- 
viewed with them the work of the 
institute and its past advertising, | 
sales promotional and public rela- 
tions activities. When he was satis- 
|fied that the agency was really 
interested in the institute’s prob- 
lems and willing to handle its ad- 
vertising at the approved budget, 
Mr. Raymond made a _ specific 
appointment for the agency to) 
make a formal presentation before | 
the advertising committee on Feb. 
9. 

On that date, each agency was | 
allowed an hour for its presenta- 
tion. These varied from informal | 
discussions between the agency 
representatives and members of 
the institute’s advertising commit- 
tee, to detailed step-by-step pro- 
posals for handling the advertising 
on an expanding scale. 

In each instance, Mr. Raymond 
said, the committee was interested 
primarily in new ideas for adver- 
tising. | 


® “The institute’s officers and 
directors,” he said, “feel that the 
institute should be responsible for 
creating a climate of cigar con- 
sciousness that will influence 
artists, art directors, copy and lay- 
out people to include cigars in 
expressing an advertising theme, 
whenever that is feasible. 

“For several years we have used 
all channels of publicity to point 
out that the giving of a cigar to 
announce the birth of a new child, 
to celebrate a raise in salary, or 
to promote something special, is 
the thing to do. 

“‘*Share my happiness’ is what 
we mean when we suggest saying 
it with cigars.” 


® All of the agencies that made 
presentations, Mr. Raymond em-| 
phasized, made very favorable 
impressions on the committee.| 
Doherty, Clifford was _ selected) 
unanimously after an hour’s delib-| 
eration for several reasons. 

It made a quiet, low-pressure | 
analysis of the industry’s problems 
with special emphasis on suggested 
ways and means of overcoming 
the prejudice that many women 
have against cigar smoking. The 
importance of women’s influence 
on cigar sales, and the agency’s 
suggestions for dealing with it, 
tipped the scales for DCS&S. 

On the basis of this proposed 
new advertising approach, Mr. 
Raymond said, the committee be- 
lieves that it can recommend to the 
institute’s board of directors an 
increase in the advertising budget. 

If and when this is done, he) 
said, the institute’s members will 
have to support it by voting to 
increase the percentage of their 
contributions or allotments. Allot- 
ments are now made on unit sales 
by member companies that are 
cigar manufacturers, or on a 
percentage of sales by member 
companies that are distributors or 
manufacturers of accessory prod- 
ucts. 


= The new advertising program 
will be presented to the institute’s 
executive committee at Chicago 
in March. The advertising is ex- 
pected to break in mid-June, as} 
the first step of the new program. | 
The second step probably will be 
taken in the fall when the ques- 
tion of increasing the advertising 
budget will be voted on at the 
annual membership meeting. The | 
current advertising budget calls 
for an expenditure of $250,000. 
That is what the institute spent 
in 1955 on an institutional cam- 
paign in Sunday sports sections of 
101 newspapers in 97 markets. 


| re 
7 
. 


The campaign ran _ bi-monthly 
from July 31 until the World 
Series when insertions were 
switched to daily newspapers. The 
theme was “A Cigar Is More than 
a Smoke—Its a Pleasure.” 


@ In 1955 the cigar industry had 
its biggest year since the war. It 
sold 6.1 billion cigars, compared 
with just about 6 billion units in 
54. Advertising expenditures for 
the industry as a whole, Mr. Ray- 
mond estimates, were between 
$12,000,000 and $14,000,000 in ’55, 
probably a record. 


The Cigar Institute was organ- | 


ized in 1940. It started advertising 
in 1949 on an experimental basis 
in Life and The Saturday Evening 
Post, with a budget of $60,000. 
The following year the institute 
was reorganized, a new advertis- 


ing program was prepared by B&B 
after extensive research, and the 
budget was stepped up to $200,000. 
In 1951 advertising was switched 
\entirely to newspapers, and later 
to Sunday sports sections. 

Members of the institute’s ad- 
|vertising committee, headed by 
John Des Reis, vp, Consolidated 
Cigar Co., include: Harry Wur- 
man, president, and Bernard Sless, 
vp, Bayuk Cigars Inc.; Philip Bon- 
dy, vp, General Cigar Co., and Wer- | 
/ner Liebert, vp, DWG Cigar Corp. 
Walter Lyon, institute president, 
and treasurer of Penn State Cigar 
Corp., and Mr. Raymond are ex 
officio members of the committee. | 
\In addition, Lynn Farnol, the) 
institute’s public relations consult- 
ant, attended the recent advertis- 
| ing meetings as an observer. 


‘Tapscott Resigns as VP 

Charles C. Tapscott, vp of Mc-| 
Quay-Norris Mfg. Co., St. Louis, | 
is resigning effective March 31. 
|Mr. Tapscott has been in charge) 
|of advertising and sales promotion | 


| 


89 


activities for McQuay-Norris, man- 
ufacturer of automobile parts, and 
has been with the company for 
nearly 34 years. 


a — 
BACON gets CLIPPINGS 


@ Make sure you get all published 
items about your or your client’s 
business each month. Bacon’s 
Clipping Bureau regulerly clips over 
3,240 publications for over 1,000 
clients. Approximately 100,000 
clippings sent out per month, from 
business, farm and consumer pub- 
lications. An invaluable service to 
ad managers, agencies, publicity 
and public relations men, research- 
ers and others. Write for free 
booklet No. 55, “Magazine Clippings 
Aid Business.” 

FOR BETTER RELEASE LISTS—BETTER PLACEMENT 


BACON'S | } BACON'S 

PUBLICITY $15.00 | PUBLICITY $2.00 
CHECKER on approval| HANDBOOK on approval 
BACON'S CLIPPING BUREAU 
343 S. Dearborn St. ¢ Chicago 4, Illinois 


A great deal of printed matter (gov- 
ernment statistical reports, for ex- 
ample) is read, as a business necessity, 
purely for information, and much of it 


is pretty boresome. 


Advertising Age, 


though it is with facts and figures of 
value to movers of merchandise, is 
never dull. Anyway, that’s what AA 
readers tell us. Martin Zitz is one of 
hundreds who have written us to this 
effect. Mr. Zitz has an insatiable ap- 
petite for the kind of information he 
finds in Ad Age, but he enjoys himself 
while he’s digesting it. His letter: 


. 7, ’: * 
RG foes ng 


President 


income, I find 


and enjoyable 


says MARTIN 


‘ 


ZITZ 


Henri, Hurst & McDonald, Inc. 


“Since the advertising business is my big- 
gest hobby as well as my main source of 


reading Ad Age an enter- 


taining pastime. 
“Our business is the most stimulating 


occupation in the world. I, 


therefore, read AA as avidly as a horse 
racing enthusiast scans the form sheet on 


jam-packed 


deserves.” 


Note especially 
home. Why not 


past performances. Truthfully, I would 
sooner miss my dinner than a copy of AA. 

“Incidentally, I have AA sent to my 
home, where away from the kustle and 
bustle of a busy office, I can read with the 
leisure and concentration your newspaper 


that Mr. Zitz reads AA at 
give AA an at-home try-out? 


Mail the coupon below—now—for a year’s 
subscription. The cost is a mere $3—and you 
get FREE a copy of “Putting Retail Sales- 
manship into National Advertising” a collee- 
tion of famous Clyde Bedell’s articles which 
have appeared in 


AA. 


VALUABLE HANDBOOK — FREE 


Zone State. 


DC Bill me 


(0 Bill Company 
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togetherness 


today 


inspires : the decision 


‘ 


a= *8884) Day 


Today—togetherness is more than a word . si 


It’s a way of life for millions of families. 

Sharing plans and problems and personal interests— 

their lives are linked closer than ever. 

And even buying is part of this pattern—for the woman 
buys what the family eyes, from dishwashers to dungarees, 
from detergents to desk lamps. 


uw | McCalls. And if you want your product to win their welcome... 


j 
' 
ed 
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put it in MCCALL’S—it’s the one magazine 


edited for Togetherness, inspiring the buying decisions 


| of the Woman whose chief interests 


neunmnmens are the best interests of her family. 
= 


HESS OF WINDS« 


The Magazine of Togetherness be - 


on 
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